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descended from ancient Egypt, 
the Scarab has always been the symbol 
of good fortune and long life. 
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B, universally popular as a symbol 
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Bracelets-to-retail from’ $8.25 
Earrings ‘to retail from $5.00 


Necklaces to ‘retail from $9.00 
Pins to retail from $9.00 


thru wholesalers 
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MALE CORE BF KOM itt 


SEE THIS HUSKY BEAUTY - SEE IT SELL ON SIGHT! 


@ BOLDLY STYLED to be different... 
the first really new idea in watch strap design in years. 


@ HUSKY GIANT SIZE leather tubing... 
smoothly die-finished all around—no exposed edges. 


@ SPLIT-PROOF all leather construction... 
one-piece tip can’t fray or come apart. 


@ FINE BARK TANNED LEATHERS... 
vegetable tanned leathers never irritate the skin. 


@ ALL POPULAR FINISHES... 
no freaks or fads—all good substantial staples. 


ial Ny -| T - @ INDIVIDUALLY PACKAGED on cellophaned display cards — 
every strap is its own salesman. 
: SPLIT-PROOF. ~°": @ RETAILS FOR $2.50 
Costs the Jeweler $12.00 per dozen 


A. SAUER & COMPANY, KON-ITE BLDG., CINCINNATI 2, OHIO 
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How well are you acquainted with 
current silver flatware patterns? You 
have an opportunity to find oyt— 
and win one of the 30 prizes—by 
naming the patterns shown on this 
month's front cover. 

See details of this interesting con- 
test on pages 156-158 in this issue. 

(Photo by Max Klein & Bros., N. Y.) 
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firmament...the 


W BO mark has 


constant symbol 


flawless craftsmanship and 


unsu rpassed qua 


This season Marce adds 
luster to this tradition with a 
brilliant new series of 


diamond-studded watches ae 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


W()sE™ YORK 23, N. Y. 


33 WEST 60th STREET 
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The urge to buy starts with the eye 


iy 


WM, 


sy 

4/hif 
. 4 
WARY! 
fis’ 


. Rea rade agecs: 3: —— ; 
: Siieccstes css: at : 
_ : a a i RS 28823 
- a { seesgegsssess” ee ( 
by EEE: a 
- = ee « 
7 son . 4 
. _ My an a. vif 
LSS Stes — escent: VL a 
<—S eeres EEE pegess eee A, 
- ~ = y Yi, 
>. //, y 
co. Se [pp . WY: 


qui unit , if 
ml 


]] Hy 


yy 


\ 
ff iid 
j - of aterey 
| y) oo Wr 
Wii jilittes 
| U/ z 


ili 





\V/ 14K. GOLD 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the 
quality of the case. It is also your assurance that 
the fine movement has the protection of precision 
case craftsmanship . . . plus the distinctive 
beauty for which Wadsworth is ‘renowned. 
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WATCH CASES 


designed to custom-fit fine watch movements 





In the same fine tradition... beautiful, nationally advertised WADSWORTH POWDER CASES 
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Simmons 


“Sweetheart” . . . with its heart 

motif ...is the set whose symbolic 
sentiment will capture the eye and the 
heart of every bridal gift prospect. 

Yes, they’ll buy it for brides and for 
bridesmaids. You'll want a good supply 
...June’s fast on its way. 

So, sit down, right now — this minute — 


and order your “Sweethearts” today! 







Order sets by name 
‘“‘Sweetheari’”’ or by 
Catalog Number LS 1146. 


Compann 


ATTLEBORO, MASSACHUSETTS 





MAKERS OF QUALITY GOLD FILLED JEWELRY ¢ SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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oney magnet... 


NEW IDEA with a pull that sells sets! 


You’re looking at a new way to sell silver- 
plate that’s already working sales magic for 
plenty of Holmes & Edwards dealers! 


It’s Holmes & Edwards’ new “place setting” 
idea, and dealers now using it report they 
have doubled and redoubled their silver- 
plate sales. 


But it is no wonder that “806” has been 
making money for Holmes & Edwards deal- 
ers...it makes good, down-to-earth sense... 
here’s why: 

Because the place setting has become the 
popularly accepted unit of price in flatware. 


Because the $8.06 price dramatizes how 


MADE BY THE INTERNATIONAL SILVER COMPANY 


HOLMES & EDWARDS 


COPYRIGHT 1951, THE INTERNATIONAL SILVER CO., HOLMES & EOWARDS DIVISION, MERIDEN, CONN, OREG. U. &.PAT. OFF. 
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extremely inexpensive the very finest of all 


silverplate is...particularly in comparison 
to $27.50 average price for a six-piece set- 
ting in sterling. 


Because the low $8.06 price is easy to mer- 
chandise on a true volume basis...to more 
customers for more profit. 


Because...though its trafiic-building appeal 
is through the place setting...it insures (and 





our figures prove this) more sales of sets. 


As we believe Holmes & Edwards to be the 
greatest silverplate value for your customers 
...we believe the Holmes & Edwards “806” 
idea to be the greatest possible source of 
silverware profit for you. 


Ask your Holmes & Edwards salesman for 
the full story about “806” including some 
amazing case histories. 


Stiding Qrlaid’ Sluowplato 
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CATAMORE RELIGIOUS MEDALS 


1325 — Sterling 
Mother of Paar. 
Marcasite 


1128 — 4 
Mother of Pea 
Ftetgast ibi-3 
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© hese lovely Sterling Silver ¢= 


medals are another reason why the 


Se : 
a 1A so | ft 1217 = Sterling 
Catamore line of religious jewelry ,. a _— Mother of Pearl, 
: z . Marcasite. 
is one of the most complete and 


most sought after collections 1277 — Sterlin 
Mother of Pearl, 
Marcasite 


available today, 
Contact your wholesaler. He’ll 


be happy to show you the 


1115 — Sterling 
full selection. 


905/51-W — 
Key of Heaven Book. 
Simulated Pearl cover, 
gold embossed. 


1218 — Sterling 


THE CATAMORE COMPANY 


1219 — Sterling 231 PINE STREET, PROVIDENCE 3, R. 1}. 
ROSARIES 


MEDALS 
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Rings enlarged 
to show detail 
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SELL MORE 
DIAMOND RINGS 


Feature These Fine Qual 
with FULL-CUT 


CENTER DIAMONDS 
rom °99°2 petau 
rrom 914922 petau. 
rrom 19922 reran 


BRISTOL RINGS 
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lake advantage 
of our outstanding 
values. Feature 
Platinum Diamond 


Ring Sets, made to 
Retail from $199.50 
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BULOVA’S 

FRANK SINATRA 
SPARKS GIGANTIC 
ACADEMY AWAR 
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SPECIAL MARCH 31 = 
SHOW GETS BIG PUSH UNDER WA 
CASHES IN ON HOLLYWOOD PUBLICITY! 








Just two days after the awarding of the famous Hollywood 
“Oscars” —with the entire nation Academy Award _ GUEST STARS LIKE THESE SELL WATCHES FOR YOU 


conscious— Bulova put on its timely Academy Award ‘ EVERY WEEK ON “THE FRANK SINATRA SHOW.” 


show. All the power of Hollywood publicity : 
plus the unequaled power ‘of Bulova advertising | @ MILTON BERLE @ DOUGLAS FAIRBANKS, JR. 
combined to sell watches for you! : @ FAYE EMERSON @ SKITCH HENDERSON 
Remember—The Frank Sinatra Show is now a permanent @ JACKIE GLEASON @ PERRY COMO 

part of your Bulova promotion program—doing a @ PHIL SILVERS @ FRANKIE LAINE 
tremendous job for you every week! 























NATIONWIDE (every wees 
TELEVISION SHOW 
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! REMENDOUS PART IN 
SELLING WATCHES FOR YOU! 
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BIG NAMES LIKE THESE SELL WATCHES FOR YOU 
EVERY DAY IN BULOVA RADIO AND TV SPOTS! 


Sinatra and spots! The most powerful one-two sales punch 
ever seen in the jewelry industry! You know the 

terrific selling job Bulova spots have always done— 

hour after hour, day after day, 365 days a year! Now 
they’re more powerful than ever—with the biggest 

stars in the entertainment world acting as your salesmen! 


BATTER FT EATS TO 


@ BOB HOPE @ AMOS & ANDY @ BING CROSBY 
@ CELESTE HOLM @ JACK BENNY @ ALAN YOUNG 
@ VAN HEFLIN @ PERRY COMO @ CHARLES COBURN 
@ ED SULLIVAN @ RALPH EDWARDS @ DANNY THOMAS 





No other advertiser gives you such support! 
Tie in! Cash in! a 
“ Are ; 
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IN_APRIL—MORE THAN EVER— 
LE _IN_ AND PROFIT} 





IN YOUR WINDOWS 


Feature GC R ; 
IN YOUR DISPLAYS 

ACADEMY 

AWARD IN DIRECT MAIL r ; 

‘eitetien IN NEWSPAPER ADS* | 

oa tenee IN RADIO SPOTS* a 


*Send for free mats and radio scripts. - _— | ; 3 P ‘THE WwW ATCH THE ST ARS WEAR” 














There’s never been an expansion 
band like the Bretton Monogram! 


It’s entirely new in principle... 
revolutionary in construction ... 
unique in design! Fully 

protected by patents pending. 

No extra initials to buy. You 

can engrave them on any Bretton 
Monogram Watch Band while 
customer waits. Start cashing in today! 


BRUNER-RITTER, INC., NEW YORK 20, N. Y. 





Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 
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REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 
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small towns and big cities alike. . 
In the course of 13 issues, LIFE is read 
_ by 62,600,000" different people! 
That means right in your market area 


LIFE is read bya oe many of your cus- 
tomers. 





_ Jewelers know that jewelry advertising. 
The tremendous editorial impact or in LIFE is important in their selling. 


eo : : 
_ LIFE is felt everywhere! HELZBERG’s put this power to work 

_ It’s the most powerful of any magazine in their second LIFE promotion. Have 
in America; reaching, men and \ women in - you tried it in your store? . : ; 
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In addition to store display, newspaper space and radio 
time—all with an “‘Advertised-in-LIFE” theme—were used 
in this promotion. 

Everyone at Helzberg’s agreed with Store Manager P. W. 
Moore who said: “*A tie-in with LIFE is added prestige.” 


* From A Study of the Accumulative Audience 
of LIFE by Alfred Politz Research, Inc. This 
study measures the number of people over 
age 10 who read a single issue of LIFE 
(23,950,000) and reveals how this audience 
accumulates—as occasional readers are 
added to regular readers—to a total of 
62,600,000 different people in thirteen issues. 


Reported B. C. Helzberg, President: 
‘Our sales were most gratifying, plus 
an institutional value that I feel was 
immeasurable for our stores. I am 
looking forward to future tie-ins with 
your publication.” 

















Mr. L. W. Montgomery, Manager of this store on Troost 


Street, Kansas City, Mo. (one of the 9 Helzberg stores), had 
this to say: 


“We all thought the LIFE promotion was very successful. 
It did a real selling job!” 


First in circulation 
First in readership 
First in advertising revenue 


First with jewelers 


9 Rockefeller Plaza, New York 20, N. Y. 
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¢ 
WASHINGTON CROSSING THE DELAWARE by EMANUEL LEUTZE 





from the collection of The Metropolitan Museum of Art 


Two masterpieces! Each a product of the 
creative skill and craftsmanship that is 
America. This painting has earned its place 
in the world of art...so Gemex watch bands 
have earned their leadership in the jewelry 
field. Present the Gemex line with assurance 
and pride...it is a masterpiece of quality, 


beauty and dependability. 


Sold only through authorized wholesale distributors. Gemex Co., Union, N. J. 
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TO WHOLESALERS AND MANUFACTURERS 


WE ARE ONE OF THE LARGEST PRODUCERS OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR DEAL ON 
PLAIN and MILGRAINED 
POLISHED WEDDING RINGS 


¢ Carry a minimum stock 
- Order any quantityag 


PRECIOUS METALS SPECIALTIES CO., Inc. 


11 Vincent Street, Newark 5, N.J. ¢ Telephone: MArket 2-4287 


SERIES HR SERIES H SERIES LK 
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COMBINATION! A DISPLAY 
with 6 of the fastest selling 


Sterling Silver identification bracelets. 


ee x 
hap oe 








MINER Mote Sales for Cvery 
6 assorted bracelets FICO DEALER 


orale, 
D i S e [ A Y A display that can be set up as an easel, 


hung on the wall or placed in your show 
Your cost $25.00 window. It’s yours with this NEW assort- 


Sug. Retail $66.25 ment of identification bracelets. A beau- 
tiful two-tone, rich velvet display that 


will increase your sales. 








See Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY 
302 Fifth Avenue, New York 1, N. Y. 


Chicago: H. Charmack, 36 South State St., Chicago, HIl.; Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Calif. 
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W. Guaran tee 


YOU WILL SELL IT— 


e 
The fastest selling 14-K SOLID GOLD 
EXPANSION WATCH BAND 


on the market 


& 
Because it is: 
The BEST VALUE 


The MOST COMFORTABLE 
Increase the Unit Sale on All The MOST PRACTICAL 
Your Solid Gold Watches By 
Selling Our Band Attached 


Our Guaran tee 90 ghis 





UNCONDITIONALLY GUARANTEED 


0 
This expansion band is unconditionally guaranteed to exail at $10 she 
give satisfactory service. The springs are constructed of price? to Gol pa a of its 
the finest stainless steel . . . will not rust or deteriorate. 44-K i le P duct 
A double adjustable safety catch separates the two est ailé 
equal-length bands. fie see is 
,ind- ranre™ 
? MBER: sg re-order yee 
. : 
Sales uarantee REME as en dozen : 
100° WS | 
sale ou W : 
We will re-purchase without question for cash any unsold oon 3% 


bands at any time. In short, we guarantee its sale 100%. ‘ shem- 
You will find this band to be the most reasonably priced . 
and the most comfortable band on the market. 


Ca O. Lindstrom 


220 West Fifth Street Los Angeles 13, California 


STAR SAPPHIRES and RUBIES 
DIAMONDS e PRECIOUS STONES 


Manufacturer of Fine Jewelry 
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THE traditionally pop- 
ular Tiffany setting with 
the luxuriously new 
K&P “illusion” top—is 


illustrated above. Notice 


} I the superlative construc- 
l] \ t] #i \y ] w | I} 6 | tion which enhances 
9 e | the appearance of the 


“small” diamond .. . to 


Maombery The ge a 
ewelers . give it the illusion o 
pe wes SISR STRECT s MEW YORK 19 - ts ; : ae size,valueand brilliance. 


KH KNOWN FOR QUALITY 


MAKERS OF DISTINCTIVE MOUNTINGS 
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Watchmakers 


of Switzerland! 





On the facing page you'll see ten of the most 
important sales and repair aids developed by 
The Watchmakers of Switzerland. 

All these outstanding displays, ad reprints, 
motion pictures, sales brochures, repair aids 


INCREASE YOUR PROFITS 


and other services are ABSOLUTELY FREE to 
quality jewelers—except, of course, the Official 
Dictionary. 

Each is specifically designed to help increase 
your business—to help you capitalize on our 
intensive national promotion which supports 
you, the quality jeweler. The coming months 
can be your biggest profit months! Let The 
Watchmakers of Switzerland supply you with 
the aids and services you need to push your 
sales curve higher than ever before! We'll send 
you the aids and information—and make the 
services available—as quickly as possible. 


CHECK THE AIDS AND SERVICES YOU NEED 


AND MAIL THE COUPON TODAY! 





ARE YOU MAKING THE MOST OF THIS CAMPAIGN? 


The Watchmakers of Switzerland hope you're 
taking advantage of their national sales and re- 
pair program to do a land office business—and 
to increase your prestige! For our success—as 
important suppliers of quality merchandise— 
depends upon your success in maintaining 
your position as a quality merchant. 


That's the reason we continue to conduct 
our intensive merchandising program — the 
most complete of its kind in the watch world! 
And that’s the reason we support the jeweler 
as a quality merchant in our national adver- 
tising which next month alone will make over 
71,481,359 reader-impressions. 








Famous ads like these 
support you, your store 
and your repair department! 
They build prestige and 
interest that you can 
turn into profits! 
Send for the tie-in 
aids and services 
on the facing 
page today! 








008 tsmey . 
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WITH THESE AIDS AND SERVICES! 





“THE INSIDE STORY OF THE 

FINE SWISS WATCH” 
This powerful quality-watch selling 
tool explains to your customers the 
important features of a fine Swiss 
Watch. If you already have this book- 
let, please don’t check this item. Only 
one to a store. 








TWO MOTION PICTURES 
Two 16mm. sound motion pictures 
are now available to jewelry and 
horological trade groups. “SELLING 
UP” is full of sage selling advice. 
“REPAIR FOR PROFIT” gives 
stimulating ideas on how to make 
your repair department pay off. 





FULL-COL@R REPRINT OF 

“GRADUATION” AD 
Get a reprint of this ad for tie-in dis- 
play. It will set the stage for gradua- 
tion sales and help increase store 
traffic. Now appearing in LIFE, SAT- 
URDAY EVENING POST, FARM JOURNAL, 
NATIONAL GEOGRAPHIC, TIME. 





OFFICIAL DICTIONARY OF 
WATCH PARTS 

This technical dictionary contains 
photographs and descriptions of more 
than 600 parts for Swiss watches — 
designated in English, French, Span- 
ish, German. Check this item for or- 
der form. Dictionary price $4.50 





S-PIECE QUALITY 

JEWELER DISPLAY 
Ideal as a permanent display to en- 
large your business and prestige by 
promoting the respected professional 
qualities of the retail jeweler. Beau- 
tifully framed in simulated light oak 
paneling. 





TWO OFFICIAL SPEAKER’S KITS 
Still available to jewelry and horo- 
logical trade groups—complete with 
informative slides. “The Swiss Watch 
Repair Program” describes all as- 
pects of this service. “The Automatic 
Watch—Watch of the Future” covers 
self-winding movements. 








MERCHANDISE MEN 
Representatives of The Watchmakers 
of Switzerland are in the field at all 
times. They're experts at window 
promotions, counter displays, pub- 
licity, etc. Just check this item and 
we'll arrange for one to call. With- 
out charge, of course. 





OFFICIAL SWISS WATCH 

REPAIR PARTS DECAL 
This 3-color, 4” x 4” decal for your 
door or window assures your custom- 
ers that your store provides sales and 
repair facilities for fine Swiss jeweled- 
lever watches. It’s your trademark of 
quality! 








iv your go? 








Gentlemen: 









To: THE WATCHMAKERS OF SWITZERLAND 


c/o Room 1106 
730 Fifth Avenue, New York 19, N. Y. 


Please send me right away the aids and 
information I have checked on this 
coupon—and make the services avail- 


FAMOUS SLOGAN CARD 
This smart window and counter card 
helps build your jewelry business by 


in the past year! “For the gifts you'll 
give with pride—let your jeweler be 
your guide!” 


2L) 
3 
4] 





WU 
Bt 


9 || 





YOUR NAME 


MEMORANDUM ON CATALOGUES 
AND PACKAGE PARTS 


This memorandum describes and tells 


Fe ee promoting our famous slogan that you how to take advantage of the 
lh gyve wer ° ean: . . ° 
“yt yor jer has influenced millions of Americans valuable services offered by The Swiss 


Watch Repair Parts Program, includ- 
ing: Official Catalogue (Parts I & 
I1), Package Parts Program. 





STORE NAME 





STORE ADDRESS 





NOTE: If you check either #6 or #8, please write below 
the name of the jewelry or horological association that 
will show the Motion Pictures or use the Speaker's Kits. 

















If) 100) 


able to me as quickly as possible. 





= ee ee ee ee ee ee ee ee ee ee ee ee 
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Arrow has been privileged to serve the packaging needs of 
leaders in practically every branch of the jewelry industry. 
This privilege comes as no accident. It is the result of more 
than 35 years of concentration in the field. It comes because 
Arrow craftsmen control every step in the design and manu- 
facture of fine packaging. It comes, too, because Arrow affords 
a wide selection of treatments — metal, plastic, wood, composi- 
tion board or fabrics—a selection that makes possible the 
material best suited for the product involved ... Arrow repre- 


sentatives — both sales and design consultants — are available, 


An innovation in packaging...a 
without obligation, to cooperate with those merchandisers who metal box finished with suede cloth 


seek increased sales and added prestige for their products. 





ee 


TIO & 


Manufacturing Company, Ine. 
567 Fifty-Second Street, West New York, New Jersey. 
Canadian Plant: 91 Brandon Avenue, Toronto, Ontario 


SPECIALISTS IN THE DESIGN AND PRODUCTION OF DECORATIVE BOXES & DISPLAYS .... SINCE 1914 
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“BEST BANDS 


EVERY WEEK — STARTING MARCH 21st"— FOR YOUR BIG SPRING SELLING SEASON! 
































THE BEST BAND LEADERS 


featuring the famous bands of Benny Goodman, Cab Calloway, 
Ralph Flanagan, Gene Krupa, 


/ : = 


Jimmy Dorsey, Xavier Cugat, and others! 


THE BEST BAND VOCALISTS 


featuring such famous singers as Peggy Lee, Ella Fitzgerald, 
Patti Paige, and others! 


THE BEST BAND ENTERTAINMENT 


featuring stars of the entertainment world like 
Ray McKinley, Teddy Hale, Johnny Coy, and many more! | 





Feature the BEST BANDS by Jacques Kreisler— 
the famous personalized “YOUR SIGNET” Watchbands for Men and Women, 
plus the new “YOUR SIGNET” Initialed Jewelry for Men—for the best 
watchband business you've ever had. It’s all yours—this weekly Sell-ebrity Show! 





*A little later in some cities. 
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IN THE LA 


You'll Sell-ebrate all Spring—with special emphasis on Mother’s Day, Father’s Day, 
Graduation and June Wedding Business—thanks to this special package of Promo- 
tional Helps that Jacques Kreisler sends you! 





STATEMENT ENCLOSURES A KREISLER NEWSPAPER TV and RADIO 

AND STUFFERS BANDSTAND AD MATS COMMERCIALS 
in full color to let your cus- DISPLAY to make local news for “The Special 30 second and one 
tomers know “The Best Bands a — Best Bands in the Land”! And to minute TV films to identify 
in the Land” are in your ee get news making sales for you! You with this national TV 


ing period late in April—a 
colorful merchandise dis- 
play to highlight the “Best 
Bands in the Land” in 
your windows and on your 
counter! 


store. Showing both “Your 
Signet” watchbands and the 
initialed jewelry — imprinted 
with your store name and 
address $2.00 per 1000. 


show. Plus radio scripts for 
extra selling help! 


Send this Coupon Today to get these “Best Bands”’ Selling Helps! 








Jacques Kreisler Manufacturing Co. 
9015 Bergenline Avenue 
North Bergen, New Jersey 


Please send me the following ‘Best Band” selling aids: 

















_____ Display unit __.____ 30 second TV Spot announcement 
—___— 110x1 col. ad mat (Men’s) _____ 1 minute TV Spot announcement 

e ____—. 100x2 col. ad mat (Men’s)  _-_ 30 second and 1 minute Radio spot 
__._-—- 70x2 col. ad mat (Ladies’) announcements 
_____. Statement enclosures (3'2x5'2) imprinted with store name 

and address @ $2 per 1000 
9015 Bergenline Avenue NAME 
North Bergen, New Jersey ©4J. K. MFGR. CORP. ADDRESS. 
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Phyllis Jewelry makes just the 
kind of gift your customers want 
for Mother’s Day ... something 
extra-special, in beauty and 


quality. 


Original, out-of-the-ordinary 
Phyllis designs are truly “beau- 
tiful as an orchid.” And there’s 
an unmistakable look of real 
quality in every detail of the 
superb finish and workmanship. 


Backed by Effective 
NATIONAL PUBLICITY 


Each week, in all parts of the 
nation, millions of people see 
and hear about Phyllis Jewelry 
as publicized on top-rated radio 
shows like “Grand Slam.” “Wel- 
come Traveler,’’ “Carnation 


Party.” 


Plenty of Good ADVERTISING Ni ‘ : ERG 3 ce aS aK = f: Order from 
AIDS For You,Too S 2 ee a ne 3 ; an s ' your wholesaler 
SP TODAY 


Hard-selling newspaper ad mats, 
in 1], 2 and 3-column sizes... 


color-illustrated folders ... and 
counter displays. Write for them ° f) ak 
today. riginals, Inc. Providence, Rhode Island 
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SMARTEST NEW JEWELRY 
IDEA THIS SEASON.... 
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necklace and 
ear-rings to 
match! 


it in your window and 
you'll sell it! Gotham’s 
smart new covered brace- 
let watch ensemble set 
with simulated sapphires, 
or rubies, and pearls. 
17 Jewel Gotham 

move ments. 






ALL PRICES 
NCLUDE 
HDERAL TAX 


F SIMULATED STONES 





















tone Watch Keystone | Per Set Keystone Watch Keystone 
het Oy Cost Retail Cest Only Cost 
| Ae BLACK OPAL | $75.00 $89.50 $53.90 BD 1149S or R SAPPHIRE or RUBY... . $95.00 $79.90 $71.50 $57.90 
on | JO 11326 0rS «GARNET or SAPPHIRE. $89.50 $75.00 $69.50 $53.90 and PEARL (As shown above) 

*POST: “BD 139T —-—=—sTURQUOUSE MATRIX... $89.50 $75.00 $69.50 $53.90 | DD 1ISOR RUBY... . $71.50 $64.90 $59.50 543.90 
DB 11344 AQUAMARINE...... . $69.50 $57.90 $39.75 $37.50 BB TISIA AQUAMARINE........ . $71.50 $67.50 $62.58) $50.90 

BD 1135€ orl or T CHRYSOPRASE* . . $99.00 $79.90 $71.50 $57.98 (With beautiful pin instead of necklace) 

RADIO TIME SIGNALS ss BLUE LAPIS or TURQUOISE MATRIX BB 2122 RHINESTONE... ..... $29.75 $29.90 3 
OTHERS FROM $1 9.95 TO $2500.00 *These sets include néw style locket wotch. Two stones odjacent to watch Iliff, also, revealing two double lockets to hold four favorite snapshots or phoneme 


“otham Watches 
Product of Ollendortt Watch Go INC.. 20 W. 47th STREET 











He graduated ! Ph. D. 


(Dealer in Profitable Hamiltons) 


Hi. thesis proved that by properly promoting 
Hamilton watch sales you can double the dollar 
volume you would realize by selling another 
watch brand. 

In addition, he marshalled his facts about 
Hamilton’s proven high turnover in leading 
jewelry stores. This led to his second conclusion 
—your net profit is higher when your watch 
department concentrates on Hamilton sales. 

To drive his point home, our Ph.D. analyzed 
one mid-western jeweler’s watch sales for last 
December. Of the four widely advertised watch 
brands that jeweler carried in stock he sold: 


Total Dollar Volume 
Including Tax 












30 Hamiltons....... . $2400.00 
37 Brand B......... 1480.00 
19 Brand C......... 740.00 
17 Brand D......... 850.00 


This high dollar volume is another reason 
Hamilton is the high net profit watch. Wouldn’t 
you, too, like to be a Ph.D.? It’s not hard. Just 
promote profitable, prestige-building Hamiltons. 





HAMILTON WATCH COMPANY - LANCASTER, PENNA. 








- 






BAILEY—19 jewels. 
14K natural gold-filled 
case. 18K gold nu- 


two new 


SELLABLE 
HAMILTONS 











merals and dots on 
silver dial... .$71.50 
















yk 
for a FULL profit you can KEEP... Ds LORETTA—17 lewels. 
Ce] 14K natural or white 


(hy gold-filled case. 18K py 
Oe . “4° 
jg gold numerals on sil- Aah, 
6 YY ver dial.....$64.00 am 
t/ es 


THE FINE AMERICAN WATCH gem 


cz - 
*~—.. . 
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| clded you cae ot n with 
quickly, profitably - - - ane 
what's next on om persol 





us. No timid aaa No half-serious _—— 
bids. No complicated arr. amgements or 
plans for payment in the fu ure. A 
quick bid, a reliable one, and usually —__ 
the higest (we’re famous for this). And ee. 
famous, too, for the fact that no mat- < 
ter the size of your proposition, our cash 
is ready on the spot to complete t Le 
take the simplest. quickest short-cut to 
the realization of your aie an. en 
Gordon Brothers! 


eee the oldest and largest firm of its kind in the United States 
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preferred stock 
for extra profits. 
in a rising market 





MAGNIFICENTLY GIFT-PACKAGED! 

Rich satin-lined ivory plastic boxes 

high-light the beauty of Flex-Let Idents 

» ... and create instant buy-appeel. 
‘ For the growing thousands of men and women going into 
service every day ... for June graduates .. . as lasting keepsakes in 
period of uncertainty—Flex-Let identification bracelets are the perfect gift 


to buy, the preferred stock to sell in ever-increasing volumt 


| Hlex-Lel Watch Bands 
FLEX-LET CORPORATION Beau Brummel Men's Jewely 





USN + 2734675 


PNR AC CRAB A BODO SOO EIBONORE ARE Ai INRIA RR CNA RONAN NS AA EROS gi 


* = . 





Lt. Thomas Eldon 


3462773 


ORIGINAL STYLING! Distinctive designs for a variety of tastes— 
exclusive with Flex-Let—means multiple sales! 


q 
QUALITY CONSTRUCTION! Manufacturing standards long b 
famous in the industry . . . hand-crafting of uncommon skill—means 
rarely a repair, never a repair charge. Flex-Let quality makes satisfied 

: customers, repeat customers, for you. C 


HIGHER MARK-UP! Easier sales, repeat sales, faster turn-over, 
pyramiding volume—combined with Flex-Let’s higher mark-up— 
add up to 


Style No. 165 — FLEX-IDENT 
Extra Heavy Sterling Plaque plus Full Expansion Band 
Retails at $14.95 T.I. 


Style No. 310 — HEAVY CHAIN IDENT 
Sterling Silver 
Retails at $10.95 T.I. 


Style No. 325 — WATCHBAND/IDENT COMBINATION 
Heavy Sterling Plaque with Stainless Steel 
Expansion Band. Retails at $12,95 T.I. 


Style No. 320 — DELUXE IDENT 
Extra Heavy Sterling Plaque plus Buckle Band 
Retails at $12.95 T.I. 


EXTRA SPECIAL DIVIDENDS FOR YOU! Wire, write for your Pf referred Slock of Flex-Let Idents. 


EXECUTIVE SALES OFFICES: 580 Fifth Avenue, New York 19 


FACTORY: 373 Taunton A East ° 





In Free Displays 
at 
"Knock’Em Cold !" 
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NEW DAINTS 
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MODERN 


AVAILABLE WITT ‘ “KITTY-BELLE”’ 
LUMINOUS PAA TRU-BEL ALARM 


*B°° 












With proven popularity, 

at a proven popular price! 
With eye-catching multi- 
colored display 11” wide x12” 
high, featuring brilliant 
“Day-Glo” lettering. (Request 
display when ordering. ) 





Like all Sessions Alarm Clocks, both “Ollie” and ‘‘Kitty- 


Belle" models have Sessions famous pleasant bell alarm, 
Sessions ultra-quiet movement for sound sleeping. Both 
are nationally advertised for quick recognition on dis- 
play — quick turnover in sales! 
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Impressive Mat 
Available on Request 


For outstanding promotion success... for a sure- 
fire stimulant for your jewelry department... . 
feature these elegant pearl necklace and earring 
sets ... Necklaces of fine graduated simulated 
pearls, and matched earrings are of traditional 
Crosby quality . . . Necklaces have beautiful 
pearl and rhinestone clasp. Exquisitely packaged 
in new satin-lined, velvet gift case. Available in 
3 price ranges. Your costs are listed below: 


F1-919/2—2 Strands (shown) ......$3.25 per set 
F1-919E—1 Strand jivtiss.c ca: alee BOT el 
F1-919/3—3 Strands .................. 4.00 per set 


Minimum Shipment 6 Sefs, Assorted 


A. COHEN & SONS CORP. 
‘27 West 23rd Street, New York 10, N. Y. 


- : . 


. 


ee Please enter our order for: 
se Se Quantity 
Pi attach | ) your 
“kn ede ae Sy sectvecestsecscceseese I =G1T9/2——mn2 Strands @ $3.25 per set 
a Yeo Sar | cotisgtcescscesescssece FIE*G1 GE? Strand @ 2.45 per set 
sersssansercscercecesresPE=GTQO/ZummZ Strands @ 4.00 per set 
| Dealer's Name............... 


A. COHEN & SONS CORP. 


277 West 234d Street New York 10; N. Y. tn... so Sete... : 
Terms Net 30 Doys—F.O.8. New York 


| Address. 
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THE ORNAMENT 


that became a necessity 


Watches small enough to be worn, first made their appear- 
ance around the year 1500. These “horologia,”’ as they 
were Called, were not very good time keepers. That is why, 
for over a century, watches were worn mainly as ornaments. 
As such, their cases were made in many artistic forms in- 
cluding crosses, books, flowers, fruits, musical instruments, 
death’s heads, and the like, and they were richly decorated 
with precious stones, engraving, chasing and enamel work. 
Existing portraits of the kings and queens and noblemen and 
ladies of high estate of the 16th and 17th centuries, establish 
the popularity of the watch as an ornament. — 
The invention of the balance spring in 1675, started the i NS we Two penate watches 
transition of the watch from ornament to accurate timepiece. o < ~ from the XVI century 
As time became more and more important in the affairs of 3 : _ ee 
men, the transition progressed. Forms became simpler and 
less ornate and keeping time became the watch’s main func- 
tion. Today, the world moves on time and the watch is a 
definite necessity. 





Death's bead watches 
were popular around 1600 


A watch from the 
Renaissance period 


KARAT GOLD 
that simplified watch case making 


Gold has long been a favorite watch case material. Today, because 
of the tremendous demand, watches are mass produced and cases 
are made of stamped parts. For this purpose, Handy & Harman de- 
veloped compositions in 10K and 14K gold that provide the physical 
properties which satisfy all stamping requirements. This is another 
of the many contributions Handy & Harman Research has made to 
progress in the Jewelry Industry. 


y HANDY & HARMAN 


2? FULTON STREET « NEW YORK 38, N-Y. 


BRIDGEPORT, CONN. © CHICAGO,ILL. © LOS ANGELES, CAL. * PROVIDENCE, R.1. * TORONTO, CANADA 
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FOR TODAY’°S LARGER ¢ WATCHES 


KOMFIT is truly the aristocrat of watch 
hands... thin as a dime, completely 
exible, instantly adjustable to wrist size 
with a finely spun stainless steel 
ning. It is remarkably comfortable the 


year round, 


Dependable, practical, handsome. 
KOMFIT—the finest name in watch 


bands —is America’s all around favorite. 


Lady KOMFIT 



















¥g inch wide... to retail at 


K801 1 /20th-12Kt. Gold Filled*. . $16.50. 
(yellow or pink) 


SK801 All Stainless Steel........ 7.50 


KOMFIT Standard 







4 inch wide to retail at 
K711 1/20th-12Kt. Gold Filled*. ... $12.95 
(yellow or pink) 

SK711 All Stainless Steel. ......... 6.95 
Also available: 1 /10th-14Kt. Gold Filled* 
(yellow only) 

10 Kt.* and 14 Kt. Gold 


U.S. Patent Nos. 
2,015,308 
2,184,319 
2,333,048 


to retail at 


K800 1 /20th-12Kt. Gold Filled*..... $7.95 


(yellow or white) 


JEWELRY’S NAME FOR QUALITY 





*Stainless Steel lined 


Prices on Gold-Filled qualities include Federal Tax. 


All Stainless Steel models are tax exempt 


FORSTNER CHAIN CORPORATION, IRVINGTON 11, NJ 








Lewis I. Benway, Pres., 
Basch Jewelers 
Cleveland, Ohio 
Director, Nat'l Retail 
Credit Jewelers Assn. 


Rings enlarged to show details 
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1. Saleability—Nationally Advertised 4. The words ‘‘ guaranteed registered 
by the biggest campaign in brand-name perfect gem’’ appear on the Keepsake 
rings. Tag. 


2. The Fashion Ring of the Year—only 5. Keepsake prices are nationally estab- 
ring chosen to receive the Fashion lished. 


Academy Award. 6. Guaranteed by the Good House- 
3. The strongest Guarantee in the trade keeping Institute. 


gives every Keepsake customer 7. Exchange privilege is assured if 
written proof of quality. turned in later on a Keepsake of greater 


value. 
TT ~_m OF 


CS o> 
© Guaranteed by @ 
Good Housekeeping 
lp ~ 


h . 
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America’s Largest Selling Diamond Ring 





Inc. 
; H. Pond Co., 
120 F. Washingt aluable Keepsake 
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Leading the way sales in the 





























THE eimest Sir_veRerate 








This display in full color will be sent free of charge as long as the sup- 
ply lasts. Just write to Dept. M, Oneida Ltd., Oneida, New York. 
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CilverFarade.. COMMUNITY ! 


This year’s Silver Parade is your 
biggest chance to join in with a 
great industry-wide promotion—and 
to increase your sales of Community 
and other jewelry merchandise, too! 


Jewelers who have participated in the 
Silver Parade in the past have 
benefited from increased store traffic 
—increased sales—and the good will 
that carries over long after a 
successful promotion. 


Fit the period of the Silver Parade 
—15 selling days from April 12 
through April 28—into your promo- 
tion schedule. Plan to feature 
Community patterns and the striking, 
framed reprint card in window and 
interior displays. 
Schedule the Mat-of-the-Month and 
the three special Silver Parade mats 
that are available free of charge. 


Just write to Dept. M, Oneida Ltd., 
Oneida, N. Y. 


You'll find it pays— 
in sales and profits— 
to COME ALONG WITH 






) 


THE FINEST SILVERPLATE GA, 


*xTRADE MARK OF ONEIDA LTD. 
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SILVER PARADE OFFER! 
Uh So basy to Bey 


reg pment suvenrsare SILVER PARADE 


- anann 
3 uu A 
LY ie gabe. oe: 
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YOU GET THIS 
LOVELY SERVICE 
aTTwest 


REMEMBER SILVER IS YOUR 
MOST BEAUTIFUL NE‘ pee 
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This lovely Eastern Star Ring, featuring a genuine cut center diamond 
. complimented by the surrounding hand enameled 
points in authentic colors .. . is fast moving 
merchandise and will show the jeweler a good profit. 
Order today. 


AVN 2) am Ole 4-17 -\ | a O) +2 4° 


GOODMA 


Makes of Fine Jewelry Since 1904 


42 W. WASHINGTON ST., INDIANAPOLIS 4, IND. 
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AUTOMATIC TOASTER ADVERTISING EXPENDITURES 


IN MAGAZINES AND NEWSPAPER SUPPLEMENTS 
1939 THROUGH 1950] 


t Source: P. I. B. 





ALL OTHERS 
(14 BRANDS) 





...why the Demand for IOASTMASTER Toasters 


Perhaps you, like so many distributors and 
retailers, have wondered why the postwar 
supply of ‘‘Toastmaster’’ Toasters has never 
caught up with demand. Here, briefly, is 
the answer: 


EXPANDED MARKET 
First of all, the market has been greatly 
expanded over that of prewar days. Mil- 
lions of marriages, the creation of millions 
of new families—all with sizable increases 
in spendable income—have had their effect. 


AGGRESSIVE ADVERTISING 
Now, to this greatly expanded market, add 
“Toastmaster’s’’ outstandingly aggressive 
advertising program. The chart shown here 
is eloquent proof that through the years— 
regardless of general business conditions— 
“Toastmaster” has continued to promote... 
promote ... promote. And for just one rea- 
son—to maintain ‘“Toastmaster’s’’ unques- 
tioned position of leadership ...to build 
preference for this product years and years 
ahead of purchase... to make it always the 





Still Exceeds Supply 


easiest of all toasters for you to sell. 


INCREASED PRODUCTION 
Yes, we have constantly increased produc- 
tion. Every single ‘“‘Toastmaster’’ Toaster 
that we could produce from greatly expanded 
facilities has been made—consistently, of 
course, with ‘Toastmaster’ quality. And 
yet demand goes on and on. 


CONTINUOUS PROMOTION 
Suppose we cut promotion—suppose we 
stopped advertising during the years when 
we couldn’t satisfy consumer demand. What 
a whale of a difference that would make in 
your turnover and sales. As the years went 
by, you'd find it increasingly difficult to sell 
‘*Toastmaster’’ Toasters. People wouldn't be 
as eager to buy as they are now. Those “‘good 
old days” would be just a happy memory! 


SOMETHING TO SHOUT ABOUT 
But if every item you carry was presold to 
the extent that the ‘““Toastmaster’’ Toaster is 
—if every manufacturer’s merchandise you 


handle was as well advertised and in as 
strong demand—wouldn’t you be in clover! 


THE LONG AND SHORT OF IT 

We promise you this. We'll make all the 
‘Toastmaster’’* Toasters we possibly can. 
However, there will be no compromise in 
quality. We'll promote them to the limit. 
From long experience, we know that if we 
create demand for you—you'll find it profit- 
able to feature ‘“Toastmaster”’ products in 
your own promotional programs. 


TOASTMASTER 


Froducts 


***ToOASTMASTER” is a registered trademark of McGraw Electrix 

Company, makers of ‘“Toastmaster’’ Toasters, ‘“Toastmaster’’ 

and “Scotch Knight"’ Water Heaters, and other “Toastmaster” 

Products. Copr. 1951, Toastmaster Propouctrs Division, 
McGraw Electric Company, Elgin, Illinois, 


Etectrc Aousewares—rinst CHOICE FOR EVERY GIFT occasion 
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Use Elgin’s DuraPower for sales power 





1. He’s going toward the 
door, no thought in mind 
about buying a watch. But 
you stop him with: “Oh, 
while you’re here, let me 
show you the greatest 
watchmaking development 
in two hundred years”. In 
those five seconds you’ve 
got him interested. 





2. Take him to your DuraPower Demon- 
strator. There his interest builds up as he 
sees a dramatic difference between main- 
springs. You tell him: “Elgin guarantees 
the DuraPower Mainspring will never, 
never break. And it’s in all their beautiful 
models for men and women...” 


3. Reaching into the case where the 
Elgins are, you pick out a Lady El- 
gin, put it into his hand. Ask him: 
“Wouldn’t your wife be thrilled with 
that Lady Elgin?” 











TRY THIS PROFIT IDEA for a month. 
Tell your salespeople to use it. 
(Show them this page.) You'll be 
amazed at how it works. 
































This DuraPower Demonstra- 
tor is your cue for sales talk 


If you do not already have this 
impressive DuraPower display, 
write for it at once! ($2.00, shipped 
prepaid.) Put it on your watch 
show case where you can use it 
often to show customers how the 
DuraPower Mainspring remains 
unaffected under conditions which 
destroy a steel mainspring. 





Use advertised DuraPower 
Guarantee to make sales 


Be sure to show your customers 
the guarantee that goes with 
every DuraPower Mainspring. 
Place copies of the guarantee next 
to the Elgin Watches you display 
in your show cases and window. 

















~ELGIN, ILLINOIS 
46 


Elgin National Watch Company 
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quality, we add the gracious 


styling dovilameltteth7c-mneelc years. 


It’s been that way since 1gr1o. 
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Manufacturers of Gold and @Clatinum Watch 
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Sell Foster — it’s a line that i is alive, alert, responsive, and above all 

STRONG. And by strong we refer to style leadership, value of exclusive 
Foster construction features)\and the ability to produce when the chips 

are down. The famous Bristol line was designed in anticipation of 
present conditions. Watch the Foster line for further developments in 

line with N.P.A. regulations. 

















FOSTER METAL PRODUCTS, INCORPORATED\ ATTLEBORO, MASSACHUSETTS 
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THE SECRET OF 





>UC CESS 


NATIONALLY ADMIRED 
NATIONALLY DESIRED 





ALWAYS IN 
PERFECT POSITION 


BRLWAYTS TR LATest 
Pee SOITYLE AND FAGHIT ON 
ARiew me tS lhUCB ECA UT Pei FINISHES 


Nationally advertised to 88,000,000 readers 
in Life, Look, Vogue, Charm, Seventeen, Pho- 
toplay, Modern Screen, N. Y. Times Magazine, 
True Confessions. 


SOLD ONLY THRU AUTHORIZED DISTRIBUTORS 


Window and Counter Displays, 


Fe ature R if g Co ns ie Mats, Brochures, TV Films, Ro- 


dio Scripts, ‘‘Enchantment of 


126 West 46th St., New York 19, N. Y. mings” Sookgur,: srerters 


Flasher Displays. 











ANOTHER 
FASHION 
FIRST 


THOROUGHBRED 





POINTER 


Once again SWANK leads the style 
parade with the new Short Tie Klip. 
Fashioned in a variety of intriguing 

sports designs, it’s a natural for tres 
of any width, for men of any taste. 
Ideal for Father’s Day promotion, 
too. And it’s nationally advertised 
in color in Life, Collier’s and 
Esquire. 


MALLARD 
DUCK 
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WANK on jewelry, belts and wallets means QUALITY 


WK —@ Swank, Inc., Attleboro, Mass. 
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phen and an expression of gratitude 


On this thirty-fifth anniversary of the founding of 
LeStage Manufacturing Company, we wish to express 
our gratitude for the fine cooperation of the many 
Wholesale Jewelers who have contributed to our steady 
growth over the years. That we are still privileged to serve 
regularly 98% of those firms we started with bespeaks 

the fact that LeStage products and policy have been 
uniformly dependable. 


May we reaffirm our faith in the integrity of our Whole- 
salers and their important economic function, and 


restate our policy of distributing through them. 


In the vital matter of deliveries during the uncertain days 
ahead, may we assure our customers that we shall continue 


to work for their best interests. 








MANUFACTURING COMPANY 
NORTH ATTLEBORO, MASS. 





New York Chicago San Francisco 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. Betz A. B. Pinero G. A. Harrah 





CHAINS ~* Beeertcro * LOCKETS ° KNIVES -* BAGY JEWECRY © ItOENTIFICATION BRAC ciate 
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_ In costume jewelry, the package is half the sale! Well, 
‘. when you see Sun Line’s magnificently styled new plush 
cases, you'll agree they’re absolutely the last word in 
jewelry packaging—practically an automatic “O.K., 
wrap it up!”’ 

As for the jewelry itself . . . the new Sun Line Costume 
Jewelry is every bit as dramatic, as striking as the packag- 
— om comeeeeeceeta ing! Inspired design and brilliant craftsmanship 
FOR YouR CONVENIENCE— ensure easy sales, fast turnover, quick profits. See 
M. Sickles & Sons Southern sales meee -. the Sun Line soon—gear up for a sizzling season! 


? 






—\" _ Joseph A. McGregor, 


oer ae @ M. SICKLES & SONS. in 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. @ COMMERCIAL BLDG. 216 N. 2nd ST., RICHMOND, VA. 
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You Can't Believe Your Eyes! 





DIAMONDS LOOK MANY TIMES THEIR 
ACTUAL SIZE IN THE SENSATIONAL 
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AMERICA’S GREATES! 


@ Full Cut Center Stones 
Cut and set the exclusive BERLAND way 


to look far larger than their actual size 


Carefully Selected Side Diamonds 
@ Smart, high-style mountings 
of Insurance and Guorantee 


@ Certificate 


® Amazingly low prices 


———— 


JOSEPH BERLAND - Be : 
RLAND - Manutacturing Jewelers, Diamond Importers Since 1902 : 












#6908, $49 the set 


sae 
<3 — 





r customers a tull cut center stone, plus quality mountings 





, i] ’ “ : : x ak ' rs = = eareartear*i: “> > 
tantial weight all at this unbelievable low price! Engagement 
‘ seh? ‘ P te . , , P y ee < ns oe . : ae BS 
AvceMeelallilolsima-se10] olareotti me tiel-Mollelsslelalers Vedding Ring is , : a tar 
three cut diamonds to match! Promote this set for top valume 


aq sure money-maker! 


Tyo Feaily 
7" SMG OH “ty, 





USE THESE TESTED 
MATS TO BRING 
IN CUSTOMERS 


6 West 48th St,, New York 19, N.Y. 








6037SP 


Oy iginality of styling in good taste— 


fine quality—priced modestly—value you recog- 


nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2413WB 


6087 W 
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TIME-ly 


promotion for 
a sensational 


NEW gift item... 


% 


NEW PROFITS and STORE 
TRAFFIC tor dealers who 


take advantage of this 
SPECIAL PROMOTION! 


Timed right for the greatest gift clock sales in history! 
A spectacular advertising campaign for the dynamic Jefferson 
“Golden Hour” Electric Clock is ready to hit the tremendous gift 
market at the height of the season! This special promotion will 
appear in the May 7 issue of TIME Magazine and the Spring and 
Summer issues of BRIDE’S Magazine...reaching more than three 
million prospective (and able-to-buy) gift buyers in practically every 
city, town and community in America. 


It’s your great opportunity to cash in on the unique electric 
clock that has stirred up more interest than any gift clock in years! 
Its sensational ‘‘see-thru’’ dial makes an irresistible display wherever 
you feature it. Order them nvow...display them now...and watch 
sales and store traffic skyrocket! 


etferson 


/ 


} ; j 


Ji ™ 


electric clock 
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Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 














Loupe-tested 
DIAMOND RINGS 
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’ INC. : 


630 FIFTH AVENUE, NEW YORK 20, N. Y. - — 
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Deltah’s 
eYquisite new 


RADIANT necklace... 


Lovely, luminous pseudo pearls flaunt 
a precious-looking pendant 

hand-set with rhinestones of 
diamond-like brilliance! 


CHARMAINE, Deltah’s thrilling new 
RADIANT necklace in charming rayon- 
satin trousseau container, $20.00 
including Federal tax; other 

Deltah necklaces from $5.50. 


\. WELLER AND SON, INC., FIFTM AVENUE, NEW YORK 


om 


JEWELERS 
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SIMULATED 
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And you can’t afford to overlook 

Deltah’s established high quality, 

superb styling ahd packaging packed with selling 
power when you consider that all these factors work 
together to give you fast turnover and plenty of profit! 
Order Deltah’s 1951 “Super-Salesmaker Series” today... 


CONSULT YOUR WHOLESALER 


AT BETTER 


Delth 


SIMULATED PEARLS 


L. HELLER & SON, INC. 
411 FIFTH AVENUE, NEW YORK 16 











Resilience 
Here 


Here 


The Secret ts... 


Illustration enlarged 
over 100 times to 
show detail. 
Resilience » a Resilience 






 ¢ 
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Resilience 
Here 


Lock is actually 
only 1/32" in diameter! 


Here 


The New Patented Multi-Grip Locks 
in WED-LOK* Rings are 
Guaranteed to Last the Life of the Rings! 


Yes, we guarantee these Multi-Grip Locks for 
the lifetime of Wed-Lok* rings! The improved 
design of these ingenious locking devices gives 
them a built-in springiness of action that’s there 
to stay. A marvel of simplicity, they virtually 
eliminate wear and distortion, have no fussy 


parts to break and get out of order. They lock 
instantly and grip securely. And because these 
locks are placed at two points, they eliminate 
shifting, friction, and wear. The Multi-Grip 
Locks are one of many Wed-Lok* advantages 
that make sense to customers, sales for you! 





114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA 


*TRADEMARK REG. U.S. PAT. OFF. 


WEO-LOK RINGS ARE PROTECTED BY U.S. PATS. 
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There’s only one TOP VALUE! 
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Costs your customers less...while it pays you more 


Ce ded 


ae 


ar, 
: © ee 
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ed * At $37.50 retail, Hamilton Beach, less juice extractor, is a real buy for your customers. 
After all, not every woman wants this attachment. With Hamilton Beach, she isn’t forced to take it! Yes, 
the $37.50 price tag makes sales for you because it makes sense to your customers. And Hamilton 
Beach is top value from another standpoint. It’s easiest to use. Right, easiest 

of all food mixers, regardless of price. Another reason it’s easiest to sell. 





gs ¥ 
atata ‘eaite i 
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wa 


The chart shown here is proof that Hamilton 
Beach pays off. But check your price sheets. 
Convince yourself that here is the prettiest prof- 
it picture there is. And in quality Hamilton 
Beach is second to none—more than 40 years Se i > ie 
of experience and 15 million appliances say so! BER nS . | ET 
It’s top value, top quality, and it pays you more. 
Any way you look at Hamilton Beach it’s good 
business—very good business indeed. 


Kasiest-to-Sell PF | 4 i=_\ 
HAMILTON BEACH } 


GIVES YOU MOST PROFIT 
ON FOOD MIXER SALES! 


MIXER “B” PAYS Ki MEM AMA (Ua) es 
mixer “c” PAYS EQDMEDAM aT 
MIXER “D" PAYS ED MI- D/A a (uit 


HAMILTON BEACH z 
MODEL “G" PAYS bbiubal ASL 


(Percentages based on List Prices, including tax.) 








HAMILTON BEACH []lixette 


AMERICA’S FASTEST-SELLING PORTABLE! A winner since its introduction little 
more than a year ago. Captures the $18.75 market for you. Mixette hangs on the 
wall or fits in a drawer It’s the only 3-speed mixer offering one-hand operation. 
Most important, it’s not a toy but a powerful portable that takes heavy mixing 
jobs in stride. A gift-item natural in its smart black-and-silver package! 











$1875* reran 
Includes gift box, bracket, and 

screws for wall mounting. HAMILTON BEACH ads in The Saturday Evening Post, Better 

Homes and Gardens, Ladies’ Home Journal, American Weekly, 

and Woman's Day tell your customers the value-quality story! 


* Drs : > ee i WES &. 
Prices subject el’ maEG — * 
Ls Sis VR ah NY 5 - <4 cS we : 
bo ch ange — fo foe oe ae Sige” = Fdeges 
7 bo, M a — fe oe are, hs Ke; a ik 
without notice. = oe ee SS #5 > ee 
i EF & Pe “ as Reig CReers 
see Beye & wecr Weve 





Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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29 E. Madison St., 315 West Sth St. 
Chicago Los Angeles 
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INSIST ON 
‘GENUINE BULOVA PARTS : 


THEY'RE PACKAGED ONLY 
IN THESE 2 WAYS! 


Look for them always! 
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When your Bulova parts come pack- 
aged in either of these two ways, you : 
are assured that each part is genuine ims 


pen a 
RS 


—truly standardized, individually ey 
packaged and factory sealed. In ad- PN 
dition, you get convenience and ease ad 


of handling to make your repair work gS 


easier and faster. And, most impor- 
tant, these parts enable you to do a 
perfect job always—a job that means 
customer good-will for you! 











Order Genuine Bulova Material an 
from your Jobber by Bulova Model 
and Part Number or Description 





Se. 







BULOVA WATCH COMPANY, INC. 


MATERIAL SALES DIVISION 
WOODSIDE NEW YORK 
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_— “ Goldstein- Gerson, master crateapar! of the ringmaker’s art, 
| natlendllly famous for Fishtail Mountings, have added another achievement to. 
their long line of successes . .. ENHANSET Fishtail Mountings which, more than ever before,” 
enhance the beauty of diamond rings. COMPARE . . . SEE THE DIFFERENCE 
FOR YOURSELF! CONTACT YOUR WHOLESALE DISTRIBUTOR. © 


Sold Only Through Authorized Wholesale Distributors 





°" REPRESENTATIVES: 
Arthur Goldstein 







Jules Gerson 
A. B. Grodman 
A. W. (Patty) Cohen 





a 


MANUFACTURING CRAFTSMEN 
OF ENHANSET 
RING MOUNTINGS... 


Cosby UW: 
126 WEST 46th STREET 
NEW YORK 19. N.Y. . win Corsten 
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~ You haven't seen the finest 
fastest-selling NYLON straps until you've: 


seen these exclusively-designed 
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¢ cool * washable ¢ interchangeable 
¢ perspiration-resistant ¢ long-wearing 


all required sizes ¢ full range of colors 
popular priced for rapid turnover 
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Neet’s new two-faced 






pyramid display sells 






more straps— occupies 






less space! Shows 12 







Nylon straps, assorted 






colors. 





One look and you'll quickly recognize the superiority 
and selling appeal of NEET WOVEN NYLON STRAPS— 
exclusively-designed, expertly-made with electronically 
sealed eyelets and edges to prevent fraying. Loops 
: are made of same fine woven nylon as the strap itself. 





Made in one and two-piece styles, as shown. 


NEET NYLONS are just made-to-order to bring you easy 
added summer sales and profits! 


CONSULT YOUR WHOLESALER 


LASKO STRAP COMPANY 
ARISTOCRAT OF 200 Hudson Street New York 13 


WATCH STRAPS CHICAGO: 29 East Madison 
LOS ANGELES: 220 West 5th Street 
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“Box Office’ 


Everyone knows the term. In theater parlance, it 
sums up the glamour, the mysterious attraction that 


brings the public in. 


Jewelry stores need box office, too — splendid 
designs superbly executed, to excite admiration and 


desire, to magnetize the public, to create traffic. 


For example, Omega’s ladies’ watches — each 
magnificently styled, each backed by the world re- 


nowned Omega reputation for accuracy. 


Many of the designs are unique — created by 
leading artists in Geneva, who are in constant touch 
with the great Paris dress designers. Each Omega 
model is fashion news — designed to fit and flatter 


the most up-to-the-minute styles. 


With your second biggest gift month ahead, 





it would be well to examine the “box-office’’ possi- 


WORLD RENOWNED SYMBOL one, ° 
OF ACCURACY bilities of Omega ladies’ watches. 


MEGA 


NORMAN M. MORRIS CORPORATION, 608 FIFTH AVENUE, NEW YORK 20 
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Omega ladies’ watches retail from $60 to $4500, Fed. 
tax incl. These Omega ladies’ watches are featured in the 


Omega National Advertising Campaign this Spring. 





Illustrations are larger than actual size. 
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74 PROFITS 
FOR YOU! 


Customers like to take the line of least resistance 

... they buy a name, a name they know and can trust, 
And what determines a name’s prestige and selling 
power? Three things: Style, quality, and advertising, 















ane” 


In simulated pearls, Elgin American stands unsurpassed 
in style and quality. In advertising, Elgin American 
dominates the field. Powerful, full-page, full-color ads 
in LIFE, LOOK, HARPER’S BAZAAR, and MODERN 
BRIDE will pre-sell your customers . . . will build this 
already great name into a bigger profit-maker for you! 






4/11 
FIRE PEARLS 
(Handmade) 




















Elgin American is the name your customers want to see 
on the simulated pearls you offer . . . the name that has 
gained their confidence through powerful advertising 
and product integrity for a half-century! 


Your customers will see Elgin American 
simulated Pearls in 


Harper’s BAZAAR May Ist issue 
LIFE May 7th issue 
‘LOOK May 22nd issue 


(on sale May 8th) 


MODERN BRIDE Summer issue 


(on sale in April) 


\ : —_ Mi a i? : \ _ 
WW ms ~% oe es CA S H I N : 


stock, display and sell 
2056/CO fast-moving, high-profit 
Elgin American 
simulated pearls 


All Elgin American simulated Pearls packaged in beautiful gift presentation boxes 


ELGIN AMERICAN ELGIN. ILuiNnots 


(In Canada: Toronto, Ontario) . 
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is back. again saith 
something NEW and DIFFERENT 


y6 et te Om pa rtme nt Yk 
IDENTIFICATION 
BRACELETS 


\ 





The secret compartment contains 
specially treated paper which will 
ato) ms olUl gi Os<-Meolcellatel evan (tole ol-lila] 
to write your name, address, etc.; 
for immediate identification. 


heavy STERLING SILVER 
Rhodium Finished 


- Also available in Gold-Filled and Gold. 
A Order through your local jobber or wholesaler. 





AS CREATIONS re ‘ics pees Seed 


pate wy Y HENRY POMMIER, Inc 


le (ayn (ie uf 37 West 47th Street, New York 19, N. Y. 
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A BEAUTIFUL MODERN EMBLEM DISPLAY CASE 


.. . available at terms that completely defray all cost to you. 


® Frame of handsome hand-finished blonde mahogany. 
© Base and slotted shelves of crystal-clear Lucite. 
© Dustproof construction — removable glass front and back. 


“FREE! 








No. 8401 — Tie Chain 
1/20 12K Gold Filled 











No. 5201 — Ti-Glide 
1/20 12K Gold Filled 





Case and all items shown above, are 2 actual size 


TERMS: Purchase through your wholesaler any 24 | & R emblems. 
With his cooperation case will be billed to you at actual cost of 
$9.75. We will drop ship emblems & case, postage paid with 


"FREE: 1 Emblematic Tie Chain...................Retail $6.25 IRGINS ba RUJSSELL C ©), 


+ ne: Seem mame _ EMBLEMS SINCE 1861. . THRU THE WHOLESALER 
9.75 Tot 
$9.79 Total ~~ NEW YORK PROVIDENCE CHICAGO 


Retail sale completely defrays cost of case. 


For those who prefer, the case alone may be purchased at the 
cost price of $9.75 without emblems or free merchandise. 
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BID. WATCH CASE COMPANY. inc 


Serving Watch Manufacturers and Importers Exclusively Since 1910 
General Offices and Factory: 137-11 90th Avenue, Jamaica, L. 1. JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue ® Telephone PL 7-6373 

CHICAGO OFFICE: William Bart, 29 E. Madison Street 

LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bldg. 

EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New York, N. Y. 
meee kN REPRESENTATIVE: Jack Kay, 93 Nassau Street, New York, N. Y. 


the Presto-Pix 
foto-cover watch case with 
Finger Tip release’ 








JUST PRESS IT 
AND IT FLIPS 
OPEN 






































initials can be engraved on cover 


*PATENT PENDING 


Infringement will be dealt with strictly 


The Foto-Cover watch case with 

the FINGER TIP RELEASE is exclusive with J.D. 
... another I|.D. ‘'first’’ that will make 
watch case history! Actuated by a strong 
stainless steel spring, the cover snaps open 
at the touch of the finger tip to reveal the 
photo, protected by crystal-clear plastic. 
Action is positive, automatic, dependable. 
The convenience of this exclusive 

feature adds a powerful extra selling 

point to strong consumer appeal of 

this newest I.D. creation. 
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No. 4566 
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Established 1924 


OF is 0 i) 1 a, te OM TRY a ome ae | 


chuls watches 


iO} Give | oa 01 Gt Oe, RY LOT ERY 


Styled & WUE TeLele aatlace met) ame ltl am fla dela’ 


304 EAST 45th ST, NEW YORK 17.N. Y. 


*Reg. Trade Mark 
§24,530 


Ladies’ 14 kt. Gold Mesh 
Bracelet with concealed 1!7 jewel 
Watch. Oriental Rubies or 
Sapphires and 20 full cut 
Diamonds set in Plati- 
num. 








even more than Sterling vo 
its HEAVY STERLING 


_. ++ silver by reson 


ANSON STERLING IS RHODIUM 
PLATED FOR PERMANENT BEAUTY. 


Prices retail, plus tax. 
—. = : end ~ al or The Sensational 
= ~™ : a, he “STYLE PAGEANT” 
‘om. -'15046-58.50 “~S : | Gabe B5063-86.00 
—"s B5048-87.50 >Y <Ss beled OS H5044-$7.50 
Engine turned “S “= 3 3 
and hand 


. ne engraved 





STYLE PAGEANT 
PICTURES 
APPEAR HERE FOR 
GRADUATION 
AND 
FATHER’S DAY 


















% 


= o> 


%, 


H5056-35.00 al 
B5064-$5.00 
Modeled a \ 
Lucky Ma. ae H5040-$7.50 > 
Horse Shoes CN sd Reverb ait B5039-$7.50 
. = —. Engine turned 
and hand 


engraved 


H5022-$5.00 
B5027-$4.50 


Barleycorn Set “Ident.” 


$5009-$11.50 


H5027-$6.50 
B5032-$6.00 





All merchandise shown here will appear in 
Anson’s dominant, twin facing-page ads for 
Graduation and Father’s Day in CoLLIERKs — 
AMERICAN—HOLIDAY and TRUE magazines. 


“Barleycorn” Set (above) should be: Links { H5027—$6.50 
Slide |) B5032—$6.00 


‘Plaid’? Set (lower box) should be: Links § H5022—$5.00 
Slide ) B5027—$4.50 






BE SURE IT’S FROM THE STERLING HOUSE OF 


A COMPLETE LINE OF MEN’S JEWELRY 
AND LEATHER ACCESSORIES WITH IDEAS 


©Anson Incorporated, Providence, R.I. Anson Canada Ltd., Toronto, Ont. 


SOLD ONLY THRU ANSON WHOLESALE DISTRIBUTORS 
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UNIVERSAL 


GENEVE 





certain 
few 
particularly 
fascinating 
and 
exclusive 
timepieces 
like these 
will 
definitely 
add 
distinction 
to your 


entire 

watch 
collection 
and increase 
profits 


Your money's worth in a fine watch 





€ Fv-COMPAX 


One of the most versatile watches 
in the world for accurate time- 
keeping and precise timing . . . 
gives second, minute, hour, day, 
date, month and moon phases. A 
1/5 second stop-watch with 30 
minute register, 12 hour recorder 
and a tachometer scale. 17 jewels. 
In 14 Kt. gold $225; in stainless 
steel. $150 FTI 












© ¢ALalao-comPax 


It is am accurate 17-jewel time- 
keeper which features a pulsometer 
that automatically computes 
patient’s pulse rate; and a 1/5 sec- 
ond stop-watch with 45 minute 
recorder for precise laboratory tim- 
ing. In 14 Kt. gold $140; in 
stainless steel. $90 FTI 


8 Ie OT a LE TE 


~ €MONODATE 


Gives accurate time and date at a 
glance. Luminous dial, sweep sec- 
ond hand. 17 jewels. 14 Kt. gold 
top, exceptionally strong stainless 
steel case. Shock and water-re- 
Sistant, impervious to the most 
extreme climatic changes. | 
$110 FTI 


nina 


€& C0-COMPAX 


A fine timepiece that, in addition, 
is invaluable in determining ground 
speed, time between check points 
and for precision instrument fly- 
ing. 1/5 second stop-watch with 
12 hour recording and “time out” 
feature, also tachometer scale and 
special hand set ETA dial. 17 
jewels. In water-resistant stainless 
steel case. $90 FTI 


¢ Hin-COMPAX 


An accurate watch with specific 
features for film and television 
script writers and producers in 
timing moving picture film, and : 
for photographers in precise color : 
and development work. 35 mm 
and 16 mm scale. 1/5 second stop- 
watch permitting intermission 
stops. 30 minute footage recorder 
dial, 12 hour recorder dial. 17 
jewels. In stainless steel. 

$110 FTI 





Write for 
dealer information 


The Henri Stern Watch Agency, Inc. 
587 Fifth Avenue, New York 17, N.Y. 


© H.S.W.A. 1951 
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& Sterling Plaque 
Sterling Top Shell 


%*® Handsome Rhodium Finish 


_ tion Bracelets — so cash in on it with Everfine’s famous preci- 


appealing packaging. “There’s profit in the Everfine line.” 


FICE 


=) EASY ON! EASY OFF! 


- EASY 70 SELL! 
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* Stainless Steel Back 


The demand for identification bracelets is zooming _ 
— both by civilians and those in military service. This 3. 
time the demand centers around EXPANSION: identifica-  % 


sion craftsmanship, custom-designed end attachments and eye- __ 









Sold Only Through Your Wholesaler 
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JEWELRY MFG. CO. 








157 ORANGE STREET +> PROVIDENCE 3, RHODE ISLAND 
OA 
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‘Wyler 


incafle x 


AUTOMATIC 
* 


A quarter-century of pioneering... 
of experiment and experience... 
has resulted in the 

new 1951 Wyler Dynawind. 
Combining the exclusive 

Incaflex balance wheel and 
Dynawind construction to 

bring you the perfect 
self-winding watch. 

Presented in the 

industry's widest 

selection of models — 
weatherproof and 

dress, for men 

and women. 
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Only self-winding watch with the flexible balance wheel 


WYLER WATCH AGENCY, INC. + 630 FIFTH AVENUE +» NEW YORK 20, N. Y. 
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THE LINE OF LEAST 
SALES RESISTANCE 


Aggressive retailers know that they can win and keep new 
customers with Johnson's profit line. Yes, the line of least 
resistance begins with J. W. Johnson—famous for over 80 
years for dependable service to America's leading jewelers. 
Now is the time to check us for the fastest-selling items. You 
can't resist these money-makers! 


FLATWARE 


1847 Rogers Bros. 
Community Plate 
Wm. Rogers & Son 
Tudor Plate Flatware 
Silco Stainless 
Diamondware 


Here’s Your Check List Oneida Craft 


‘ . Stainless 
of Johnson Profit Winners Alvin Sterling 
Rogers Sterling 
Manchester Sterling 
Oneida Sterling 
Carvel Hall Cutlery 


HOLLOWWARE 


1847 Rogers Bros. 
Community Plate 
Rogers 

Tudor Plate 

Poole 


JEWELRY 


American Beauty 


Deltah 
Anson 
Leo Glass 
s 5 Marcasite Jewelry 
. LIGHTERS 


Ronson 


A.S.R. 
CLOCKS Zippo 
Seth Thomas WATCH 
Telechron ATTACHMENTS 
Westclox Jacoby Bender 
New Haven ~ 
_Semca—Phinney 


“Walker Clocks APPLIANCES 


Semca Watches Knapp Monarch 


Revere Manning Bowman 
 Herschede Crown Broilers 


All merchandise listed here is illus- 
trated in our big, new 1951 catalogue. 
Send for your copy foday. 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
MLGE PTE 


Fr sow 
inte 
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LATHIN WATCH COMPANY 


580 FIFTH AVENUE - NEW YORK 19, N.Y. 


| CATALOGUE SENT UPON REQUEST } 


FOR APRD. 1951 





...now it’s karat gold on sterling 


Today, instead of critical mate- 
rials, sterling silver is the base for 
Gold Filled. True, it adds some- 
what to the cost . . . but it also 
adds to the value. It gives you 
the opportunity to sell items 


made of all precious metals. 


Yes, the base is different... 
but Gold Filled is still made the 
“Old Shefheld” way ... with a 
substantial layer of karat gold 
permanently fused to the sterling 
base and then rolled under tons 


of pressure. 


RESEARCH DIVISION OF 


Its beauty is the same as ever. 
It has the same long-wearing 
surfaces of dense, durable karat 
gold. And it’s still popularly 
priced for the mass consumer 
market that represents profitable 


volume in sales. 


Gold Filled and Rolled Gold Plate Mfrs. 


PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Commercial Standard 
CS 47-34 as issued by the United States Department of Commerce and 


approved by the American Standards Association 
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‘Winots Watch Case Co. Est. ‘1888. Mokers of world: famous 
Ebyin A merican . compacts, cigarette cases, lighters, dresser sets 





























Styled for Priced for Primed for oo = . ale 
All Time Certain Profit — All-out Promotion — A — £ —- 





2 &A... THE WATCH IN YOUR FUTURE 


% 
—- 


WATCH THESE PAGES FOR THE STORY OF THE NEW Cetden 








ACCURATE TO THE SPLIT... seconp 


MINUTE 


HOUR 


A chronograph by BOVET, ye , 


designed for business 4 ca | 
and professional use... Pa on ie 4 : 2 >, ~ : , MON TH 


wherever precision accuracy 


br “4 
we , 
“he 


Ye 


~MOONPHASE 


+ 
A 


a 


is essential. 
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b Kote] eto] [-1- old -M-\ol> Ana o) ce}ibrole)(-Muaal-1e 
you show your customers BOVET chron- 
Yel co] ols el slee -\Oh Aad Mel Uh rolslotileolilom tie) om 
watches. You get a display easel of this 
ad, in color, free with every purchase, 
to draw customers into your store. 


Write today for prices. 


BOVET WATCH CORPORATION 17 WEST 57th ST. NEW YORK 19,N. Y. 
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WER 1OO0-Swiss WATCH FACTORIES 


SE THE TIME-O-GRAF EXCLUSIVELY 
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DON'T BE DECEIVED 


INVESTIGATE 
BEFORE YOU INVEST 


A TRIAL COSTS YOU NOTHING 


ONLY the PAULSON IIME-O-GRAF 





INVITES COMPARISON 


the Paulson Time-O-Graf has continuous tape for com- 
plete diagnosis of the watch. 


the Paulson Time-O-Graf uses quartz crystal for time 
comparison, assuring dependable accuracy. 


on the Paulson Time-O-Graf can you regulate your watch 
as you watch the tape. 


on the Paulson Time-O-Graf can you check the full length Ng), 
of the mainspring with an uninterrupted record. rai, 


HENRY PAULSON & CO. 


131 S. WABASH AVE. CHICAGO 3, ILLINOIS (ix 


Only 
Only 
Only 


Only 
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HENRY PAULSON & CO. 
131 South Wabash Ave., Chicago 3, Illinois 


[] Send Paulson Time-O-Graf on no-risk trial. 


1 Send Paulson Time-O-Graf at $550.00 less 2% 
for cash. 


[| Send contract, $100.00 down and balance 
$28.00 per month for 18 months. 






























































Yes, HELVETIA watches, world famous since 1895, are again offered to the jewelers of 
America. This event is timely, and of exceptional importance—for now this outstanding 
line of world renowned watches is priced to sell profitably, and still undersell watches of 
non-comparable quality! 

The new 17 jewel, stainless steel back, extra-thin HELVETIA waterproof is manufactured 
under one roof in the HELVETIA factory in Switzerland. Both materials and workmanship 
are only of first quality—and therefore, we can make this unequivocal statement: “There 
is no standard 17 jewel waterproof of comparable quality that is sold for so low a price 
as the HELVETIA.” 


Write or wire today for a sample watch and then compare and see for yourself 
how true the above statement is! 

The HELVETIA waterproof with sweep second hand, radium dial, anti-magnetic and 
INCABLOC protected is handsomely boxed and carries a one year guarantee. The 
HELVETIA line of waterproof watches for men and women is now being shown for 
immediate delivery. 


































































































SOLE DISTRIBUTOR OF SMELWETIA WATCHES 


DURHONE IMPORTING COMPANY, INC. 
33 WEST 461 STREET, NEW YORK 19 © LUxempure 2-2577 : 
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The great Robert Q. Lewis, of television fame 
is promoting to millions the A*S*R ASCOT name. 
He brings top entertainment, and the lighter that never fails 
Creating for Jewelers, Thousands of sales. 
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ASR Ascot “Heritage” Set: Lighter with 


exclusive Ascot “Year L-o-n-g” Flint, Ciga- A°S°R | A°S*R Ascot "Pagoda” Set: Oriental 
rete Server with ebony handlés, and em- ASCOT : motif. Lighter, four golden ash Trays, com- 
bossed Tray. Rhodium, copper, or brass “Classic pact utility ebony Stand. Gold finished 
“finish. No Fed. Tax. Retail =. $27.50 : Lighter” Lighter, lucite body in ebony, orient red 
: Heritage Lighter: Rhodium, copper or brass Perennial favorite. In or jade green. No Fed. Tax. Retail $17.50 


| finish. Beautifully gift packaged. No Fed Tax. Grecian design, Rhodi- | ’’*Pagoda” Lighter: Details as above. 
— i rtts—ias—<—tiOC $13.95 ym finish. No Fed Tax. | Striking black and gold gift boxed. No 
oo ) | Fed. Tox. Retell « . . ss. 













AN A°’S-R ASCOT 
EXCLUSIVE 


| Yjed bof 


LIGHTER 






With AeS°R’s exclu- 

sive “Year L-o-n-g” 

Flint. Built-in chim- 

ney. Ribbed design. 

Rugged. Smart. a 
“‘Light-switch”’ ac- 

tion. Extra fuel ca- 

pacity, for extra — — 

long serv i ce be- finich Wak leen Padded Brown Alli- 

tween re-fills. No ia lide p: tt ern. gator softly set into 

Fed. Tax. Retail Large fuel capacity. _the handsome lighter. 
el $7 95 No Tax. Retail hed "9 
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for PROFIT 

Design and quality of these beautiful plastic ring | ll retin 8 
and watch boxes ‘will enhance the beauty of the . egy allaeaaa es 
products displayed in them. Appealing enough 

to attract the most critical eye. These boxes are 

molded of a high gloss plastic in vivid pastel 

colors as well as all transparent, fitted with 


beautiful colors of velvets. 





Write for catalogue and information on addi- 


tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 
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superior construction 


Solid Rivets 


Stainless 
Steel 
Spring 


M. F. G. 
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We are much more interested in how well we can make 
ADMIRAL watch bracelets than in how many we can turn out. 
We will never sacrifice quality for quantity. We'd rather 

lose sales than lower the ADMIRAL standard of construction. 
Whatever the future may hold in store, you may be sure 

of this one fact: Every watch bracelet we produce 

will be worthy to bear the proud name of ADMIRAL. We will 


never compromise with quality. 


LINE OF WATCH BRACELETS 


no better construction at any price 


Ask your Wholesaler or Jobber 


WATCH BAND COMPANY, INC. 
98 CANAL STREET, NEW YORK CITY 


Mid-Western Representative: Irving Seltz, 29 E. Madison St., Chicago, Ill. 
Eastern Representative: George Barr, 98 Canal St., New York City 
Southern Representative: Lew Armer, 104 Poplar St., Atlanta, Ga. 


NATIONALLY ADVERTISED ON RADIO AND TELEVISION 























Anives With 
Butler’s Tray 


52-Piece Service Features 
‘That Sterling-Feel” 


Heavy, luxurious hollow-handle knives with 
superbly finished forged blades— that’s the 
exciting new feature of the 1951 Diamondware' 
Combine this breathtaking new beauty with 
Diamondware's graceful Ray mond Loewy pat- 
terns. Pack a lavish 52-piece service in Dia- 
mondware’s handsome and exclusive Butler's 
Tray—and you have an item that will be this 
Spring’s top choice among wedding gifts. 


Everyone Wants Diamonduare! 


Women who've always wanted a lovely set of 
silver but can’t afford sterling— buy Diamond- 
ware. Women who have sterling but want a 
second set of attractive tableware—buy Dia- 
mondware. 


get D 
—-z 
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In a New Service for 8 with New Hollow Handle Knives! 




























Lovely as Sterling Silver, 

Yet Never Needs Polishing! 
Diamondware sells on sight! It’s beautifully 
designed, gracefully shaped, perfectly bal- 
anced—just like sterling! But Diamondware 
never needs polishing! Tt costs far less than 
fine silverplate, too, yet Diamondware’s 
shining finish never wears off! Every service 
comes complete with 100-year guarantee bond. 


Diamonduare Offers You 

An Amazing Profit Opportunity! 
Diamondware carries a longer-than-usual 
mark-up! Diamondware turns over fast! The 
entire 1950 Diamondware output sold out in 
3 months. Some stores sold out in one day! 
Stands to reason 1951’s lovelier-than-ever Dia- 
mondware is sure to be even faster-selling 
even more profitable! 


lamMmondware ... Aix 


A product of Diamond Silversmiths, Ltd. 
A division of Ekeco Products Company, 1949 North Cicero Avenue, Chicago 39, Illinois 
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MEN OF ACTION DEMAND 


Dou Juan 


The Resilient Stainless Steel 
Clasp-on Watch Band for Men 

























Des. Pot. 
143816 








No. 2—With beautifully embossed 


Stainless Steel $4.95 


Adjustable Clips retail 


No. 3—With Distinctive 

1/20 12 Kt. gold $9.50 
filled clips to retail 
match gold watches =~ "™ '** 


No. 1—Stainless Steel $3.95 No. 4—The CLASSIC $75.00 
Adjustable Plain Clips retail 10 Kt. All Gold retail 


plus excise tax 





Priced to jewelers to assure adequate profit 
fe 


On and off Men who have worn this type of watch band 
én an Tnstant! in war and peace want DON JUAN now. This wrist 


watch band insures flexibility — new unbreakable 
Stainless Steel Clips secure watch safely — comfortable to wear. 


The Glamour Child of the Steel Family, Resilient Stainless Steel 


Order now — Small 6%4"" — Medium 6%” — Large 7” 
%’’ Lug width or 11/16” Lug width 





The nation-wide call for 
a snap-on type band is 
answered by Dou Juan 


Dou Yuan WATCH BANDS 29 E. MADISON STREET * CHICAGO 2, ILLINOIS 


Sold exclusively through the wholesale trade « If your wholesaler cannot supply you, write direct. 


immediate delivery 
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wat herever 


women meet they 
talk about 


LEDO ZZ 
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...FOr Distinctive Design Beauty 


...For Outstanding Fashion Appeal 


When you display Fashion Academy Award Ledo “Gemstones*”, you'll have 
just One more guarantee . . . that the costume jewelry you feature possesses 
the most exquisite styling, the most magnificent workmanship possible. The 
Fashion Academy Award tag on Ledo “Gemstones*” assures you of real 
consumer acceptance. 


The “Gemstone*” line is designed to fit your needs .. . stylewise . . . and 
pricewise! Visit our New York showrooms...or drop us a line and our 
represenative will call. 


ledo’s Fashion Academy Award “Gemstones*” will reach consumers 
... through the pages of VOGUE, HARPER’S BAZAAR, 
GLAMOUR, MADEMOISELLE, N. Y. TIMES 
MAGAZINE SECTION. Mats, plaques, 


counter cards and displays available. 


366 FIFT H AVEN U E All “Gemstone’*” jewelry will 
NEW YORK 1 N Y feature the Fashion Academy Tag. 
) ° ° 


*Pat. Pending 
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Only PICIHC 

| Silver Cloth 
positively 
prevents tarnis 

















~~ 


Mahogany chest, 
brass trim, #423-1, 
by Gorham Manu- 
facturing Co. 
Lined with Pacific 
Silver Cloth 


SPECIFIED BY 
LEADING SILVERSMITHS 


Silver wraps for drawer 
linings come in 2 sizes: 
18” x 31” and 36” x 31” 





Self-service display for silver 
wraps makes extra sales 
















Pacific Silver Cloth chest linings, rolls and bags 
give you an added selling feature for precious 
sterling, trade up fine silverplate. This amazing 
cloth keeps all silverware bright, ready to use 
without polishing. A special silver compound in 
Pacific Silver Cloth filters tarnish out of the air! 


Only Pacific Silver Cloth gives this complete 
and lasting protection from tarnish. Its rich 
mahogany color flatters silver, doesn’t show 
dust. The Pacific Silver Cloth label on every 
item is your customer's assurance she is getting 
the best silver protection money can buy. Ask 
your wholesaler for it. Nationally advertised in 
leading magazines. 











PACIFIC MILLS, Dept. RR-4, 
1407 Broadway, New York 18, N. Y. 


Gentlemen: I am interested in wraps ae 
holloware bags____., place-setting rolls , packets___ 
made with Pacific Silver Cloth. Send me names of sources 
of supply and descriptive literature. 





COMPARE THESE SPOONS FOR TARNISH! 





Unretouched photos* by U. S. Testing Co., Inc. 
Spoon “A” wrapped in ordinary “anti-tarnish” cloth accumulated heavy 
tamish during test. Spoon “B”, protected by Pacific Silver Cloth, 











retained its original sparkle and luster under the same conditions. Name 
. = 
Test #18035, March 23, 1950 Position Dept 
Store 





Street Address 





Its PACIHC Silver Cloth 


MADE BY PACIFIC MILLS... 
Weavers of fine Cottons, Rayons, Worsteds and Woolens 


FOR APRIL, 1951 93 









































CHAS ny 
BRIDE 
‘Nc ~~ 


| 4 4 = 
4 





Fire destroyed 





Old plant gone! New plant already 


Our recent fire was certainly a staggering blow but we’re not out of busi- 
ness, and from the ruins we will build an even better and more efficient 
plant and organization to take care of your increasing Carvel Hall require- 
ments. Meanwhile, we trust your Carvel Hall Cutlery customers will bear 
with you, and that we will continue to have your support. 


our plant 








started! 


but we're still in business 


N the early hours of Saturday morn- 

ing, March 3, fire fed by exploding 
drums of chemicals and oil swept 
through our 45,000-square-foot cutlery 
plant, and almost completely de- 
stroyed it within eighty minutes. 

Nothing was saved, not even a single 
steak knife. 

Our office, plating department, ice 
tool factory and two of our warehouses 
containing packaging materials and 
supplies were not harmed. 


Expect to Resume Production April 15 


We’re still in business. 

Some of our dies, grinding and heat- 
treating machines were put back into 
working shape very quickly. 

Additional grinding and _ polishing 
machinery was rushed to us and is in 
operation. 

Thanks to our suppliers, materials 
and parts to replace those destroyed 
are flowing in. 

Installations were made in tempo- 
rary buildings in town to-get the new 
machinery in operation. 
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WE EXPECT TO RESUME LIMITED 
PRODUCTION OF CARVEL HALL 
CUTLERY BY APRIL 15 AND 

TO BE IN FULL PRODUCTION 
SOON THEREAFTER 


Will Resume Shipping in 45 Days Or- 
ders we have on hand scheduled for 
March shipment should start moving 
out in approximately 45 days. Orders 
with delivery promises for April and 
May will bear the same slight delay. 


New orders you send us will be 
scheduled for shipment as soon after 


‘July 1 as is humanly possible. 


Distributors Have Sizable 
Carvel Hall Stock 


In January and February of 1951 we 
produced and shipped as much Carvel 
Hall Cutlery to our distributors as we 
did in the first five months of 1950. 


These inventories throughout the 
country should partially take care of 
your requirements during this produc- 
tion delay. 


Modern Plant Being Planned 


Already we are studying preliminary 
sketches of a new modern brick and 
steel one-story cutlery plant. 


Construction will begin as soon as 
possible and every effort will be made 
to get the new plant in operation before 
the end of 1951. 


Charles D. Briddell, Inc. 


Crisfield, Maryland 
CHARLES D. BRIDDELL, President 
THOMAS H. BRIDDELL, Vice President 
WILLIS H. BRIDDELL, Treasurer 
EVELYN BRIDDELL ANDREWS, Secretary 


FINE CUTLERY 
by Briddell 
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““Oh, it’s Beautiful... 


what metal is this?”’ 


CUSTOMER: Palladium? I’ve been hearing about 


that. Tell me more about palladium. 


JEWELER: Palladium belongs to the platinum group 
of precious metals. There are six of them... platinum, 


palladium, rhodium, ruthenium, iridium, and osmium. 


CUSTOMER: It certainly makes a lovely ring. And 


the diamond has such a brilliant sparkle, too. 


JEWELER: Diamonds always show up well in palla- 
dium; it’s a white metal, and that’s the very best back- 


ground for diamonds. Palladium is also a strong metal, 


JEWELERS! Be sure to send for your free copies of 
give-away booklets and attractive counter cards fea- 
turing palladium jewelry. 


“Why, that’s Palladium 


»» newest and one 
‘of the rarest 

of the precious 
jewelry metals.’ 


r 


and that means extra safety in protecting the stone. 
In fact, palladium has long been used as the actual 
setting for stones in jewelry made of other metals — 


for those very reasons. 


CUSTOMER: Weil, | sure am glad to learn all this. 
Palladium makes a beautiful ring. Is it being used for 


other jewelry also? 


JEWELER: Indeed, yes. Designers are using it for 
all kinds of jewelry; we'll be having more and more 
of it because people are learning more about it, and 


they like it. 


PALLADIUM 


NEWEST OF THE PRECIOUS JEWELRY METALS 











PLATINUM METALS DIVISION +« THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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DIAMOND DIGEST 


_ THE STORY OF DIAMONDS 
(Part Two) 


An experienced merchant looking ata 
diamond that was cut 50 years ago 
might think it was an "old miner." 
Frequently, it was too thick or too 
thin. Often it was not entirely 
round, and its facets were seldom 
symmetrical. 


As the years passed and diamond mer- 
chants became more discriminating, | 
there was a vast improvement in dia- 
mond cutting. True, scientific and 
modern mechanical methods were a con- 
tributing cause. But the greatest 
Stimulus was provided by the demands 
of enlightened jewelers. Cutters, 
therefore, competed with one another | 
to produce a better-made stone. 


By 1930, great strides had been 
made. Many believed that the stones 
produced were the ultimate in beauty. 
Yet when one compares the finest cut 
diamonds of that period with those cut 
today, still further improvement is 
evident. 


For example, emerald—cuts of twenty 
) years ago were generally thicker and 
"clumsier" than present stones, which 
offer greater spread combined with 
attractive brilliance. Today the 
manufacture of diamonds has become an 
exact science, and both round and 
emerald—cuts are usually polished with 
mathematical precision. The careful 
artisan shapes his stone well; he 
knows exactly what angles to use for 
the top and bottom to achieve proper 
refraction. 


Not all manufacturers cut their 
diamonds with such precision. Even 
those whose polishers turn out pre- 
dominantly well-made stones occasion— : 
ally find some so unusually shaped by 
nature that to proportion them normal— 
ly would be wasteful. 


The merchant who buys his diamonds 
from Arnstein Bros. & Co. can always 
be certain that any stones not meeting 
a strict measure of make are placed in 
a 2nd or Srd grade at correspondingly 
lower prices. This close assortment 
for make results in a more consis-— 
tently uniform brilliance. Jewelers 
know too that regardless of make, 
color, or quality, Arnstein diamonds 
are always sold at the lowest possible 
market price. 


DIAMOND CUTTERS AND IMPORTERS 

























































































608 FIFTH AVENUE NEW YORK 20, N. Y. 
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——— The practical nature of 
today’s “average bride” has been 
revealed in the results of a study con- 
ducted by the magazine Modern 
Bride. The report claims there are 
five major characteristics common to 
the nearly two million altar-going 
damsels : 

l. Her engagement lasts three to 
four months. When she weds, she is 
between 21 and 23 years old. 

2. She favors the double-ring cere- 
mony. 

3. She spends $1750 over a three- 
year period to set up house. 

4. Her selection of household needs 
emphasizes quality, price, assortment, 
and style, in that order. 

5. She loves charge and budget 


accounts, usually maintains three. 


> © 


he easy to get the correct time 

these days with public clocks scat- 
tered everywhere, but time has not 
always been so accessible. In the old 
days in Milwaukee, it used to be a 
very difficult job until one forward 
looking landlord, the proprietor of 
the Cottage Inn, came to the rescue. 
At breakfast, lunch, and dinner time, 
he climbed the roof of his inn and 
beat loudly on an iron triangle. His 
neighbors used to set their watches 
and clocks by the noise. In fact, be- 
cause of this service, the inn became 
known as the Triangle House. 

The first public clock in Milwau- 
kee was made by Abner Kirby, who 
eventually became mayor of the city. 
On the roof of his jewelry store. 
Kirby erected a dial 3 feet in diam- 
eter and, in order to provide accurate 
time for Milwaukee citizens, he used 
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to go out on Lake Michigan in a row- 
boat where he determined the hour 
by his quadrant. After setting his 
watch by the sun, he adjusted the 
public clock accordingly. He de- 
served his mayoralty for this service! 
Later, a U. S. engineer taught the 
mayor how to make an artificial hori- 
zon with a plate of molasses, so he 
wouldn’t have to take a rowboat trip. 


© © 
“SHOPPER” doing research in 


connection with a clock com- 
pany’s retail sales training program. 
went into a jewelry store and asked to 
see some watches. The clerk showed 
him two timepieces, both of which 





SOMETHING TO THINK ABOUT 


If you could take a peek into 

the silverware treasures of 1,868 

housewives in your community, 

count the pieces, note the 

brands, and know everything 

- about her buying habits, what 

would you be able to do with 

that knowledge? You would be 
able to sell more silverware. 


Unfortunately, JC-K cannot 
have a survey made in every 
community, but we did have one 
made in Cleveland, which is as 
good a cross-section of an Amer- 
ican community as can be found. 
From the results of this survey, 
you will be able to judge as 
nearly as possible just what 
items on which to concentrate 
your sales efforts, what the 
American housewife prefers, and 
a good many other important 
statistics that will help you sell 
more silverware. 


You'll find the first of a series 
of articles on “Mrs. America’s 
Silverware—1950” on page 192 
of this issue. 
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were offered on a weekly payment 
basis. One was $35 and the other 
$65. “Why,” asked the shopper, “does 
this watch cost more than the other?” 

“It doesn’t really cost any more,” 
the clerk replied. “You just pay for 
the $65 watch a little longer.” 

(If you think this answer is silly, 
you should hear some of responses 
that the Elgin National Watch Com- 
pany got when they were initiating 
their retail sales training programs. ) 


o © 


LWAYS wondered what retired 
admirals did when they got out 

of the Navy. Well, here’s news of one 
who is studying jewelry store man- 
agement at Bradley University in 
Peoria, Ill. Rear Admiral Forest A. 
Rhodes retired from the Navy in 
1950 after 34 years of service. The 
93-year-old admiral enrolled this past 
semester for a four-year course under 


the G. I. Bill of Rights. 


o © 


pPmwent Harry S. Truman is so 

concerned with time and punctu- 
ality that he has seven clocks in his 
office, plus a wrist watch, according 
to an article in the March 3rd issue 
of the Saturday Evening Post. 

The article, “How Harry Truman 
Does His Job,” reveals that the Presi- 
dent also has six desk calendars. Four 
of his clocks are on the desk at which 
he works and three hang on the walls. 

To show that the President makes 
use of these clocks, The Post reports 
that he keeps appointments almost to 
the split second. One of his daily 
routines is a staff meeting at 10 
o’clock. “Shortly before 10 o’clock,” 
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Here's how to sell it! 


Let women hear about the set on your local radio 
station, from enthusiastic salespeople as they ve heard 
about it so often on ‘Stop The Music” and ‘‘Queen 
For A Day”! Let women see the set on your counter, 








in your window, in newspaper ads as they’ve seen it 
so often in national ads! 


1047 ROGERS BROS. 


America’s Finest Silverplate 
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; the article, “Mr. Truman’s assis- 


say 
no congregate in the office next 
door to the President’s which is oc- 


cupied by Matthew J. Connelly, his 
appointments secretary. Virtually on 
the second that most of his seven 
clocks and wrist watch point to ten 
,. m., Mr. Truman opens the door to 
Connelly’s room and waves his staff 
‘nto the presidential office.” 

Just before we went to press, we 
read that the President jumped into 
the water with his watch on while on 
his Florida vacation recently. As 
soon as he discovered it on his wrist, 
he came out of the water and gave it 
to an aide. 

Mr. Truman’s watch is no ordinary 
thing, according to the New York 
Times reporter, so there was much 
more for the salt water to attack. 
For instance, the President can set 
the watch for a particular time and 
it will buzz when that moment arrives. 
Abe Kerben, watchmaker of the Naval 
Station at Key West, has had to re- 
pair the President’s watches before. 
He says they are all gadget watches 
with moon phases, calendars, stop 
timers, and the like. This alarm 
watch was a new one for Kerben, but 
he took it apart, cleaned out the brine, 
oiled the parts, then reassembled 
them so the watch again ticked and 
buzzed merrily on the Presidential 
wrist. 

This experience suggests that Mr. 








Truman should have still another 
watch —a_ water-resistant type for 
vacations. It’s a pretty general cus- 
tom today, for men to have two 
watches—one for sport and another 
for dress. 


> © 
tn MACK, popular Master of 


Ceremonies on TV’s Original 
Amateur Hour, exploded a TV bomb- 
shell on his network program, Tues- 
day, March 6, when he inadvertently 
used another brand name to describe 
a Hamilton watch that had been pre- 
sented to him. 

According to the show’s custom 
of saluting a city each week, Mack 
showered Lancaster, Pa., with glow- 
ing words of praise. A photograph 
of Hamilton’s factory appeared on 
the screen while Ted pointed out the 
company’s new research and engi- 
neering building as a source of vital 
defense experimentation in the field 
of precision timing instruments. Lan- 
caster, in return, showered Ted with 
appreciative gifts which included a 
14K gold Hamilton Piping Rock 
model watch. 

After accepting the Hamilton, Ted 
mentioned that several members of 
his family had been associated with 
the railroad and that he was aware 
of the accuracy and dependability of 
the “WALTHAM?” watch he had just 


received. 
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Say, | want to compliment you—that little charm you sold me really worked! 
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The hundreds of phone calls that 
immediately jammed the program’s 
switchboard stopped the flow of votes 
for contestants. Before the program 
was off the air, 400 viewers had called 
to correct Mack’s error in spite of 
the fact that he made several correc- 
tions intermittently during the re- 
mainder of the show. 

Letters flowed into Hamilton’s of- 
fices several weeks after the show 
expressing sympathy for both Ham- 
ilton and Mack, but assuring Hamil- 
ton that it got talked about much 
more than would have happened had 
no mistake been made. 


© © 
| pe and bicycles have been famed 


for a long time in Copenhagen, 
but now, Denmark’s capital is going 
to be renowned for the world’s most 
accurate tower clock. 

The new clock, the life work of 
Jens Olsen who died before it was 
completed, weighs four tons, has 
more than 110,000 parts, and will 
gain only four-tenths of a second in 
three centuries. When it is installed 
in the city’s Town Hall, the clock 
will have 12 main sections. The main 
dial in the center will show the time 
on a normal 12-hour face as under- 
stood by the man on the street, but, 
in addition, it will also show sidereal 
time—the time as measured by the 
stars. A day and night measured in 
sidereal time is slightly shorter than 
the man-made 24-hour day. 

Another dial gives the hour in 
solar time—the time as measured by 
the sun. The three different times are 
slightly different from each other and 
the differences, although unimportant 
in normal usage, are vitally important 
to navigators plotting their positions 
by observations on the position of the 
sun or the stars. 

The Olsen clock also shows the 
time of sunset and sunrise each day; 
the date of the month, the name of 
the day, the name of the month, and 
the year. The mechanism also takes 
leap years into account. The fastest 
rotating wheel takes ten seconds to 
complete one revolution and the slow- 
esi takes 26,000 years. 

Furthermore, the clock shows: the 
positions of the main stars (this 
mechanism has to be adjusted every 
3000 years to take accumulating 
minor corrections into account) ; the 
relative positions of the sun, earth, 
and moon, and eclipses of the sun. 
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Summer Fashion Forecasi 


The right jewel and the flair for placing it are 
‘musts’ for this summer’s fashions which keynote 


individuality and completeness for added chic. 





WINIFRED PARKER 


is past weeks have been busy with the 
excitement of Paris Openings and New York Summer 
Openings, and the whole fashion world is humming with 
news of new clothes! While there is no radical change in 
the over-all fashion story to report there seem to be as 
many interpretations of basic style as there are talented 
designers. 

Evening gowns are shown in long and short lengths, 
hats are either large or small so long as they’re worn flat 
and projected forward on the head, necklines are high 
and necklines are low, coats are either full or fitted, and 
silhouettes range from slender sheaths to widely flaring 
pyramids. Fashion runs a scope from quaintly sweet 
costumes to ultra-modern designs or shows exotic influ- 
ences from foreign lands. 

All of this is in favor of the jewelry industry, for 
individuality has free sway and that is where jewelry is 
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Above: Dramatic Chinese en- 
semble includes gold-splashed 
print jacket enhanced with 
jade jewelry. Right: After- 
noon frock and matching cloth 
muff sparkle with colorful 
butterfly pins for chic touch. 
Far right: Print lined jacket 
with matching dress creates a 
pretty ensemble and is deco- 
rated with pins of Oriental mo- 
tif, fantasy tree of gold with 
delicate pearl tipped branches. 
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by WINIF RED PARKER 
(Illustrations: Dorothy Burke) 


called upon by every woman to express more finely her 
‘ndividuality and personality. 

Yet there are important points of continuity that stand 
out amid this welter of fashion choice and many interest- 
ing details that will stimulate the sale of jewelry. Every 
collection stresses the soft look of femininity and em- 
phasizes graceful, easy motion. And every collection 
stresses the importance of complete ensembles which give 
every outfit a chic air of studied grooming. 

The right jewel and the flair for placing it are necessary 
' for each completely finished ensemble and the wide 
fashion choice of the moment should provide an oppor- 
tunity to sell many different types of jewelry for different 
costumes. 

An amusing illustration on the importance of ensem- 
bles was cleverly made at a recent weekly style show in 
the Hotel Pierre when thoroughbred dogs haughtily 
paraded the runway wearing coats designed to match 
the costumes of the models they accompanied. (“I’ve 
never seen a purple dog—I hope I never see one!” In 
Paris they actually had a purple-dyed dog to match an 
ensemble). The little coats at the Pierre, however, were 
very dashing, and the dogs so pleased with all the atten- 
: tion, they took time out to lap fondly the faces of people 
- seated vulnerably close to them! Each dog also wore a 
silver bracelet on his right foreleg, a style they said was 
popular twenty years ago and which is being revived. 
[ don’t think you'll sell many, but it may be a point for 
conversation. 





“MOTHER AND DAUGHTER" STYLES IN CLOTHES 
AND JEWELRY 


Mother and Daughter ensembles were a feature of the 
Alwynn spring showing in Paris and cunning pocket-size 
editions of grown-up clothes were copied in everything 
from playwear to party frocks. There were pretty little 
guimpe dresses with organdy blouses, linen sun dresses. 


(Please turn to page 138) 
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FASHION BRIEFS 


Ensembles still dominate fashion picture 

Colorful prints grow in importance 

“Mother and Daughter” styles introduced in jewelry 
Chinese influence felt in Paris and American styles 
Jade jewels forward Oriental feeling 


Colored jewels combine with diamonds in top-flight jewelry 
creations. 
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Above: Chiffon gown light as 
mist wears blazing clip—a 
jewel color brilliance flashed 
with diamonds. Left: “Mother 
and Daughter" styles feature 
matching clothes, rings and 
barrettes, a smart combination. 

















































Another Jewelers’ Circular-Keystone Merchandising Service 


~ Mrs. America’s 


This Jewelers’ Circular-Keystone survey was conducted 


by the Business Administration School 
of FENN COLLEGE, Cleveland, Ohio. 


Based on personal interviews with representative families, 


See the story in the news section in this issue 
that explains the painstaking care with which 
this survey was conducted. Every effort has been 
made to be sure the findings would represent Mrs. 
America and her silverware throughout the country. 
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! Silverware—1950) 


In the ten years since JC-K first surveyed “Mrs. America and Her Silverware,” 


d 





there have been tremendous changes in consumer buying habits. Just how much 


this change has affected silverware purchases is revealed in this 1950 study. 


Wire the twentieth century at the half-way 
mark, what is the position of silverware in the American 
home? How many place settings? What number of 
pieces in each place setting? What patterns and brand 
names? What plans for future purchasing? These and 
many other questions come to mind in relation to the 
American housewife and her silverware treasure. 

The answers to such questions are valuable, vital to 
all those whose livelihood is affected by the production or 
distribution of silverware. That is why THE JEWELERS’ 
CIRCULAR-KEYSTONE in a typical, practical service to the 
jewelry trade had a survey made by Fenn College, of 
Cleveland, Ohio. This is the second such JC-K survey 
made in that area, the first having been conducted in 1940. 

As pointed out in the previous survey, Cleveland was 
selected as the ideal area to obtain a cross-section of the 
typical American home. Cleveland is recognized as such 
because of the makeup of its citizenry, economically and 
socially. Because this makeup is typical of the country 
as a whole, it is regarded as a good testing laboratory 
for studies of this nature. 


1,868 Families Were Interviewed 


For the purpose of this current JC-K-Fenn College study, 
a representative, carefully selected sampling of 1,868 
families was conducted by means of personal interviews 
conducted in the homes of those interviewed. The sub- 
jects were from all walks of life, in all income groups, 
and of various ages. 

In the News Section toward the end of this issue will 
be found a detailed account of the painstakingly, thorough 
manner in which this survey was planned and executed to 
give the truest possible picture of Mrs. America’s Silver- 
ware in 1950. 

_ An idea of the thoroughness of the preparation attend- 
ing the compilation of the facts which go to make up this 
study can be gained by a study of the questionnaire pre- 
pared by JC-K for use by Fenn College. This survey 
is reproduced in reduced size on the spread of pages 
following the one you are now reading. 

. The surveyors met with an unusual degree of coopera- 
tion on the part of those interviewed. 
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Although analyzed in greater detail in later parts of 
this study the segregation of findings on the basis of 
age and economic groups will not be presented in this 
first instalment. Following instalments will reveal by 
means of tabulations and diagrams how the over-all pic- 
ture is affected by varying incomes and in the cases of 
different age groups. 

The objective of this present instalment is to offer a 
general picture of Mrs. America’s Silverware. For ex- 
ample, it can be said that Mrs. America, 1950, owned a 
matched place setting of silverware. Approximately 
95 per cent of the homes were found to possess matched 
place settings of flatware. In this respect, little variation 
prevailed among the income groups. 

More homes have matched place settings of plated flat- 
ware (75 per cent), followed by sterling (3 per cent) and 
stainless steel (37 per cent). Matched place settings of 
sterling were more common among the higher income 
group, and stainless steel most popular among the lower 
income group. 

Age was found to be a relatively unimportant factor 
in the ownership of sterling flatware. The group 45 
years of age and over was more likely to have plated 
flatware and stainless steel flatware. However, for the 
lower income group, those under 45 years of age were 
more likely to own sterling and stainless steel flatware. 


Over 100 Per Cent Gain in Sterling 


Over 35 per cent of the housewives owned matched 
place settings of sterling flatware which was just about 
twice as large as reported in the JEWELER’s CIRCULAR- 
KEYSTONE study a decade ago. The percentage of owner- 
ship of matched place settings of plated flatware was 
about the same as in the previous study. 

The typical American housewife has 8 matched place 
settings of silver flatware. Place settings of 6 and 12 
were the only other numbers of any relative importance. 
As income increased, the number of place settings of 
both sterling and plated tended to increase. Housewives 
45 years of age and over tended to own a larger number 
of place settings of both sterling and plated flatware. 

The American housewife would likely have six pieces 
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Mrs. America’s Silverware— 195 


in each place setting of her flatware; next ranks four and 
five pieces. The number of pieces to the place setting was 
largest for sterling and smallest for stainless steel. The 
size of the place settings for both sterling and plated 
tended to vary directly with income. 

The American housewives have demonstrated their .in- 
dividuality in making a choice between the flatware pat- 
terns and brand names. Among both sterling and plated 
flatware owners, less than 5 per cent selected any one 
pattern, and less than 25 per cent indicated the same 
brand name. Patterns and brand names for both sterling 
and plated were widely distributed. The housewives’ 
recognition of brand names was much better than for the 
patterns. A large percentage was unable to volunteer the 
name of either. 

The patterns for sterling were more frequently identi- 
fied than was plated but the reverse was true for brand 
names. When compared with a previous study of a dec- 
ade ago, recognition of both patterns and brand names 
has improved considerably. 

More than eight out of ten silver flatware owners said 
they were not influenced by others in selecting their 
patterns. Whether they were in the higher, middle, or 
lower income group made little difference in this respect. 
When compared with a similar study made a decade ago, 
the influence of others in the selection of a pattern has 
become much less important. 


Pattern Beauty Biggest Influence 


The typical housewife has been most influenced by 
the beauty of the pattern in selecting both sterling and 
plated flatware. Ranking second for sterling flatware 
purchasers was the advice of friends, while for plated 
flatware owners price ranked second. 


Mrs. America at mid-century reported she had more 
extra spoons in addition to her matched place settings 
than any other piece of flatware. This was true for both 
sterling and plated; however, she has more extra pieces 
of plated than of sterling flatware. The per cent of house- 
wives having extra pieces of sterling flatware varied di- 
rectly with income. 

The silver hollowware pieces found most frequently 
among all income groups were trays, sugar and creamers, 
and salt and pepper shakers. The ownership of silver 
hollowware tended to vary directly with income. The 
higher income group possessed more than twice as much 
sterling hollowware percentage-wise, than did the middle 
or lower income group. 

Mrs. American housewife purchased most of her ster- 
ling and plated flatware. She was more apt to receive 
sterling flatware than plated as a gift. She purchased 
more of her plated than her sterling flatware. As a 
means of acquisition, gifts ranked second while inheri- 
tance was a poor third. 

More than half of the housewives stated they had ob- 
tained most of their sterling and plated hollowware as 
gifts; self purchase ranked second. Income appeared 
to be an insignificant factor in influencing the method 
of acquiring either sterling or plated hollawware. 
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Most of the silverware owned by the typical American 
housewife was obtained at the time of her marriage, 4_ 
larger percentage of housewives acquired their silye. — 
ware after marriage than before marriage. 

More flatware and hollowware were acquired afte, 
marriage because of increased entertaining by the family, 
When housewives were segregated into higher, middle, 
and lower income groups, this same reason still predom. 
inated for each group. Larger family was the second 
most important reason but was of much less significance, 


Stainless Steel for Every-Day Use 


Stainless steel flatware was reported to be used more 
than sterling or plated for just plain every day use when 
only the family was present; however, plated ranked q 
close second. The every day use of sterling and plated 
was more common among the higher income groups, 7 

About one-third of the housewives interviewed stated: 
that they contemplated future purchases of silverware. 
There were only slight variations in the percentages of” 
the higher, middle, and lower income groups who indi | 
cated their intention of future purchases of silver flatware, . 
However, 88 per cent of those who plan future purchases | 
were under 45 years of age. 

More than two-thirds of the housewives who plan to 
buy silverware intend to purchase sterling. The largest 
number of purchasers fell in the period from 1 to 5 years, 
and a considerably smaller percentage within a year. 

The most frequently mentioned reason for the purchase 
of both sterling and plated flatware was to complete their 
present set or add additional place settings. Those con. | 
templating the purchase of sterling were more concerned 
with its durability and beauty, while price economy was 
a more important factor in the purchase of plated flatware. 

About 5 per cent of those not planning future pur 


(Please turn to page 141) 





JC-K Silverware Survey 
Covers Every Phase 


This reproduction of the 
questionnaire used in the sur- 
vey reveals the detail with 
which Mrs. America was ques- 
tioned on her silverware. This 
is probably the most compre- 
hensive survey ever made on 
the subject of the American 
housewife and her silverware. 


No one article could do justice to all the findings 
revealed by this study. While this first article gives 
the highlights from the study, subsequent issues will 
define more specifically the survey results broken 
down on the basis of age and income groups. 
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Consumer Survey Conducted by FENN COLLEGE 


for The Jewelers: CIrcular-Keystone 
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Above: One of a bank of windows at J. B. Hudson Co., Minneapolis, Minn. The 
background is a cream colored curtain with the base of the window a soft 
rose. Spring blossoms accentuate the season. Hurricane lamps with ruby glass 
on each side of centerpiece add color for an added emphasis on the silver, 


Left: Shreve's of Boston offered “all the sterling silver pieces you have 
been waiting for." Neutral grey curtain encloses shallow space which is 
made effective through use of tipped panels bringing merchandise into the 
convenient view of window shoppers. Ribbon tipped panels suggest gifts. 


Below: Gift glamour is enticingly emphasized at this window by Shreve’ 
of Boston. Gifts for the bride with special accent on table services and 
decoration are revealed. Floral wallpaper strip rises at center rear for 
color touch. Beside it stands a sample gift package holding twin lamps. 
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April Windows 


Above: Long's of Boston tied in their Spring silverware window display with 
the local high schools graduating classes. Pictures of the girls who gradu- 
ated and the patterns they chose were used to attract attention to this eye- 
appealing display of gleaming silverware tastefully arranged for gift giving. 
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Right: The Sample Shop, Buffalo, N. Y., employed this eye-catching window 
display to promote Spring business in silverware. A variety of patterns 
were featured in the window and spots of bells, flowers and foliage created 
a Spring setting which helped emphasize silverware for Easter gift giving. 


Below: Silverware patterns were brought close to the eyes of passers-by in 
this window display by Bullard Bros., Saint Paul, Minn. On a background 
slanted from the floor of the window, knife and fork patterns were shown on 
alternately colored plaques. Silver hollowware pieces were shown in rear. 
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The 1951 Silver Parade sponsored by your Jewelry 


















Industry Council, has the experience of four similar 


promotions behind it, each one successively better 


for those jewelers who participated in them. 


= jewelers all over the country may 
confidently expect great acceleration in their sale of silver. 
ware by tying in with the Jewelry Industry Council’; 
nationwide plans for the 1951 Silver Parade, April 12 to 
8. according to advance reports from enthusiastic jewel. 
ers who have participated in the previous four parades 
back to 1948. Sales increases up to 300 per cent have 
been recorded as an immediate consequence of participa. 
tion by newcomers, with annual increases averaging some 
20 per cent for the country as a whole. 

The Council’s Silver Parade planning book for 195], 
just released to members, packs a tremendous surge of 
promotional energy this year. For one thing, it embodies 
all the highly successful practices learned since these 
silverware promotions were first coordinated nationally 
by Council. For another, it presents a totally new con. 
cept in silver merchandising. Termed the “Continuation 











Setting,” it is described later in this article. It is, how- 
ever, a new package promotion which all observers call 
a “natural.” Spot checks indicate that participation by 
y jewelers in this year’s Parade will be greater than ever, 





: and this works out to the benefit of all because the more 
‘ewelers joining in this naturally timed promotion, the 
| J J nS é ? 
. greater is its impact on the buying public. 
” To the uninitiated, and to non-participating jewelers. 
, these Silver Parades seem to come up from nowhere and 
, “break” spontaneously, like a tremendous wave of hard 
, selling publicity and promotion for silver each April. At 
. such times, thousands of jewelers, in thousands of cities 
, 
f 
s 
e Pages from the JIC booklet show how completely this 
y organization has covered all phases necessary for a 

successful silverware promotion during the period, 
j April 12-28. 'Silver—Your Most Beautiful Necessity” 
1 - is the theme around which this promotion is designed. 
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and towns throughout the land. each feature the same 
attractive item, table silver, in all its myriad manifesta- 
tions, its beauty, and its parade of great names and great 
designs. Silver manufacturers. large and small, back the 
parades with national magazine advertising, correctly 
timed for the occasion. Attention is directed toward 
silver in every form of window display, radio, letter- 
invitation, and newspaper copy. The result always makes 
history, in the form of greatly increased sales volume for 
the participating jeweler. 

It is clear that such a concerted effort can only come 


(Please turn to page 145) 
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Dick Murphy’s 25th Anniversary 


Marks Era in Jewelers’ Security Alliance 


This month, Richard C. Murphy, Executive Secretary of the 
Jewelers’ Security Alliance, celebrates his 25th year with 
that organization. This date marks an era in the history 
of the Alliance. It was a period during which the JSA 
made its greatest gains towards its goal of utmost protection 


for the stocks and persons of those in the jewelry trade. 


Fu jewelers who have entered the business 
during the past quarter century realize what a physically 
hazardous occupation it was in its earlier days. The 
jeweler, because of the valuable nature of his merchan- 
dise and its universal convertibility was marked as im- 
portant prey for the armed robber and burglar. His 
limited means of protecting his valuable merchandise, as 
an individual, made his life and living hazardous. This 
then was the condition back in the 1880’s when the warn- 
ing to jewelers was to “have a good safe, and watch it.” 

It was in April, 1883, that a small group of jewelers 
met in New York to discuss plans for an organization to 
combat crime on behalf of the individuals who made up 
the jewelry industry throughout the country. After a 
series of preliminary meetings, the Jewelers’ Security 
Alliance was organized with a charter membership of 17 
members representing retailers. 

From its inauspicious beginning, the organization had 
a steady growth. Its list of members grew and with it, the 
Alliance’s activities and its reputation gradually made 
itself felt among the criminal element. Employing the 
services of the well-known Pinkerton National Detective 
Agency, the Alliance was able to track down and prose- 
cute many perpetrators of crimes against its members. The 
result was that while there was no lessening of crimes 
against jewelers, members of the JSA displaying the 
organization’s emblem on their safe were passed up by 
the burglar. A report of the JSA in its 18th year of oper- 
ation stressed the fact that of 312 burglaries of jewelry 
stores in that year (1901) and attacks upon 33 jewelers’ 
safes, none of these were against JSA members. 
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RICHARD C. MURPHY 
Executive Secretary 
Jewelers’ Security Alliance 





The era of the safecracker passed with the first world war 
but every war seems to breed its crime wave, so that in 
the “Roaring Twenties” a new criminal element developed. 
This was the armed robber or gangster, and the jeweler 
came in for his share of attention from this element. 
Crime was rampant in New York and jewelers were not 
only being robbed but many were killed during the course 
of armed robberies. 

Working in the District Attorney’s office of New York 
County at that time was a lawyer who specialized in prose- 
cuting criminals who committed crimes against jewelers. 
His name was Richard C. Murphy. 

Murphy’s first big jewelry case was successfully con- 
cluded in 1920. At that time he recovered about $256,000 
worth of jewelry which had been stolen in a robbery in 
Chicago. Much of this jewelry was owned by jewelers in 
New York City, an important piece being a pearl neck- 
lace belonging to Otto D. Wormser. This necklace ulti- 
mately turned up in New York for sale and was offered 
to Mr. Wormser. He immediately recognized it as a neck- 
lace which he had sent to Chicago on consignment and 
reported this fact to the District Attorney. The criminal 
receivers of this jewelry in New York were convicted and 
one of the robbers was convicted in Chicago. All of the 
jewelry was recovered and returned to its owners. 

Crimes against jewelers continued to mount during the, 
twenties, reaching their peak about the middle of the 
decade. In 1926 an organization known as The Jewelers’ 
National Crime Committee was formed by several of the 
leading men in the jewelry industry in New York. Mr. 


(Please turn to page 142) 
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See what’s working for you, for the May-June Gift Events! 

A powerful advertising and promotion campaign bigger than that of 
all other lighters combined! To build business for you this Spring, 
Ronson-lighters are consistently pre-sold for you! 


Make constant use of this help! Talk Ronson to your customers. Feature Ronsons 
in your windows, cases, and local advertising. Send for Ronson’s free sales helps 
and put them to work. Watch your store traffic grow! With all these 
Gift Events coming up, your sales should be bustin’ out all over! 
People love the prestige of owning and giving Ronson lighters. 


Ronson Art Metal Works, Inc., Newark 2, N. J. 
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Remember! When you sell lighters, 

a always sell Ronson Accessories, too! 
Press—it’s lit! , , 
Release—it’s out! Lighters shown reduced size. 


Safely out the 
instant you 
lift your finger 








Weddings. Birthdays 
Mother's Day Anniversaries 
May 13 ; 
Father's Day Graduations 
June 17 
Winner, 
Fashion rlcadem Y 
Gold Medal 
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Your Silverware Displays Meri 


Silver, perhaps more than any of your other merchandise, requires 


special consideration in setting up a display in order to bring 


out its beauty to its best advantage, whether you are planning a 


special showing in the window or a permanent setting in the store. 


A SELECTION of silver flatware patterns 
parade through the center of this table setting to create 
a display emphasizing the variety of patterns available 
as well as showing the merchandise as it appears in use. 
Two curved plaques cut from beaver board or other com- 
position board are suspended with fine wires so that they 
appear to cut through the table top. One plaque hung 
from the ceiling to the left rests on the table top and the 
other rests against the front of the table and extends 
toward the upper right of the window. Both plaques are 
covered in fabric and have the silver wired to them. 

If you do not already have a table top that can be used 
in your window, you should have one made to fit. It 
should be as near the size of a regulation dining table 
as your window size permits and should be about six to 
ten inches in height from the window floor. Such a table 
top can be used over and over again for all types of table 
setting arrangements. 

Borrow whatever accessories are necessary for your 
table—linens, glassware and china. Plan all such acces- 


A table top for your window makes an eye-catching display. 
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sories to be in harmony with each other and with what. 
ever silver pattern you plan to show on it. Flowers and 


candles you will probably have to buy, but try to get 
florist to do a really special job on the arrangement. 


the 


An enlargement of the official Silver Parade display 
card is used to fill in the window background. You 


showcard writer should be able to do this for you. 





—— 


MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 


Table top 
your window 

Lumber yard 
Department store 
Borrow 

Florist 

Show card writer 
Jewelry Industry 


Beaver board for flatware plaques 
Fabric for covering plaques 

Table cloth and napkins 

Flowers 

Enlarged J.1.C. display card 
J.1.C. display cards 


Have made to fit 


Council, 698 Fifth 


Avenue, New York 


20, N. Y. 
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Use Your 
Silver Parade 
Display Kit 


From JIC 


T. MAKE your participation in the 1951 
Silver Parade as effective as possible, plan foy the dra- 
matic use of every bit of window and interior display 
space you can spare. From April 12th to April 28th, the 
Silver Parade should dominate your windows and be 
featured in some outstanding way inside the store. Noth- 
ing sells silverware more effectively than the sight of the 
silver itself, shown in all its lustrous beauty against an 
appropriate and flattering setting. Help in the form of 
handsome display cards and other props are available 
for your use from the Jewelry Industry Council and 
from your own silverware suppliers, but these need to be 
supplemented by your own ingenuity and choice of mate- 
rials for displays that will express the personality of your 
store. 

Silver perhaps more than any of your other merchan- 
dise requires special consideration in its handling in 
order to bring out its greatest beauty whether you are 
planning one special showing or a permanent setting for 
your silver department. Colors, textures, lighting and 
accessories must all be selected to accentuate the delicacy 
of the patterns and the softly gleaming reflective surface 
of the metal. 

Color is of particular importance in planning silver 
displays, as chameleon-like, silver takes on by reflection 
whatever colors surround it and not all colors are flatter- 
ing to it. Yellows, browns and gold tones, for example, 
tend to give the metal a tarnished appearance which is 
most unwelcome! Almost any shade of blue is flattering 
to silver—the middle tones, slightly grayed, probably the 
most flattering of all. Dark blue velvet makes handsome 
flatware plaques. Small blocks painted in pale blue are 
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by VIRGINIA DIXON 





fine elevations for baby silver. For a permanent back- 
sround color for wall cases or silverware windows, a 
medium blue, grayed to an almost neutral tone, would be 
an excellent choice—good with the silver and neutral 
enough so that other colors could be used with it. But 
we just can’t use blue with silver all the time! Green is 
very nearly as flattering as blue, especially in soft moss 
green tones. The blue-green aqua and turquoise colors 
are pleasing too, but a true green or a true blue somehow 
seem better with silver. Getting into reds—maroon, old 
rose and wine tones are all good and even vermillions and 
bright carmines can be used if confined to small areas and 
not a whole background. Certain shades of gray make 
handsome silverware backgrounds and black is always 
conservative and safe, but colors will add a charm and 
liveliness that is generally needed. 

When a chest of silver flatware is to be part of the 
display set-up, the other colors can be keyed to that of 
the chest lining which is often a bright tone. Avoid any 
colors which would clash with any chest lining that might 
be used. If a number of chests with different colored 
linings must be shown together, keep background colors 
neutral. It is really surprising how much the appearance 
of a display can be improved by attention to such seem- 
ingly small details as harmony of color in chests and other 
packaged merchandise. 

Background textures for silverware displays should be 
rather smooth, generally soft in appearance rather than 
hard in order to give adequate contrast to the metallic 
texture of the silver. Some pattern in the surface is good, 
but it should not be too rough, as it will detract from 


(Please turn to page 150) 
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A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


by Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


= study of gemstones is not only an inter- 
esting one, but for the jeweler, an important one as well. 
Stone jewelry should be an important part of any jeweler’s 
business, but in the majority of cases is not, simply be- 
cause the jeweler (perhaps through lack of understanding 
of the subject) does not accord it the prominence in his 
thinking that the general public gives it. In other words, 
Mr. Layman Public pretty generally accords precious 
stones with the interest of rarity and value which has 
been their role throughout the history of the world. By 
passing over the opportunity to merchandise those jewelry 
stones other than diamonds, the jeweler is failing to 
capitalize to the fullest extent on this latent public interest 
in gemstones. 

Unfortunately, too many jewelers have the mistaken 
impression that unless they make what amounts to a life- 
time study of gemstones they cannot know anything about 
them. For this reason, there may have been some hesi- 
tation on their part to commence a study of jewelry 
stones, not knowing into what depths they may be led. 

It is true that the advanced aspects of gem study call 
for prolonged study. On the other hand it is not necessary 
for a man (or a woman either, for that matter) to be an 
automotive engineer in order to have a working knowl- 
edge of their car. As far as the average jeweler is con- 
cerned, the information about the common jewelry stones 
which he is required to know in order to give satisfactory 
service to his customers is by no means complex or difh- 
cult to understand. 

There are comparatively few minerals or stones found 
in nature that are suitable for jewelry use. Of the some 
2000 naturally occurring minerals found in the earth’s 
rock “crust’”’ underlying its soil mantle, there are actually 
only about 20-odd that measure up to the basic require- 
ments of jewelry stones—attractiveness and the hardness 
necessary to withstand wear. The jeweler who merely 
wishes to be able to do a good job for his community, as 
a general rule, need only concern himself with those 
minerals from which is derived the stones commonly used 
in jewelry. (See Fig. 1.) 

With these few suitable jewelry stones, an understand- 
ing of their properties and characteristics becomes a very 
much simplified matter. The jeweler might be asked by 
a customer to recommend a blue stone, or a green stone 
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Mineral Gem Name 
Opal Precious Opal 
Lazulite Lapis Lazuli } 
Feldspar Moonstone | 
Labradorite 
Quartz* Amethyst 
Agate 
Onyx 
Quartz Topaz 
Rock Crystal 
Beryl Aquamarine 
Emerald 
Morganite 
Golden Beryl 
Nephyite New Zealand Jade 
Topaz Precious Topaz 
Tourmaline Tourmaline 
Turquoise Turquoise 
Chrysolite Peridot 
Spodumene Kunzite 
Jadeite Jade 
Spinel Spinel 
Synthetic Spinel Numerous 
Chrysoberyl Alexandrite 
Catseye 
Chrysobery! 
Bohemian Garnet Garnet 
Garnet Almandine 
Corundum Sapphire 
Ruby 
Fancy Sapphire 
Zircon Zircon 
Diamond Diamond 





Synthetic Rutile 


Titania (Others) 











*In addition to above names, Quartz includes Bloodstone, 
Carnelian, Chalcedony, Jasper, Sardonyx, Tiger Eye, Others. 








Figure |. Mineral and gem names of stones used in jewelry. 
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FREE 30-MINUTE LECTURE... 


“Diamonds with d Past IN COMPLETE TEXT...AND NOTE FORM 





Mle is a fascinating talk on diamonds . . . and the 
histories of 30 famous stones. Both have been en- 
thusiastically received by audiences throughout the 
country ... they’re yours free to use in speaking before 
club groups of men or women, schools and trade 





associations. 


This material has been prepared to help you get 
more diamond publicity for your store, and win new 
friends and customers. It’s part of the planned all-out 
diamond promotion that stimulates diamond publicity, 
and uses diamond advertising to help you sell. 








Order the lecture, ‘Diamonds with a Past’. . . and 
“The Histories of 30 Famous Diamonds,” from Diamond 
Promotion Department, The Reuben H. Donnelley 
Corp., 305 E. 45th Street, New York 17, N. Y. 














De Beers helps you sell diamonds with: 


Three National Advertising Campaigns: 1. The Engage- 
ment Diamond Tradition—in Life and Look magazines. 2. Later- 
in-Life Diamonds—in The Saturday Evening Post. 3. Diamonds As 
Gems of Fashion—in Vogue and Harper's Bazaar. 











Publicity in newspapers, magazines, on the radio and television. 


Movies —The Eternal Gem’’— to show in your town. Write to 
Association Films, 347 Madison Avenue, New York 17, N. Y. 





Lectures throughout the country. 


Diamond Sales Manual. Helpful FREE booklet, “More Dollars 


Histories of 30 Fa MOUS Diamonds from Diamonds.’ Order from Diamond Promotion Department, 


The Reuben H. Donnelley Corp., 305 E. 45th Street, New York 17. 


Tie in with this all-out promotion—keep diamond sales coming your way 


. De Beers Consolidated Mines, Ltd. 
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or a yellow stone for a ring or other piece of jewelry. 
This is a simple task for the jeweler if he has a slight 
familiarity with the stones. In any color category there 
are only a few stones and their suitability for use in a 
ring, for instance, is further limited by the practical 
aspects of whether that stone will withstand ring usage 
and, of course, whether it is within the budget of the 
customer. 

The only other problem the average jeweler would be 
likely to encounter is that of identifying stones in jewelry, 
both for the customer and to check merchandise to make 
sure that the stones are as represented. 


4~—GLASS PLATE 




















} 
APPARENT LOCATION OF LINE 


Figure 2. Property of refraction is illustrated by looking 
at a black line through a piece of glass. In top view the 
line appears to be broken; side view shows apparent loca- 
tion of the line as it appears through the glass from above. 


This testing and identifying of jewelry stones is greatly 
simplified by two instruments which are almost essential 
for any sincere jeweler. The most important single instru- 
ment of the two is the “refractometer.” Using this instru- 
ment to identify certain characteristics in a stone is as 
easy as dialing a radio set to identify a radio station. 

The principle of the refractometer is simple in the 
extreme; its performance depends upon a property of 
the mineral or stone, a property as much a part of the 
individual mineral as its color, or its hardness. This is 
the property known as refraction; in simpler words, the 
extent to which a beam of light is bent as it enters the 
stone. 

To understand this property of refraction, recall the 
effect you have seen when you put a stick in a pool of 
water. Remember how the stick appears to be bent from 
the surface of the water? This is because the image of 
that part of the stick under water and the part above 
water being in two different mediums (water and air) 
is transmitted to the eye along different paths and so 
seemed bent. In other words, sight is nothing more than 
the transmission of an image by light to the eye. This 
image (of a stick in this instance) when viewed through 
one medium, air, is seen as it actually is, straight. When 
part of that stick is viewed through the medium of air 
and the remainder through the medium of water which is 
more dense than air and thus has a higher “refractive 


116 


index,” the stick seems bent. This can also be illustrated 
by looking at a black line drawn on a piece of paper and 
covered in part by a plate of glass. (Figure 2A and 2B, ) 

This refractive index is merely a fraction by which q 
mineral is rated as to its density or light-bending property 
(refraction) as compared to air which is 1 on the scale. 
Water is 1.333 or is said to have a refractive index of 
1.333, thus, .333 times more dense than air. No gem 
mineral has a refractive index as low as water. 

In general, the higher the refractive index of a mineral 
or its density as compared to air, the more light is bent 
Common jewelry minerals have refractive indices between 
1.54 (rock crystal) and 1.77 (sapphire) which is the 
measurable range of the refractometer. Zircon with an 
R.I. of around 2, diamond with 2.42 and the new syn. 
thetic rutile Titania with 2.60-2.90 are beyond the range 
of the instrument. 

This refractive index is a most important consideration 
in cutting a stone for jewelry use. In order to bring out 
the full fire of the stone it must be cut so that as little 
light as possible leaks out its back. The more light 
reflected from the back (reflecting facets) of the stone. 
the more brilliant it is. If a stone is properly cut, very 
little light leaks out the back or side of any stone over 
about 1.70 in refractive index. White sapphires, zircons 
and even synthetic white spinels all make brilliant white 
stones that the less educated frequently assume to be a 
diamond. 

There are many models of refractometers on the market 
but they all follow the same principle and the method of 
using them is extremely simple. One looks into an eye- 
piece on the instrument and sees a vertical graduated scale 
marked off in numbers. This series of numbers or 
divisions are marked off in multiples of five, starting per- 





Figure 3. A refractometer. This one has an internal light. 


haps at 1.45 and then on 1.50, 1.55, 1.60, 1.65 to the top 
range of the instrument. Each division has five inter- 
mediate lines which, obviously mean that readings like 
1.58 or 1.67, etc., can be made. 
On the top of the instrument (Figure 3) there is 2 
small yellow glass window, either round or rectangular. 
(Please turn to page 148) 
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It's there for every one of your customers to see... 

the VALUE difference in the Circle of Light Diamond. 

You need not be an expert to see the continuous facet of 
gleaming brilliance around the rim of this distinctive gem. The 
naked eye can see the greater brilliance, greater beauty, 
greater size appearance of the Circle of Light Diamond. 

The ‘point’ of difference makes a ‘profit’ 


difference to you! 


we CIRCLE os 
yi LLC / } , 
Ce LIGHT diamond 


Ls sa tebe. 6 f = The diamond with the signature no other can copy 


Los Angeles Office: \ B AN | M é 6 aD 


220 West 5th St. 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 





cree, | Brothers. Ine. 





Mel Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
ee Plant: 


305 East 45th Street, N.Y. C. 
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You'll tind it worth your while to 


get acquainted with Swirsky & Ehrlich— 


America's tastest growing Diamond Hoyeel 


YOUR INQUIRY CORDIALLY INVITED 
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, * Ars : ‘ sam 
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SIRO AY & CHALICH 


LOS. ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3720 - VAndike 3809 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-779] 


DALLAS 1, TEXAS 
1802 Main Street 
PRospect 1041 


ANTWERP, BELGIUM 
62, Rue du Pélican 
296.29 


Diamond Photographs Courtesy of 
De Beers Consolidated Mines, Ltd. 
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A Gitt Promotion 


That’s a ‘Natural’ 


For the Jeweler 





Copies of the official poster shown here, as 
. well as other promotion aids may be secured 
from Mother's Day Committee in N. Y. 


Midway between JIC’s Silver Parade and Diamond Exhibit, Mother’s Day, May 










13, gives the jeweler both the time and the opportunity for a two-week 


campaign to capitalize on and get his share of this important gift market. 


e% 

Mornee’s Day these past years has be- 
come a triumphant tribute to all the nation’s mothers— 
and a full scale retail merchandising promotion—so that 
today, second to Christmas, Mother’s Day is the most 
widely observed holiday in the year,” according to the 
Mother’s Day Trade Division of the American Mother’s 
Committee, 393 7th Ave., New York City. 

While this organization has worked hard to create 
mass-attention throughout the country, it is up to the 
retail jeweler to perform those vital extra steps that will 
bring him his share of the gift-giving business on this 
nationally observed day. Mother’s Day is a great day for 
all concerned and it’s good will and good spirit for every 
retailer to make the most of it. 

This year Mother’s Day comes late, as late as it can 
possibly come in the month: May 13th, which gives 
jewelers practically half a month to hammer away at 
powerful gift promotions on a store-wide scale. Properly 
handled, Mother’s Day can mean merely a bit of extra 
volume—or it can mean a major store-wide gift event 
that amounts to a second Christmas in May. There’s real 
volume to be had in quality merchandise at regular mark- 
ups in this great selling opportunity. Most retailers real- 
ize, when they think about it, that the sales magic of this 
occasion has never been used to its full capacity. 

Mother’s Day business is cumulative. Every year, this 
event gets bigger and higger as more stores promote more 
vigorously. The job is to create excitement and the proper 
atmosphere to prevent anyone from overlooking Mother’s 
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Day. Promotion pays because people are looking for 
suggestions—they are receptive. But keep your promo- 
tions on a dignified level and you will reap the full 
benefits. 

One of the focal points for all Mother’s Day displays 
is the authorized national poster created by the Mother’s 
Day Trade Division of the American Mother’s Committee. 
This national poster characterizes today’s typical mother 
and her children. Today’s mother is energetic, dynamic, 
busy, full of ideas. Her clothes and her figure are impor: 
tant to her. She has an attractive interest in social and 
world relationships, which can enable jewelers to direct 
their jewelry sales toward the fashion-wise mother of 
today. 

This year’s national poster characterizes this modern, 
typical mother perfectly. Study her. Keep her in mind 
when planning your merchandising, advertising, and 
displays. This year’s national slogan, “Nothing’s Too 
Good For Mom!,” ties right in with the poster which is 
lithographed in six colors and comes in a wide variety 
of shapes and sizes available to retail stores everywhere. 
Your store can tie right in with the local Mother’s Day 
program oragnized by civic and commercial orgami- 
zations. 

The credit for the wide observance of Mother’s Day 
goes to the American Mother’s Committee, a non-profit 
organization which has worked since 1935 in the interest 
of all mothers. For 16 years, this committee has nurtured 


(Please turn to page 177) 
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Another Spring b, 


To alert diamond retailers, Spring 
means “diamond selling season”. They 
know, too, that the dependable source 
for diamonds that customers go for is 
Kimberley. And they know they can 
rely on Kimberley’s overnight memo 
service to have the right diamonds 
when they need them. : 


GOODS SENT 
ON MEMORANDUM 


WRITE TODAY 
FOR PRICE LIST 





Edward J. Pongracz of the firm of 
Pongracz, Jeweler and Silversmith, 
Grosse Point Farms, Mich., finds 
that the modern sales register 
eliminates the major part of the 
bookkeeping work in his business. 








Better Business Records 


With A Modern Sales Register 


“Floor Audit”, a new system for registering sales, is the answer to today’s 


» problem of keeping complex records for store efficiency and tax purposes. 


on telephone on the desk rang. Wearily, 
Bill King laid down his pencil and picked up the receiver. 

“Yes? ... Oh, hello, dear . . . Well, I expect I'll be 
another half-hour. Yes, I know it’s nearly 6:30 now and 
we're due at the Harmon’s at 7, but my cash is out of 
balance and I can’t find the mistake ... Yes... Well, 
ll hurry as fast as I can... Yes... I will... "Bye.” 

Bill leaned back in his chair, gazed at the stacks of 
sales-slips on the desk in front of him and sighed. “There 
ought to be an easier way!” 

This particular Bill King is fictional. But his problem 
is not. It is typical of the problems facing thousands of 
jewelers who haven’t yet discovered that there is an easier 
way to get sales records. The answer is in a new system 
called “floor audit” in which record-keeping is mechanized 
through use of a modern sales register. 

“Floor audit” would permit Bill King to go home a few 
minutes after closing time with his cash all balanced and 
all vital figures of his business down in black and white. 
He would know how much each salesperson had sold and 
how much was sold in each department. He would know 
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this without sorting, listing, or adding sales-slips or 
long columns of figures. And he would know that his 
totals were accurate. The modern sales register, which is 
the heart of the floor audit system, provides these records 
as a by-product of registering sales. 

When a customer buys a watch for $39.50, for example, 
the salesperson records the transaction on the register 
and immediately the following takes place inside the ma- 
chine: $39.50 is added into a total charged to that indi- 
vidual salesperson. Either the cash or a written record 
representing the amount must be on hand for the sales- 
person to balance his cash drawer at the close of the day. 
At the same instant, $39.50 is added into the watch de- 
partmental sales total. The salesperson’s individual cash 
drawer opens to receive the cash or the written record 
and a counter automatically adds “1” to the number of 
customers served by him. 

The register would show Bill that each salesperson was 
properly accounting for the money he handled and the 
records of his transactions. At the end of the day, Bill’s 

(Please turn to page 170) 
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‘diamonds 





unlimited... 






ae ) You can confidently count on the House of Winston to precisely 

, | fulfill your stipulated requirements as to weight, quantity, 

4 quality and color of the diamonds you need—promptly and 

at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 
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rare jewels of the world 6 - 


&: HARRY WINSTON. 


7 EAST Sis: STREET, NEW YORK 


OWNERS AND CUTTERS O F THE JON KER AN D VARGAS DIiAMONODOS 


THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CITY. 


‘Reconstructed’ Stones Aren't Synthetics 


The Gem Trade Laboratory has found that many persons mistakenly use the term 
“reconstructed” for synthetic stones. The former were made by melting down 


fragments of real stones and the result differs greatly from the synthetics. 


Photomicrographs by Dr. Edward Gubelin, Lucerne, Switzerlang 


= the word “reconstructed” is often 
used mistakenly in the jewelry trade, it is felt that some 
attention should be paid to clarifying its use. 

Prior to 1902 when Verneuil introduced synthetic 
rubies, along with full detail of their manufacture, the 
only gemstones artificially reproduced were reconstructed 
rubies. The first reconstructed stones reached the mar- 
ket about 1882 and from that time until the advent of 
the true synthetics thousands were sold in Europe and 
in this country. 

Reconstructed rubies were made by melting fragments 
of real ruby together in a platinum crucible along with 
potassium bichromate to enrich the color. The resulting 
product was essentially a single crystal, though they were 
often cloudy and somewhat brittle. Large stones, over Figure |. Photomicrograph of a natural ruby shows straight 
three carats when cut, were rare, but the color was often crystal growth lines meeting at a 60-degree angle. 
better than the later synthetics. 

Long after synthetics, because of their lower cost, had 
become the only reproduction of ruby available, the term 
“reconstructed” was erroneously used for them and per- 
sists to this day, giving the layman the impression that 
synthetics are formed from bits of real stones. This, of 
course, is false as synthetic rubies are formed by melting 
powdered aluminum oxide with suitable coloring ingredi- 
ents, no part of which has ever been a true stone. 

If it is true that many reconstructed rubies were sold 
in the two decades from 1880-1900, why do we not see 
more of them? With this in mind, the Gem Trade Lab- 
oratory in the time since it has been under the Gemo- 
logical Institute of America, has kept particularly ciose 
watch for them. Until October, 1949, the only recon- 
structed stones which we had seen were two in the col- 
lection of the Mineralogy Department at Columbia Uni- sis seth. hemaiiaientinatintiinscineneteteaemeaataiaathenita 
versity, and one reported and described by Dr. A. E. fist 2 Reconstructed ruby shows ntrupted colar band 
Alexander in 1948. 

Since October, 1949, the Gem Trade Laboratory has 
identified five reconstructed rubies. All of them were 
somewhat cloudy and to the unaided eye might easily be 
mistaken for natural rubies. However, using the binocular 
microscope with dark field illumination under 30 to 60 
magnifications, the secret of their formation comes to 
light. 

As shown in the accompanying photomicrographs, the 
characteristics of reconstructed stones consist of more or 
less interrupted curved color bands, gas bubbles (some 
round, many irregular) as well as unassimilated coloring 
material. These inclusions and formations are strikingly 
different from those seen in synthetics, except that both 
contain gas bubbles. In the synthetic stone, as illustrated, , 
the striae or color bands are rigidly parallel, though Figure 3. In synthetic ruby, striae or color bands are rigidly 


we 


(Please turn to page 178) parallel, but all are curved. 
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AT THE START 
OF OUR 


4h Decutte.. 


We take pride in the enviable record of 
achievement and integrity set in the past 
thirty years—and in our host of loyal 
customers and friends— 





And, at the start of our 4th decade we 
pledge ourselves to even greater 
accomplishment in supplying the diamond 
requirements of the important wholesale 
and manufacturing jewelers of America. 
We are constantly aware of our obligation 
to maintain, not only the traditions, but 
also the service expected of our 

growing organization. 


WV 


Tete k M.GOTTLIEB & CQ. 


DIAMOND IMPORTERS 
55 East Washington Street, Chicago 2 


AMSTERDAM e NEW YORK e ANTWERP 
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GEFET CERTEFECATE 


AN ELECTRIC HOUSEWARES CIFT OF YOUR CHOICE IN THE AMOUNT OF 





IS AWAITING YOU AT 







DOLLARS $8 
















presented with the best wishes of 


(Sere Nome! 























Electric Housewares Promotion Invites 


Jewelers to Enter Prize Display Contest 


The National Association of Electrical Manufacturers offers an **Oscar”’ 


for the best display of electric housewares during April, May and June. 


- year, jewelry retailers had a big slice 
of the $600 million Electric Housewares volume. Perhaps 
you were satisfied with your share—perhaps not. It is 
becoming an increasingly important part of the retail 
jeweler’s volume. 

This year, jewelers can take advantage of the nation- 
wide campaign sponsored by the Electrical Housewares 
Section of the National Association of Electrical Manu- 
facturers to increase the sales of electric housewares as 
gift items. In view of the tremendous potential gift 
market, the industry anticipates a billion dollar volume 
for 1951. 

You can get your share of the billions of gift dollars 
now being spent on Mother’s Day, Father’s Day, weddings, 
anniversaries, birthdays, and graduations by merchandis- 
ing every one of these gift promotions. The market for 
gifts is an impressive one: 19 million mothers, 19 million 
fathers, 18 million brides, 35,323,000 anniversaries, and 
110 million birthdays (age 14 and over). 

Start selling electric housewares as gift items right now. 
By creating a permanent, flexible electric housewares 
display in a prominent part of your store and displaying 
all the basic housewares, it will put these items before 
your customers’ eyes and give them emphasis as gift 
items. You can also incorporate the official campaign 
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poster and/or the special promotion streamers in your 
display. You can get these by writing to the Electric 
Housewares Section, National Electrical Manufacturers, 
155 E. 44th St., New York City. These posters and 
streamers can be used to tie-in your merchandise with 
the gift theme. Also, by showing gift certificates in 
your display, you have more of a chance of closing sales 
quickly and create the double traffic of giver and receiver. 
These gift certificates will soon be available; in the mean- 
time, you.can use your own and indicate they are re- 
deemable for these items. 

To emphasize the importance of window displays in 
the success of the promotion, an “Oscar” in the form 
of a silver plaque will be awarded to the most outstanding 
and resultful retail window and interior display featuring 
electric housewares during April, May, and June, 1951. 

Individual contests will be held for six classifications 
of retailers: (1) jewelry stores; (2) appliance stores; 
(3) utilities companies; (4) hardware stores; (5) de 
partment stores; and (6) drug stores. Judging will be 
done by visual merchandising specialists and awards will 
be announced at the July housewares show in Atlantic 
City. 

Second and third place certificates and honorable men- 

(Please turn to page 179) 
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M8 in 5 hours 


1 every 2 minutes ! 


“Between 8 A. M. and 1 P. M., make sales fast enough. Never 
the first day after our quarter saw anything like it. And your 
page ad ran, we sold 148 G-E_ sales promotion material rates a 
Clock-Radios. Clerks couldn’t great big hand.” 


| Mele Manager, DEROY'S, Johnstown, Penna. 
WY W4 








itll iii 


PSone 
. Narr, 
AR, RR 


~~ 


DeRoy’s set a new, world record for G-E Clock-Radio sales. Hart Furniture of Dallas sold one 
every 15 minutes. Zale’s Jewelers of Tulsa sold one every five minutes. Shillito’s of Cincinnati 


sold $6500 worth in nine days. Now DeRoy’s with one every two minutes! No wonder General 
Electric’s Clock-Radio outsells all other makes combined! 


You have the same opportunity to sell the same best seller! 





ou have a full line to boost your sales. Model 512, the 
“‘Wake-up-to-music” Clock-Radio at $29.95*. The 515 
series, “the world’s most useful radio” at $34.95*. And model 
535, with extra tube for hard-to-get stations, at $39.95*. Six 
in all, and all colors in each style sell at the same low price. To 
MODEL 535 WITH EXTRA TUBE cash in on America’s No. 1 Favorite, better phone or write your 


FOR HARD-TO-GET STATIONS : ae 
Turns itself off after you go to sleep, G-E radio distributor today . 





wakes you to music, turns liance , , pee 

onan -- tells iin fey " ae “si General Electric Company, Receiver Division, Syracuse, New York 
, . 

dovan plastic cabinet. $39.95* *Prices subject to change without notice, slightly higher West and South. 


You con pad your fie in 
GENERAL ELECTRIC 
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The repair department of the Hoy 
ton Watch Company is on the second 
floor. Six repairmen work on full. 
time basis. Houston's will not re. 
ceive a watch merely for cleanin 
and oiling. They take it with the 
understanding that it will be eg. 
aminec and that the customer ill 
receive a detailed account of the 
repairs needed to put it ip first 
class condition and the exact cog 


by C. THOMAS 


No Trade-In Policy on Watches 


Establishes Customer Confidence 


The Houston Watch Co. avoids trade-ins by suggesting more valuable ways of 


disposing old watches to customers and its sales show this policy pays off. 


R. J. SLAGLE, president of the Houston 
Watch Company, Houston, Texas, says: “We do not 
accept old watches as trade-ins on new ones!” 

This is no new policy; it was established ten years ago. 
“As we see it,” he says, “this trade-in business involves 
too many disadvantages with too few advantages to offset 
them. Besides, we found it wasn’t necessary!” 

As Slagle pointed out, standard name watches don’t 
carry an exorbitant markup. And against that operating 
expenses run anywhere between 29 and 31 per cent... 
plus credit losses that must be absorbed, usually another 
214%. 

“Customers,” Slagle continued, “who want to trade in 
an old watch on a new one are, for the most part, within 
the fifty dollar price range. They want the old watch to 
serve as down payment, with no cash involved. Take 
paper and pencil and figure it up. What’s the result? 
You’ve only swapped dollars!” 

It would take a lot of word trickery to circumnavigate 
Slagle’s reasoning and figures. The only argument 
against it is that this slows up sales. 

But does it? Slagle doesn’t think so. “There are 
many ways to avoid trade-ins,” Slagle said. “For illus- 
tration, this morning a well-dressed woman came in to 
look at some watches. After she had chosen one, she 
handed me an old watch and wanted to know what I’d 
allow her on it toward the new one.” 

Before we go any further, before the watch customer 
has reached this stage, Slagle has learned something 
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about the customer—what they do for a living, their social 
status, their income bracket; salesclerks do the same. 

Now back to the woman. It was obvious by her 
clothes and her speech she enjoyed some of the luxuries 
of life. So, instead of answering her question, Slagle 
asked: “Don’t you have a maid you'd enjoy giving this 
watch to?” 

The customer reflected for a moment. 

“Why, yes!”’ she replied. “I never thought of that!” 

(Please turn to page 154) 





J. W. Butz, Jr., vice-president, shows a customer a watch. He sug: 
gested to her that someone would appreciate her old watch as a gift. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 


















CAT’S EYES - EMERALDS «+ PEARLS 


We have a large stock of Precious Stones mounted and 
> unmounted from which to make your selection. Let us co- 
» operate with you on your special calls. 


5 . 











( 











é 508 Filth Avenue 
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Good-Will Lectures 
Bring Prestige 


And Balanced Sales 


Reems means good business! And the 
M. A. Green Co., Waterbury, Connecticut, jewelers, can 
thank a school teacher for giving them an idea that has 
increased their prestige in the community and added to 
their sales. 

“We had often thought of different ways to build up our 
prestige,” said Bill N. Green, co-partner, “but none has 
ever come up to the present idea that we use.” 

Several months ago, a school teacher dropped into the 
store to ask if it were possible to get someone to lecture 
to her classes on silverware. She was interested in an 
hour lecture on the origination of silverware, how the 
designs were made, the changes in patterns, and a history 
of its use. Green had a young salesgirl who had made a 
hobby of studying silverware, china, and glassware. She 
had pursued her hobby while at college and taken every 
opportunity to acquaint herself thoroughly with these 
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by KENNETH STRONG 


Left: Customers select q © 
silverware pattern in front 
of china and glassware | 
display. Below: After cus. 
tomer has selected dinner. — 
ware, a sample table se. © 
ting is made in order ty © 
create an interest in silver, — 


lines. Green asked her if she would care to give the lec: | 
ture and she readily volunteered. ! 
“The first thing she did was prepare an outline of silver 7 
processing and uses, from the mine to the finished prod 
duct. This led into a discussion of silverplating and hob 7 
lowware,” Green said. “At no time during the lecture was? 
our store mentioned—the purpose of her lecture was edu” 
cational, not commercial. ; 
When salesgirl Dorothy M. Butler returned from her) 
first lecture and described the enthusiastic reception of/ 
the high school seniors, Green asked her if she would? 
consider additional lectures on chinaware and glassware) 
She heartily agreed, and began creating talks on these two) 
fields and prepared folders for distribution to her audi} 
ences. ‘Manufacturers whose lines we carried wefé) 
pleased to send us the printed information we needed, | 
(Please turn to page 188) : 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry — 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue # New York 17, N.Y. 
VAnderbilt 6-0457-8 











by JOY KRAMER 


To maximize the area of g long 
narrow city shop, designers 
Burke and Kober chose receding 
shades of green, grey, and 
plum and accented width with 
a striped tile floor pattern. 


Modernization Keyed 





to Loeation and 






Clientele 





By coordinating traditional and mid- 

















century store design, this jeweler Store design is no better than its surroundings: the 
: -_ . Howard Diamond Co. slanted its remodeling program to 
avoided modernizing beyond the income fit their location and a moderate income clientele. 


level of his middle-bracket clientele. 





= up with the Jones is ofttimes a 
costly vanity for the jeweler in a moderate income locale. 
Architectural elegance may be bought at the price of the 
customer’s ease; and many a firm has discovered, too 
late, that it has garnished and gilded itself beyond the 
level of its middle bracket clientele. 

The Howard Diamond Company of Los Angeles, which 
undertook a three-month remodeling and enlarging pro- 
gram this spring, avoided that dangerous pitfall by pains- 
taking coordination of traditional store layout with mid- 
century design principles. 


Created by the architectural firm of Burke and Kober Built-in devices like this removable watch rack, de- 
signed by Owner Safan, saves important minutes daily. 





(Please turn to page 174) 
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KNOWN THE 


in Cultured Pearls, 








Sell an Established | 





Reputation! 








In times like these, people exercise 
more caution in their purchases. 


They prefer merchandise of established 
reputation to the insecurity of 
unfamiliar brands. 


SO SHOULD YOU! 


Why take chances stocking unknown. 
unproved, unprotected Cultured Pearls. 


when you can have the world-renowned. 


Registered and Insured Imperial 
Cultured Pearls—and make the same 
percentage of profit? 


WORLD OVER 


There are 3 other sound reasons why 
you should sell Imperial Cultured 
Pearls: 


a. 


You are certain of SUPPLY... 
because Imperial is the world’s 
largest importer. 


You are certain of DEMAND... 
because Imperial does more consumer 
advertising than all other brands 
combined. 


You are certain of QUALITY... 
because, as leader of the industry. 
Imperial cannot be identified with 
anything else! 


SY, Calirced Pp. earls— 
Bray the Wh-ld 3 Finest 


SH the Whrld:s Finest 
—IMPERIAL! 


Imperial Pear Nyndicate 


5 No. Wabash Avenue, Chicago 
DEarborn 2-2844 
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607 Fifth Avenue, New York 
PLaza 5-6387 


607 So. Hill St., Los Angeles 
Tucker 6159 
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|. The Customer Needs You. 


Good Salesmanship 


Depends On Know-How 


Poor selling is a wall between you and greater 
sales. Elgin has endeavored to break 


down this barrier through sales education. 


OWirar's the difference between an Amer- 
ican watch and a Swiss watch?” asked a jewelry store 
customer of a salesclerk. 

“The Americans have produced an automatic machine 
for making watches,” the clerk answered. 

Believe it or not, this is actually what one salesperson 
said! Another clerk’s answer was no more correct but 
at least had the virtue of humor when she answered, 
“There’s no difference—the grief is evenly distributed.” 
But one thing both these responses indicate is the need 
for proper training of salespeople at the retail level. 

Customers visit jewelry stores to buy what they want— 
not what they need. Thus, when salesmanship fails to 
create the reactions necessary to produce the urge to buy, 
it reveals the necessity for training salespeople in the art 
of selling which, like a watch jewel, must be carefully 
polished. 

And this is why the Elgin National Watch Company 
has initiated a sales training program for retail clerks 
that promises to give a lift not only to watch sales but 
to all other.jewelry store merchandise as well. Success 

(Please turn to page 171) 
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2. Know Your Customer. 





4. Help Your Customer Buy. 


These illustrations are taken 
from each of the manuals 
that are part of Elgin Na- 
tional Watch Company's 
new course in retail sales 
training. The program, given 
by the jeweler to his em- 
ployees, also includes re- 
cordings of actual sales 
situations to provide a defi- 
nite means of increasing 
watch sales through better 
selling methods. The sales 
course is offered to jewelry 
stores through Elgin repre- 
sentatives upon application. 
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5. Secure Your Sale. 









































Do You Recognize These 
GEMSTONES? 


Recognition of inclusions to detect synthetics, grade dia- 
monds, and identify gemstones is only one of the fascinat- 
ing subjects included in the practical courses of the G.I.A. 


NO TIME TO LOSE 
for VETERANS 


Eligible for GI TRAINING 
@ 


ENROLLMENT RIGHTS 


EXPIRE JULY 25/ 
ACT NOW! — 
* 


BENEFITS CONFIRMED BY 
5000 STUDENTS AND GRADUATES 


Merchandise the modern way 
Buy advantageously 
Learn new diamond techniques 
Increase sales and profits 
Meet tightening competition 
Become recognized as an expert 


COURSES WITHOUT cost To VETERANS 
SMALL EASY PAYMENTS TO OTHERS 


Let us supply and file your 
VA enrollments forms for you 


Gemological Institute of America 
541 So. Alexandria Avenue Los Angeles 5 
5 East 47th Street New York 17 


Gemological Institute of America 
541 South Alexandria Avenue 
Los Angeles 5, California 





Please send detailed outline of courses and application forms 


| aM eligi ae have ; teas 
el eligible for Gl training. | Thana had previous Gl training 


NAME (Please print) 


STREET ADDRESS 
CITY__ ZONE STATE 
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HOLIDAY’ 


CAVALCADE’ 








Famous Host Rex Harrison 


| co-starred with Lilli Palmer 

: in the stage hit, “Bell, Book and 
Candle’, chooses “Holiday” as 
his favorite pattern in 

King Edward Silverplate. 

Mr. Harrison is the first of 
many impressive celebrities 
you Il see in this powerful 
advertising campaign. 





“Famous Hosts’ 
campaign 
g1VES your sales a four-way boost! 





* Unique advertising theme! Suave, sophisticated personalities . . . all picked for 
: their appeal to your women customers . . . will be featured in a series of big ads. 


| * 22,000,000 circulation! Thousands of women in your community will see King Edward Silverplate 


advertising month after month... in the magazines shown on the opposite page. 


* Powerful promotional aids! Ad mats ... counter cards ... displays . . . consumer folders . . . 
everything you need to set the stage for star-studded profits are coming your way. 

*® Everything your customers want in silverplate! A pattern for every taste, a price for every budget. 
Complete services starting at $34.50. Extra overlay at wear points for maximum service. 


Unlimited service guarantee. 


Plan now to get behind the strongest advertising campaign 
in the history of popular-priced silv — 


King Edward ..=.. Silverplate 


“the popular-priced silver plate with the high-priced look” 


: NATIONAL SILVER COMPANY New york + LOS ANGELES + MIAMI 


ATLANTA © CHICAGO ¢ DALLAS * DETROIT * PORTLAND (ORE.) * SAN FRANCISCO * SEATTLE 






cen wry orp 
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Fashion Forecast 
(From page 101) 


dusters, and pocket stoles worn over sleeveless dresses. 
All were adaptable for both mother and daughter and 
created a double ensemble charm. This natural market 
has been exploited with growing success by the clothing 
industry but has been ignored almost entirely in the 
jewelry field. Now, however, some promotionally alert 
houses are beginning to do something about it and we 
wish them every success! 


Ostby and Barton Company, famous for their very com- 
plete line of 10 and 14 karat gold rings, have added a 
delightful series of “Mother and Daughter” rings and 
planned a complete promotional program. There’s a 
choice of twelve birthstone colors in sparkling simulated 
stones and a variety of graceful golden settings. Just 
imagine how many little girls will clamor to have a ring 
to match mother’s and the many opportunities for double 
sales. The “Mother and Daughter” rings illustrated in 
our fashion group have fluted zephyr mountings of gold 
shining with emerald green stones. 

Henri Hiltz, designer for Ostby and Barton, and with 
an international reputation for artistic design, says their 
new line of women’s rings are keyed to the feminine trend 
in fashion. He brought out captivating criss-cross flow 
rings blending shades of blue zircons, clusters of cultured 
pearls highlighted with colorful stones, magnificently 
styled onyx, and Florentine lace mountings woven in 
gossamer patterns. There was also American jade in 


eleaming flat gold settings. The line of masculine yip 
at Ostby and Barton are designed in a directly contrag, 
ing mood. Great massive sweeps of gold form rings that 
are boldly elegant and two tones of gold are played on. 
against the other with striking effect. 

Ledo Jewelry Co. forwards “Mother and Daughter’ 
jewelry ensembles with rhinestone barrettes for the hair 
This is a pretty combination and the child’s hair om. 
ment is an exact duplicate of the mother’s except small 
in size. There is, of course, a large assortment of eTown. 
up hair ornaments for curls, chignons and braids, ang 
lots of sparkle and flash in all sorts of designs, sizes and 
shapes. 

Ledo has an unusually large selection of jewelry de. 
signed for outstanding fashion appeal including Pins, 
bracelets, necklaces and earrings. There is rather strong 
emphasis on pins and combinations of colored stone, 
Spectacular heraldic pins like miniature crown jewels are 
made of enormous colored cabochons and rhinestones, 
Shooting Star pins trail streamers of brilliant color, and 
delicate flower pins have colored petals edged in rhine. 
stone frost. Illustrated: on the afternoon frock, with 
matching muff, is a lifelike Ledo butterfly pin with a 
double wing spread in lacy gold-plate and sparkling with 
amethyst colored stones shading to rich violet. The muf 
wears an adorable little male butterfly pin going a-court. 
ing with a tiny bouquet of brightly colored flowers tucked 
under his wing. This wing flips gaily up and down and 
he will most surely prove irresistible. 

There seems to be an increasing interest in butterfly 
designs and the French designer, Dior received applause 








———_———__.. 








ee 








* Fine Precious Stones * 











30 Years of Service to Leading Jewelers 





... Loose... or in beautiful 
Platinum Diamond Mountings 


of exclusive design... 
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Rubies 

Star Rubies 
Sap phires 

Star Sap phires 
Emeralds 
Catseyes 





ROBINSON & SVERDLUK INC 


610 FIFTH AVE., Rockefeller Center, New York 
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for his butterfly print material. We'll see it fluttering in 
many of the more lovely summer dresses. The cloth 
muffs matched to dresses and edged in ruching are 
another new Paris fashion and will make an attractive 


background for summer jewelry. 


ORIENTAL MOTIF IN GOLD SPLASHED PRINTS, 
pEARLS AND JADE 

There is a Chinese feeling being expressed in several 
phases of fashion both in Paris and America—perhaps 
because so much of our attention is focused on the East. 
Gold-splashed prints are brightening the scene both day- 
time and evening in luxurious materials. Mandarin col- 
lars are seen everywhere on dresses, suits and coats. and 
Coolie hats like tiny umbrellas top ensembles featuring 
short Chinese jackets. Of course it’s impossible to think 
of China without thinking of jade, and jade jewelry is 
with us classically year in and year out. Yet it does seem 
that jade is being shown more and more often in the 
jewelry houses | visit and with the present interest in 
Oriental styles it is an excellent time for jewelers to pro- 
mote it. 

Art-Craft Jewelry Company specializes in exquisitely 
fashioned jade jewelry. The day I visited here packets 
of jade had just arrived from Hong Kong and were being 
expertly examined for translucency and uniformity of 
color. Only the finest apple green and emerald green jade 
was accepted and the rest was returned to an outgoing 
tray. Mr. Babakian showed me some antique jade pieces 
which are also coming through from Hong Kong where 





he says they are now cutting up ancient objects of art, 
and these too will be placed in gold settings to become 
beautiful jewelry of more than usual interest. 

Art-Craft believes in retaining the complete flavor of 
the Orient and their settings are designed accordingly. 
Jade earrings are outlined in twisted gold and sometimes 
woven with seed pearls; bracelets and necklaces of bur- 
nished gold links suspend hexagonal jewels; and ring 
mountings gleam in design with a memory of ancient 
dynasties. Some of the jade pieces are smoothly polished 
while others are intricately carved and Mr. Babakian 
explained how a study of the carvings reveals the province 
in China from which they have come. This house also 
has a superb collection of other precious jewels which 
I'll tell you about at another time, and a fascinating dis- 
play of pronged-scarab and dropped-charm scarab brace- 
lets, all hand-carved and with intriguing hieroglyphics 
across the back. The jade jewelry is shown with the 
Chinese ensemble illustrated. 

Progressive Jewelry Company is well known for 
uniquely beautiful jewelry fashioned of solid gold, cul- 
tured pearls and color patterns traced in genuine jewels. 
Here is a splendid selection of pins and earrings, rings 
and clasps intermingling rubies, emeralds, sapphires and 
pearls—and many of these also shine with Oriental 
opulence. There is, for instance, a jeweled heart shim- 
mering with enormous pearls and reflecting the blue tones 
of carved sapphires, and creamy two-strand pearl brace- 
lets with scintillating ruby clasps. A gold pin with slender 
spiraled branches holding pearls like ripe fruit looks 
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picked from a Ming garden, and a pin illustrated on the 
print-lined ensemble is a fantasy tree of gold with 
grotesque but enchanting pearl-tipped branches. All very 
Chinese in feeling. 


UPPERCRUST STORY IN DIAMOND FASHIONS 


The apex of fashion is inevitably expressed in beauti- 
ful diamond jewelry, and April, the month of diamonds 
is the perfect time to talk about a source responsible 
for fabulous custom-made pieces of modern jewelry. 


Oscar Heyman & Brothers, Inc., are noted for their 
exclusive jewelry creations and for leadership in the 
realm of high fashion. These are mostly one-of-a-kind 
jewels, freshly imaginative in design, and marked bv 
rare beauty. “We are not believers in the traditional!” 
Nathan Heyman asserted, as we sat in a huge conference 
room. “We believe in creating new designs keyed to the 
highest concept of fashion.” 


When I asked about the growing popularity of colored 
jewels, Heyman enthusiastically replied that they use them 
all the time, and especially like color radiance flashed 
with diamond fire. He told me, too, of adventures in 
Thailand, Burma and Brazil as he personally searched for 
the perfect gems that go into this top-flight jewelry. After- 
wards | saw trayful after trayful of radiant green 
emeralds, topaz like yellow sunlight, blazing rubies and 
twinkling Ceylon sapphires. And we walked through 
vaulted workrooms where each master craftsman sat 
before large windows receiving every benefit of out-of- 
doors light upon his work. 


This brilliant blend of precious jewels in combinat; 
with diamonds is certainly a departure from the i: 
ary all-diamond and platinum pieces and shows the . 
pact of color in the upper strata of fashion. Mlustrate, 
on the Sophie gown is a Heyman clip in multi-color com. 
bination with a very delicate diamond outline. |, j; set 
with Oriental sapphires in blue, yellow, rose, and Violet 
with two dominant jewels of gem imperial jade. Diamond 
ribbons curve sweepingly through the jewels jn modern 
abstract design. 


INTERNATIONAL FASHIONS SHOWN 


An interesting factor in connection with the {ashiop 
picture is that in March an International Fashion Reyy. 
was held at Chalfonte-Haddon Hall in Atlantic City ang 
was one of the most comprehensive fashion presentations 
ever held in this country. It was unique because it wa: 
the first time so many of the world’s fashion leaders hay. 
condescended to combine their current stylings in one 
show. 

Eleven nations displayed their outstanding fashion 
creations for 1951, and the countries taking part were: 
France, England, Japan, Greece, Israel, Italy, Mexico. 
Ecuador, the Philippines, Hawaii, and the United States, 

This tremendous and highly successful venture is ap. 
other block of evidence pointing to the powerful potential 
of fashion. To participate in fashion promotion progres. 
sively-minded people are willing to fly to any part of the 
globe! Fashion is high powered. It is fast. It is the 
strongest force for selling merchandise. It is profitable. 
And its all yours, Mr. Jeweler! 
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565 FIFTH AVENUE at 46th 
NEW YORK I7, N. Y. 
TELEPHONE: PLaza 3-9727 
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Mrs. America’s Silverware 
(From page 104) 


chases of silver flatware, did plan to buy stainless steel. 
The largest part of these were in the middle income 
For durability and to save on the wear of silver- 


group. ' ' 
e the two leading reasons given for purchasing 


ware wer 


stainless steel. — 
Most families acquired their silver flatware sets com- 


lete. This plan of acquisition was more common for 
plated (82.5 per cent) than for sterling (50 per cent) 
and for the higher and middle income groups for both 
Linds of silver flatware. The place setting plan was 
used more extensively for sterling (33.4 per cent) than 
plated (8.3 per cent). Among the lower income group 
the place setting plan was more common in acquiring 
sterling flatware. Compared to a similar survey of a 
decade ago, the place setting plan has become increas- 
ingly popular among all income groups. Acquiring 
silverware little by little was practiced to a greater degree 
for sterling than for plated flatware. This plan was most 
common for the lower income group. 


7 OUT OF 10 PAY CASH 

About 7 out of 10 housewives paid cash for their 
silver flatware while the remaining 3 purchased it by 
30 days’ charge, 3 months’ instalment, and over 3 months’ 
instalment. Instalment credit was greater in the low and 
middle income groups while 30 days’ charge was great- 
est in the higher income group. 


About three-fourths of the housewives indicated their 
sterling and plated silver flatware was purchased from 
department stores and jewelry stores. The largest per- 
centage of housewives secured their plated flatware (this 
covers all grades) from department stores; however, the 
jewelry store was the most important source for the pur- 
chase of sterling flatware by the high and middle income 
groups. 

The store’s reputation or goodwill was the most im- 
portant factor influencing the silver flatware purchaser's 
choice of outlet. Price concession ranked second. A 
significant per cent (20) of the silver flatware purchasers 
lacked an apparent reason for purchasing. from a given 
source. 

About one-fifth of the purchasers reported they had 
received a discount by the retailer from the regular price, 
at times when the silver flatware was not.on special sale. 
The prevalence of price concessions did not vary between 
sterling and plated nor among the higher. middle, and 
lower income groups. 


lake a thousand high school youngsters, get them emo- 
tionally stirred up over a statewide basketball tournament, 
and then turn them loose on a town after the theaters 
have closed, and you are apt to have a potential source of 
trouble. At Topeka, Kansas, last winter, thanks to the 
planned program of the Chamber of Commerce, these 
youngsters were invited to a post-game party with dancing 
and refreshments. The kids liked it, had plenty of clean 


jun and went back home praising Topeka and its citizens. 

















GUARD RINGS 


in all genuine birthstones 


and in eight different styles. 
Large selection of genuine 


emerald guard rings in stock. 


Memorandum Selections gladly submitted. 


REPRESENTATIVES 


CHICAGO — Louis N. Rose, 29 East Madison St. 


PACIFIC COAST — Moe Diamond, 
220 West Fifth St., Los Angeles 





¢e DIAMOND PLATINUM 


e DIAMOND PLATINUM 


e SINGLE STONE 





~ Meyer Koulish Co., Inc. 
228 East 45th Street New York I7, N.Y. 
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WEDDING RINGS 


DINNER RINGS 


ENGAGEMENT RINGS 


New Designs are constantly being added 
to our already vast array of styles. Our 
fine quality craftsmanship speaks for itself. 
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Murphy Anniversary 


(From page 110) 


Murphy, an Assistant District Attorney at that time, had 
just successfully concluded what was probably his big- 
gest recovery of jewelry from a theft, and the sentencing 
to prison of the men committing the crime. He was suc- 
cessful in recovering some $997,000 worth of jewelry 
from a total loot worth $1,116,000. 

Chairman Wormser of the newly organized Jewelers’ 
National Crime Committee proposed that Mr. Murphy 
be retained as counsel for that organization. Mr. Murphy 
resigned as Assistant District Attorney and took over the 
- job of investigating robberies committed against jewelers. 
During the first year in his new job, 39 robbers were 
indicted; 23 others indicted for criminally receiving 
stolen property; seven others were indicted for grand 
larceny; three others indicted for concealing assets, and 
18 of them were tried, convicted and sentenced to prison 
terms. 

Mr. Murphy worked with the National Crime Com- 
mission in Washington, D. C., in November, 1926, 
and was the spokesman for all civic associations in New 
York City before the legislature of the State of New York, 
advocating the passage of the Baumes Laws which in- 
creased the penalties for second and third offenders. As 
a result of the activities of the Jewelers’ National Crime 
Committee, combined with that of the Jewelers’ Security 
Alliance, there was a big falling off of crimes of violence 
among jewelers. Prosecutions were vigorously conducted 








and many of the robbers sentenced to prison from 10 tg 
25 years and some for life. 

It was thus that the criminal element was taught a ney 
respect for the jeweler’s ability to protect himself through 
an active organization. The widespread activities of the 
JSA through its employment of the “Pinkerton’s,” anq 
Dick Murphy’s exceptional talents in solving crimes 
against jewelers and securing convictions of the perpetra. 
tors, brought about a new security for retail jewelers jp 
the operation of their businesses. 


THREE ORGANIZATIONS MERGED 


In 1928, the three organizations—The Jewelers’ Ng. 
tional Crime Committee, the Jewelers’ Protective Union 
and the Jewelers’ Security Alliance—were merged into 
one overall organization and became the Jewelers’ Secur. 
ity Alliance of the United States. Mr. Murphy was 
retained as counsel for the merged organizations and con. 
tinued his vigorous prosecution of thieves all over the 
country. 

Dick Murphy secured the first conviction in the State 
of New York on the identification of an unset diamond, 
Dick provided all the jurors in the case with a loupe so 
that they could see for themselves the identifying imper- 
fection in the stone which was the “corpus delicti” in this 
particular prosecution. 

Tracking down the criminal receivers of stolen prop. 
erty was a special forte of Mr. Murphy. In 1939 he 
obtained a confession from one of the men involved in a 
large robbery in New York. As a result of this confession, 
21 robbers and receivers were convicted and 33 rob. 
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lasurance consultant to the Jewelry Trade for more than 39 years 


Monroe Flegenheimer 


Now offers a new lower cost overall and economical 


JEWELERS BLOCK INSURANCE PLAN 


Qaauisies are invited .. 





. One of our representatives 


will call at your office at your convenience... 


MONROE FLEGENHEIMER 


20! East 34th Street 


New York 


MUrray Hill 9-5913 
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heries against jewelers were solved. Since that time there 
has not been a single jewelry robbery committed by a 

ang in New York City. | . . 

An example of the tenacity of purpose of this nemesis 
of thieves is given by what turned out to be the longest 
drawn out case in Mr. Murphy’s experience. 

During 1939-1940, a gang of robbers were operating 
‘n the Middle West and a number of jewelry salesmen 
were robbed of thousands of dollars’ worth of jewelry. 
The JSA through the Pinkertons obtained information on 
the identity of two of these robbers and in July of 1941, 
both of these men were convicted. Mr. Murphy was 
‘nstrumental in having one of these men make a con- 
fession to the United States Attorney in Detroit and in 
1943, one Meyer Gordon of Chicago was indicted for 
criminally receiving stolen property. 

It was back in the twenties that Dick Murphy, then in 
the District Attorney’s office in New York, had secured 
an indictment against this Gordon, but a material witness 
was eliminated by a blast from a gun and the prosecution 
failed. Murphy never gave up his determination to con- 
vict Gordon, one of the most notorious receivers of stolen 
property in the country. When Gordon was ultimately 
brought to trial in Detroit in 1946, Dick went to that city 
and assisted in the prosecution. A conviction was secured 


and Gordon was sentenced to serve 20 years in a Federal 


penitentiary. Gordon appealed his conviction all the way 
up to the United States Supreme Court and successively 
failed. He is now serving out his 20 years. 

It took Dick Murphy about 20 years to accomplish his 


purpose in that case, which serves to emphasize his tenac- 
ity in tracking down those elements operating against 
jewelers. 


SOME CASES HAVE HUMOROUS SIDE 


Not all of Murphy’s cases take as long, nor are all 
without their humorous aspects. In one case where he 
was assisting in the trial of a criminal receiver in New 
York County, the evidence was a paper of 19 diamonds 
from a lot of $200,000 worth of stones stolen in a robbery. 
An undercover man employed by Mr. Murphy had bought 
the paper of diamonds from the receiver then on trial. 
At the conclusion of the case, the lawyers were holding a 
discussion at the front of the courtroom while the de- 
fendant was led out to be returned to his cell. Packing 
up their briefcases, Mr. Murphy asked that Exhibit A, 
the paper of diamonds, be returned to him. But where 
were they? The paper of diamonds turned up missing. A 
frantic dumping out of wastebaskets and briefcases fol- 
lowed, but with no results. After talking things over with 
the judge and the District Attorney, Mr. Murphy con- 
cluded that the only other person who could have taken 
the evidence was the defendant. The warden of the jail 
was called and requested to search the prisoner. Sure 
enough, there were the diamonds. 

Questioned, the prisoner said that he saw the diamonds 
lying on the counsel table as he was being led out of 
the courtroom. With everyone busy talking, he just 
reached out and appropriated the evidence as he walked 
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The big league ballplayer and the outstanding store 
og have one thing in common. Each is unusual — 
one in performance, one in the merchandise it features, 
A Herschede Chiming Floor Clock is always a 
great star in a line-up of selections. Its superb distinction, 
the incomparable beauty of its chimes, clearly 
indicate a store that offers the unsual. Drawing the 
patronage of those who want the finest, 
it creates the store prestige so strongly desired 





BIG LEAGUE Store 


No. 245 
(pictured here) 
is a beautiful 
expression of 
Colonial design. 
Honduras mahogany 
case is 86” high. 
Westminster Chimes 
on 5 tubular bells. 


Write for catalog 
showing the 
whole line-up 
of outstanding 
models. 





by far-sighted merchandisers. 


of Z; rf Yu 
ALC HLM (LOCK: 


Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 













Cathedral Chimes 
on Tubular Bells 
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Write for the new Racine catalog of 
Timers and Chronographs ofall 
types —in all price ranges — for 


SCIENCE © SPORTS © INDUSTRY 


% GUINAND and GALLET TIMERS 
% GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 19, N. Y. 
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| by. Needless to say. he received the maximum sentence 
on his conviction. 
Pages could be filled with further examples of Dick 


_ Murphy’s work in tracking down and convicting jewelry 
thieves. His experiences through his years as prosecuting 


attorney in the District Attorney's office and the past 95 
years as counsel for the Jewelers’ Security Alliance woyl4 
make a _ book. 

Proof of the success of his endeavors is written in the 
mental comfort and security which the jeweler toda 
enjoys in the operation of his business. The small blye 
emblem of the Jewelers’ Security Alliance, conspicuously 
displayed in the stores of member jewelers continues as 
sufficient warning for “smart” thieves to leave that store 
untouched. 





Birthday Cards Center Window Interest 
On Gifts 


Men’s birthday gifts are cleverly promoted from time 


to time with the display pictured, at Mermod-Jaccard. 
King, St. Louis. 





The window display, used between seasons or when. 
ever space is not scheduled for timely promotions, fea. 


| tures a blowup of a birthday greeting card in the center, 


labeled “To a Man of Distinction on His Birthday.” Six 
standard-sized cards are set on bases of stepped-up height 
on either side, with more copies open for reading the 





Between-season display used to promote birthday gifts. 


message in the center of the window. This provides 4 
general “birthday atmosphere” in addition to featuring 


_ the “Man of Distinction” slogan. 


Birthday gift suggestions scattered through the window 


floor include military brushes, key cases, billfolds, smok- 


ing accessories, bottleguards, card cases, jewelry box, 
silver backed combs, and lighters. These are changed, of 
course, at each use of the window, which may vary the 
type of birthday greeting shown. However, because of its 
catchiness, this particular window has been put to re- 
peated use at the store, and always with excellent results. 
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Silver Parade 
(From page 109) 


from planning, coordination, and cooperation. The Coun- 
cil, with four years’ experience in timing its promotions 
and releasing its suggestions, has established a promo- 
tional mechanism that is well-nigh perfect. The Silver 
Parades are to the jewelry retailer what the January 
“white sale” tradition has become for department stores. 
And public response is growing every year. 

Moreover, the effect has proved to be much more lasting 
than that which might be given by a wholly artificial 
“one-shot” promotion or merchandising stunt. The cum- 
ulative effect of the Council’s Silver Parades is making 
itself felt each year in increased annual jewelry store 


silver sales. 

And no wonder. The advantages of dealing with a local 
jeweler—as compared to the offerings of the house-to- 
house silver canvassers—blare from radio loudspeakers, 
advertising headlines, news stories. The public reacts 
to this barrage of concerted effort. The public does di- 
rect its attention upon its need for silverware and takes 
note of the sense of satisfaction to be achieved by dealing 
with an established retail jewelry store. 


In short, the Parades are now a national institution 
and a valid one. The retailer who fails to take advantage 
of them may be unconsciously letting himself down, as 
well as his colleagues and his individual art and pro- 
fession as well. For the greater the number of jewelers 








promoting silver simultaneously in any given market 
during the Silver Parade, the more the public mind in 
that market will be drenched with the underlying theme. 
which is: Buy silver—and buy it from the established 
retail jewelery store that serves you so well and faithfully. 


HOW IT'S DONE IN ‘51 


The Silver Parade plan book just released to retail 
members of the Jewelry Industry Council contains more 
usable selling ideas for putting across the selling theme 
this year than any other promotion of its general type 
seen in recent years. There are newspaper advertising 
suggestions—a great many of them, to be adapted to any 
type of store personality. Radio scripts and commercials, 
direct mail copy suggestions, easel display cards, work 
check sheets—all combine to stimulate action and to put 
across the striking new slogan: “Silver—Your Most Beau- 
tiful Necessity.” “Busy, preoccupied, or ordinarily indif- 
ferent retailers can scarcely fail to be stimulated to intel- 
ligent action by the excellence and practicability of the 
ideas set forth. 


THAT NEW SILVER SALES PACKAGE 


A totally new conception in silver selling is introduced 
this year. In describing it, A. E. Haase, Executive Direc- 
tor of the Council, has this to say: “The 1951 Silver 
Parade Idea Book brings you a new idea, which if prop- 
erly promoted, can cause millions of people to extend 
their normal, conventionally restricted place settings— 
and buy more silver. The idea is called ‘The Continua- 
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Bright as the sun of a lovely spring day, 
smart as the Easter parade... this beautiful 
14K yellow gold and palladium brooch set with 
Amethysts and diamonds will be well 
received by your most discriminating customers. 
Also available with Opal, Garnet, Peridot, 
Topaz-Quartz and Tourmaline. 
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MANUFACTURING 


2 Garden Street 
J. 


Newark 5, N. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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NEW CHARM DISPLAY 


by 
Disher 


- wholesaler for charms mounted on the new Fisher 


Yuu 


splay. It's FREE. Display charms NOW —they are selling. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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tion Setting’—a ‘package’ consisting of the following 
pieces—Dessert Spoon, Iced Beverage Spoon, After Dip. 
ner Coffee Spoon, and Cocktail Fork.” 

The new “package” obviously makes possible a power. 
ful and legitimate price appeal; too—it costs half ag 
much as the basic six-piece setting. Specific suggestions 
for promoting the new idea in newspapers, over radio 
stations, and in direct mail copy are set forth, clearly and 
usably, in the 1951 Silver Parade planning book. 


LEST JEWELERS FORGET 


While the theme “Silver—Your Most Beautiful Neces. 
sity” is interwoven skillfully throughout all the material 
given, the Council’s newest Silver Parade idea book also 
sets forth, in a form readily adapted to the retailer’s pur. 
pose, the suitable phrases which emphasize to the public 
the benefits obtained when it buys its silver at jewelry 
stores. No jeweler can afford to lean back on his oars 
and take it for granted that the public is fully acquainted 
with these advantages. 

For that reason, a foreword by the executive director 
of the Jewelry Industry Council sums up the purposes of 
the Idea Book and likewise sets forth these advantages, 
with conviction and persuasiveness, in the following 
which every jeweler should take to heart: 





words 
(1) Only in the jewelry store is the public offered un- 
limited selection of the finest patterns of the fore. 
most silversmiths—as contrasted with the limited 
selection of the very few patterns offered by house- 
to-house salesmen. 
Only in the jewelry store are the best values in 
silver to be found—ounce-for-ounce and dollars- 
for-dollar. 
Only in the jewelry store is the public offered 
quick delivery of silver from open stock of patterns 
guaranteed to remain open, so that pieces may be 
added at any time. 
Only in the jewelry store are these necessary ser- 
vices readily available: Skillful engraving—im- 
mediate delivery—gift wrapping—bride’s registry 
—and expert counsel and guidance, based upon 
years of experience. 


These benefits merit promotion, as the Silver Parade 
Planning Book stresses. “They deserve to be spot-lighted 
by every jeweler—to the end that when the public thinks 
of silver it will think immediately of the jewelry store as 
its logical headquarters for silver.” 


(2 


~~ 


(3) 


(4) 


DISPLAY CARDS CAN BE USED YEAR 'ROUND 


To make certain this concept is emphasized month after , 
month, the Council has sent out with its 1951 Silver 
Parade idea book five easel-backed window and counter 
display cards, each hitting the theme hard, though only 
one of them stresses the “Parade” as such. Thus the other 
four display cards may be used many times, for such 
silver-giving occasions as wedding anniversaries, silver 
for the bride, for the favorite graduate, and silver to 
brigten the home. Such utility last year resulted in year 
"round use of Council’s cards, and members have re- 
quested that this practice be followed again. It is difficult 
to see how any jeweler can fail to put the Parade idea 
to work for him this year. 

For this is the year to make up your mind to go after 
the great market of silverware buyers. 
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Outside Selling Gets Customers Early 


“Getting them on the outside and getting them young” 
are twin slogans which have spelled profitable bridal 
merchandising success for Cogburn’s, outstanding jewelry 
store in Panama City, Florida. _~ 

Although located in a small northwestern F lorida resort 
town, the Cogburn store, operated by Jesse Cogburn, 
maintains a huge stock of some 52 patterns in open-stock 
china, more than 90 patterns in crystal stemware, and 
60 patterns of sterling and plate flatware. This huge 
lineup was the result of the ambition of Mr. Cogburn to 
carry as large a choice of each as was available in the 
entire state, and to do away with the necessity of local 





Glass-fronted shelves keep large stock of china patterns on 
ready view and greatly facilitates customer selection in this 
Florida jewelry store. 


residents journeying to larger cities, 100 miles away, 
when making the all-important selection of china, glass, 
or silver. 

With this huge choice backed up by a consistent weekly 
newspaper and radio advertising program, many jewelers 
would feel that they had taken sufficient steps to insure a 
profitable annual bridal volume. Not so Mr. Cogburn. 
First, and most important, the Florida jeweler is a firm 
believer in “outside selling.” “I believe in contacting 
prospective brides while they are still in their younger 
teens,” he states. “We have found that this is the first 
contact most of them have with the traditional need for 
selecting patterns to serve as wedding gift suggestions for 
friends and relatives. Therefore, we work very closely 
with the local high schools, and see to it that no girl 
graduates without at least a smattering of education in 
pattern registration.” 

The job of outside selling is in the hands of Miss Louise 
Kyser, store manager, and Christine Cogburn, Mr. Cog- 
burn’s wife. Both visit each local high school in May, 
shortly before graduating time, when special “table- 
setting classes” are held for the benefit of all girls in the 
home economics classes. The girls are encouraged to try 
out some of their own ideas at settings, and to ask all of 
the questions they wish. Such presentations usually re- 
quire an hour or more. 

Before leaving the school, Mrs. Cogburn invites each 
of the girls who has witnessed the demonstration, as well 
as all other graduates of the high-school senior class, to 
visit the store. promising a warm reception, and a hand- 
some gift for each. 
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The HALE, ideal for the 
small room is 75/2” high. 
Westminster Chimes. 
Retails for $435, plus tax. 
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The R-941 — brilliantly modern, 

encased in natural blond Avodire, 

and with Westminster Chimes. 
Retails for $60, plus tax. 
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Heavyweight 14 Kt. Gold with 
hand chased White Gold Eagles. 
Top and side emblems enameled. 


$65 Keystone 
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Gemology Course 


(From page 116) 


The stone to be tested is placed on this window. To make 
an air-free contact between the stone and the glass, 4 
drop of liquid whose refractive index is higher than eithe, 
the stone or the glass in the window is placed on the wip. 
dow and the stone gently slid into place with a flat sy. 
face, usually the table, resting on the glass window. 


Now looking through the eyepiece it will be seen that 
part of the scale is illuminated by light reflected from the 
stone down onto the scale, while the remainder of the 
scale is in a slight shadow. (Figure 4.) Since the line of 
demarcation is fairly sharp, it will be possible to see oy 
the scale at what division the contact between the two 



























































































































































GEM STONES USED IN JEWELRY 
| Refractive 
Mineral Gem Name Index 
| _—— 
Opal Precious Opal 1.45 
Lazulite Lapis Lazuli 1,500 
Feldspar Moonstone 1.534 a 
Labradorite 
Quartz* Amethyst 1.54 4 
| Agate 
| Onyx 
| Quartz Topaz 
| Rock Crystal 
Beryl | Aquamarine 1,57-8 
Emerald 
Morganite 
| Golden Beryl 
Nephrite | New Zealand Jade | 1.60-3 
Topaz | Topaz 1.61-2 
Tourmaline Tourmaline 1.634 
——! —————| 
Turquoise Turquoise | 1.63 
Chrysolite Peridot  1.65-9 
Spodumene Kunzite 1.66-7 
Jadeite | Jade ‘1.66-8 
Spinel _ Spinel | 1.72 
Synthetic Spinel | Numerous | 1.73 
ene tenets 
Chrysobery! Alexandrite 1.74-5 
Catseye 
Chrysobery! 
Bohemian Garnet Garnet 1.75 
Garnet Almandine 1.79 
Corundum Sapphire 1.76-7 
Ruby 
Fancy Sapphire 
Zircon Zircon 1.77-1.99 
Diamond Diamond | 2.46 
Synthetic Rutile Titania (Others) 2.60-2.90 














Figure 5. Refractive indices of stones used in jewelry. 
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reas lies. This point is the refractive index of that stone. 
These ‘nstruments are designed to give direct readings of 
the refractive indices derived from the angle of total 


reflection observed in the stone. 
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Figure 4. Refractometer scales. At left green band below 
the darker shading indicates a refractive index of 1.58; 
the other readings indicate an R.I. of 1.73. 


Since the reading on the refractometer scale is a 
definite number, it is apparent that an enumeration of the 
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customers. 
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HIDELIS rosaries 
Graduating time ‘ gift time. Private Catholic schools are now gre di 


ating students by the hundreds of thousands, while many more thousands _ 
_of Catholics graduate from public schools each year. | | 





stones in the order of their different refractive indices 
should give a rapid way of determining what an unknown 
stone is. In most instances this will be the case; many 
similar appearing stones will have widely differing re- 
fractive indices. A clear, light blue stone, for example, 
with a refractive index of 1.62 will be immediately iden- 
tified by reference to the list of stones and their refrac- 
tive indices (Figure 5) as a blue topaz and not an aqua- 
marine, nor a Ceylon sapphire, nor a synthetic spinel 
imitation of an aquamarine. 

As can be seen from this example alone, there are so 
many possibilities for confusion in attempting to identify 
a stone without the proper equipment that it is foolhardy 
for the jeweler to attempt to get along without it. 

Next month we will go further into the property of 
refraction, discussing the single and double refractive 
stones and two other instruments used in this study. 





Merchants of Deadwood, S. Dakota, are alert to the 
sales opportunities inherent in their location as a tourist 
area. Each spring the Chamber of Commerce stages a 
Tourist Hospitality School which is attended not only by 
employers and employees, but also by interested citizens. 
One of the speakers at a recent school spoke on the neces- 
sity of protecting forests and wild life and educating the 
traveler along these lines. Other speakers stressed his- 
torical values of the Deadwood area and how to make 
them appeal to tourists. Way of handling tourists, requests 
jor information, etc., were also detailed. The schools have 
resulted in Deadwood achieving a fine reputation among 
tourists. 















Supply this huge market with a new type of graduation gift, one in 2 
tune with a way of life, a gift that will last and be cherished for a lifetime, | 
Fidelis Rosaries. If-you haven't seen the Fidelis rosary line, write to us, for 

we stock many rosary combinations to meet the fancies of all your 
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You cannot Feature a Finer Rosary than 
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FINE SWISS WATCHES... js 7 
Obtainable through your Wholesaler or 
RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. ° Plaza 9-6346 
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CULTURED PEARL 
NECKLACES 





All Sizes of Loose 
Pearls 


CAMEOs — SEMI-PRECIOUS STONES 


Braps — Zircons — MosalIcs 


Selections Sent on Approval 





A. DIAGONALE & SONS, inc. 


116 Nassau St. New York 7, N. Y. 
Tel. COrtiandt 7-4674 
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Silverware Displays 


(From page 113) 


the delicacy of the silver’s chasing and engraving. The 
background material does not necessarily need to hp 
fabric, and if it is fabric it does not need to be velvet ag 
so many stores seem to feel! Backgrounds may he painted 
in flat colors—not shiny enamels—for practical, easy.to. 
change, effects. Wall papers and various types of display 
papers may be used for semi-permanent or temporary 
settings. If a fabric effect is desired without the Cost, 
there are fabric-like finishes on some display papers. The 
velour type paper has a soft velvety texture and is espe. 
cially good for covering window floors. 


WIDE SELECTION OF FABRICS 


For spring and summer displays there are silky rayon 
and nicely textured cottons which are cooler looking and 
more pleasing in warm weather than velvets and velours, 
Rayon taffeta comes in many lovely soft colors, is eco. 
nomically priced for the quality look that it gives and 
pleats and drapes gracefully. Faille and bengaline with 
their fine ribbing are excellent for draping and for cover. 
ing plaques and panels. There are linen-like weaves jn 
rayon and cotton fabrics which make good window floor 
coverings and are fine for plaques, panels and elevations. 
Linen runners, doilies and even small tablecloths can be 
used to good advantage in windows and show cases with 
silver. They are especially appropriate since it is on such 
materials that they will be used in the home. Place set- 
tings and table settings are, of course, always arranged 
on linens, but other arrangements of hollowware and 
flatware can also be shown this way appropriately. 


FLUORESCENTS EXCELLENT FOR SILVER 


In lighting silverware displays, fluorescent fixtures have 
been found excellent since they provide plenty of strong 
general illumination, but supplementing fluorescent with 
some incandescent spots will give a more dramatic and 
interesting effect and will counteract the “cold” look of 
the fluorescent. In choosing colors especially for a more 
or less permanent installation, it is well to try them out 
under the exact lighting conditions which will be used 
since the effect of the color may be quite different under 
different lighting. 


Effective merchandising of silverware includes the 
demonstration of a program of sound selling ideas as 
well as providing a flattering and suitable setting for the 
merchandise. Nothing expresses the spirit of gracious 
hospitality more than silver and no wedding gifts are 
more prized than those of fine silver. Your selling pro- 
gram starts with these two facts as basis and there are 
many, many variations. Familiarize your customers with 
all the different kinds of pieces available in both flatware 
and hollowware and just how they can be used—espe- 
cially the less familiar items such as tomato servers, 
oyster forks, compotes and muffineers. The new “con- 
tinuation setting” idea sponsored by the J.I.C. in this 
year’s Silver Parade is an excellent example of sound 
silver merchandising. Make use of this idea and devise 
similar promotion ideas suited to your store and your 
customers. Periodically mass all your silverware pal- 
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terns in one big display to stress the variety that you can 
offer in pattern selection. Display your patterns accord- 
ing to their design motifs tying them up with harmonizing 
atterns in linens, china and crystal. | 

The complete table setting is probably the most effective 
wav of displaying and selling table silver. At least one 
table, completely decorated to the last posy and bon bon, 
should be on view in your silverware department all the 
time. Unfortunately not all stores have the space to 
spare. Perhaps you can alternate the table setting with 
other display set-ups or maybe you can show a number 
of place settings in show cases or shadow boxes. A table- 
setting in your window will always be an eye-catcher for 
your hostess customers. Set a complete table in the 
window every so often if you possibly have the space. Ii 
not, approximate the table setting as best you can with a 
half size table or with individual place settings. Strive 
for variety and real distinction in your table arrange- 
ments. Get the cooperation of one of your neighboring 
linen shops and a resourceful florist in contributing to 
the project. They may be willing to donate linens and 
flowers in return for courtesy lines. You may also need 
to borrow china and glassware if you do not carry these 
yourself. 

No other merchandise requires the housekeeping care 
that silverware does, but it is extremely important never 
to let down on this care for a moment. Tarnish and dust 
not only aren't pretty, they are bad for business! The 
effect of an expensive and elaborate display can be im- 
mediately ruined by tarnish on even one piece of mer- 
chandise. 











Joplin Business Firms Boost Local Stores 


Joplin, Missouri, jewelers have joined with other busi- 
nessmen in that area to promote their city and the oppor- 
tunities it offers to shoppers. By taking full-page adver- 
tisements in Joplin Globe, the Joplin business firms have 
been boosting their stores in the “Four-State Shopping 
Area,” as this district is called. 

One of the best means of meeting competition with 
nearby, large cities, this plan has worked out well for the 
five jewelry stores in the area: Newton’s, McKee’s, Butter- 
field’s, Molloy’s, and Reeve’s. These stores were recently 
the subject of a full-page ad, the text of which read in 
part: “Joplin’s Jewelry Stores, comparable to those ot 
much larger cities, anticipate your every need and desire 
for the finer things that pride and romance and senti- 
ment and gratitude prompt you to bestow on those you 
love best. Most merchants deal in items of necessity, or 
service that is a necessity. Their customers buy food or 
clothing ur gasoline because the supply is exhausted and 
must be replenished—but this is not so in jewelry.” 

The copy then explains the fine tokeu of love and senti- 
ment that jewelry is and how much it means to human 
beings. 





By actual count, 1500 automobiles stopped for injorma- 
tion at the roadside tourist booth maintained by the 
Winona, Minn., Chamber of Commerce. Most of the cars 
contained tourists, and many of them decided to stop 
overnight at Winona, thus bringing more money to local 
tradesmen. 
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NEW! SOY Cide% department at NIASH 


The NIASH REFINING COMPANY has just 
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NEW AND IMPROVED FINDINGS OF ALL TYPES. 
Ear-clips, cuff-link backs, tie-bars, joints and catches, 


ete. are also available for immediate delivery. 


Highest Prices Paid for 


GOLD, SILVER and PLATINUM SCRAP 


FOR APRIL, 1951 


instituted a new service to the jewelry indus- 
try, whereby most standard sizes of metals, 
Gold, Palladium and Silver can be picked-up 


across the counter on “Short-order.” 
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Fine Chains 
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WE SPECIALIZE IN GOLD & PLATINUM CHAINS 
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Pre VAL SS TS 


Since 1894 We Have Specialized in 


FINDINGS 
MATERIAL 
SUPPLIES 
TOOLS 


FOR WATCHMAKERS AND JEWELERS 


Write for Catalogue Department M 


JOS. B. BECHTEL & CO., INC. 


ESTABLISHED 1894 
WHOLESALE JEWELERS 


729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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The Book Shelf | 


An Engineer Looks at Horology 


The Mechanism of the Watch, by J. Swinburne, M. Inst 
C.E., F.R.S. Published by N.A.G. Press, Ltd., London, 87 pages, 
61 illustrations. $2.50. Sent postpaid anywhere in USA, 5 
Canada, by Book Department, JEWELERS’ Circutar-Keystoyp 
100 East 42nd St... New York 17, N. Y. 

The author of this interesting little book, Sir Jame 
Swinburne, a famous English scientist and engineer and 
Fellow of the Royal Society, like so many eminent me 
before him, has in his retirement turned to the fascinating 
study of horology, for the pleasure of it rather than with 
any aim to make improvements in its theory or practice, 
He says, in the preface: “It is not odd that an enginee; 


| should be interested in the ways of the watch, as it js 


a very beautiful mechanism. . . Taking up the study, 


I found myself at variance with orthodoxy, or felt that 


the usual explanations are insufficient or inaccurate. This 
little book is not a treatise on the technology of the watch: 
it is rather a collection of stray notes, often of a critical 
character. . .” 


This reviewer will not “give away” any of the matters 


in which the author differs from orthodox theories, in 
explaining some of the phenomena in horology. Per. 


haps a better way is to borrow an idea from Sir Harry 
Lauder, who was a Rotarian and usually lunched with 
the local club, if their noon meeting happened on a day 
when he had a professional engagement in the evening. 
On one such occasion in my experience, every club-men- 


| ber brought one or more friends, jamming the place to 


hear Sir Harry, who began his speech, with the delightful 


_ Gaelic burr that cannot well be put into writing, with 


a canny observation that he appreciated the big turnout, 


but that all who wish to hear his “sing songs and crack 


jokes and have some good laughs,” can go to the Opera 


_ House that evening and pay for that. He then gave a 


solid philosophic talk on “thrift” and its blessings! So, 
in the same spirit, we suggest that whoever wishes to 
enjoy a fine excursion into fields of original and critical 
reasoning on certain orthodox horological theories (about 
which we may possibly have too complacent an attitude) 


_ may have this pleasure by buying Sir James’s book, and 
_we promise full money’s worth to purchasers. Another 


assurance we can give is that the author has presented 
his ideas very lucidly, in language that does not require 
a knowledge of higher mathematics to understand. 





Jewelry Making Techniques 


Cabochon Jewelry Making. By Arthur and Lucille Sanger. 
Published by Chas. A. Bennett Co., Inc., Peoria, Illinois. 125 
pages, 68 illustrations, in the text and including 9 full-page 
plates. $3.50, sent postpaid anywhere in U.S.A. or Canada, by 
Book Department, JEwELERS’ CircuLAR-KEYsTONE, 100 East 42nd 
Street, New York 17, N. Y. 

The introduction to this book says: “It is not intended 
here to teach all the techniques involved in jewelry mak- 
ing; it is presumed that readers will have some expert- 

° e 9 
nce in the use of small hand-tools, soldering torches, etc. 
However, we may say, in favor of the book, that within 


the variety of projects it does discuss, the practical means 


| for doing the work, the tools and materials, are not only 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















he discussion, but in some details the pictures 
lain in an original and unusually effective 
ay. jtems of everyday benchwork that could be profit- 
ie read by some of those who devote their time pro- 
fessionally to jewelry making and repairing. | 

As the title suggests, this book treats especially of 
making jewelry of silver, and set with stones of cabochon 
ar cushion-shaped form; and the stones are presumed 
to be of the semi-precious sorts. Again, the book is 
aimed in the direction of amateur or craft-jewelry work 
rather than at what is customarily done in the shop of 
the jewelry store. But some of its instructions are sus- 
ceptible of broader application than outlined, and we 
-an recommend the book as being perhaps more generally 
useful than the authors have claimed. Besides this, we 
wonder whether retail jewelers mightn’t be missing some- 
thing in not going after business in making craft-jewelry 
‘1 their own shops, work that is neither in the cheap 
mass-produced costume-jewelry class, nor in the opposite 
realm of fine work in the precious metals. set with 


cover ed int 
and text exp 


precious stones ? 





Reprint of Popular Clock Book 


The Modern Clock, by Ward L. Goodrich, published by 
North American Watch Tool & Supply Co., Chicago, Ill. Reprint 
of the first edition, published by Hazlitt & Walker, Chicago, in 
1905. 494 pages in text; 502 including index; 161 illustrations. 
$4.95, postpaid from Book Department, JEWELERS’ CircuLAr- 
Keystone, 100 East 42nd St., New York 17, N. Y. 

Since this book by the late Ward L. Goodrich became 
out-of-print some 25 years ago, a persistently increasing 
demand has been made for a reprinted edition of it. This 
demand was voiced hy workmen at the bench, horological 
schools and others on whom copies of the book, seen 
here and there, made an impression so favorable that 
their clamor eventually persuaded the present publishers 
to go ahead with this second or reprinted edition. 

Of the first edition, the demand for used copies had 
run prices for them up to between ten and fifteen times 
the price of the book when it was published. This was 
purely due to the merit and value of it as a practical 
manual of instruction in repairing clocks of the kinds in 
use when the first edition appéared, and which still com- 
prise most of the clocks that are brought to shops to be 
repaired. 

It may be asked: “Does the Goodrich book include 
repairing electric clocks?” The answer is that it does 
cover the subject of such electric clocks as were in use 
up to the time the book was written, but not the later 
development of clocks driven by small motors running 
on alternating current from domestic lighting and power 
circuits. However, the omission of motor-driven clocks 
does not invalidate the usefulness of the book because of 
the great number of non-electric clocks that have to be 
repaired. In addition, the repairing of purely electric 
clocks is looked upon by many operators of jewelry store 
repair shops as more of a job for the electrical shop than 
for the clockmaker. The latter-named jewelers refer 
motor clocks to electricians or send them as “trade work” 
to shops specializing in electric-clock repairing at prices 
on which jewelers mark-up a profit. 

This reappearance of the Goodrich masterpiece should 
be warmly welcomed by all in the trade who sell and 
repair clocks. 
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‘Today—more than ever, your customers de- 
mand full value for their dollar! Be leather- 
wise, make more profits with Bosca—tradition- 
ally the finest value in tooled and all fine. 
selected leathers. Fully guaranteed. Write for 
complete catalog. 





Huge Bosca Co., Ine. 


SPRINGFIELD 99, OHIO 
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CROSS 


Pencils... 
always in 


Style 


‘ The Ceutu oy, 


in Rhodium $3.50 
Doak & 1! 






$1.50 
Plus Tax 


Gold Filled $§.00 


Plus Tax 


+ 660 






lus T 
Year after year, old customers a 


and new customers select CROSS 

gold filled, rolled gold plate, 

sterling silver and rhodium pencils 

as gifts for all occasions 

and for their own use. 

Always keep a good supply of this ever- 
popular line on hand. 


By America’s oldest pencil manufacturer. 


JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


Lust West 47th St. © New York 19, N. Y. © JUdson 6-1666, 


DIAMONDS ror EXPORT 
BARBER «. SLUIS 
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CABLES: SLUBAR -LONDON 
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No Trade-Ins 


(From page 128) 





Then Slagle went on to explain that she would deriy. 
much more from the watch giving it to one of the maid, 

Given a suggestion as to how to dispose of the watch 
without just casting it aside, the customer bought th 
new one. 

It must be remembered that the average person jg jp. 
herently reluctant to throw anything away that’s gj) 
usable or serviceable. They want to salvage something 
from it, and the salvage isn’t necessarily tied UD in its 
cash value. 

As another example—a service station man came ip 
with an old watch to trade in. It was suggested tha 
he give it to one of his car washers. Right away, he saw 
there was more to the old watch than its trade-in yale. 
He bought a new watch. 

But there’s still another angle: “The other day,” said 
Slagle, “a well-dressed man came in, showed me an olf 
watch in a solid gold case.” 

“What's its trade-in value?” he asked. 

To hold the man’s attention, Slagle steered him over to 
the watch case and began showing him new watches, 
During this time Slagle pointed out to the man that g 
watch that old must have a lot of sentimental value. The 
man confessed the watch had been in the family over 
50 years. His wife didn’t want him to dispose of it, but 
it wasn’t in style. 

“So I sold him on the idea that the watch was worth 
more to him as an heirloom than he could possibly get 
for it trading it off.” 

The man agreed, kept the old watch, bought a new 
one and paid cash. 


WATCH IS THOROUGHLY EXAMINED 


Merchandising watches has as many facets as a well 
cut diamond. Accepting old watches has another seriow 
drawback, and not trafficking in them has a strong sales 
angle which we will explain later. 


Houston Watch Company does a large repair volume, 
and employs six watchmakers full time. 


‘“‘We operate our repair department just like a factory,’ 
Slagle said. “We will not accept any watch for a cleaning 
and oiling. We take the watch with the understanding it 
will be sent to our shop for a thorough examination, 
and that the customer will receive a detailed account of 
what the watch needs to put it back in first class condi- 
tion and how much it will cost.” : 


CUSTOMER GIVEN ESTIMATE OF WORK 


After the watch has been examined, a card is sent the 
customer giving all information. A reply card is attached 
and the customer can tear off the half, drop it in the mail 
box, if they want the work done. 

“Sometimes,” said Slagle, “they phone us to go ahead. 
But we never proceed until we are instructed to do 80. 

According to Slagle, the public doesn’t know if ther 
watch only needs cleaning and oiling. But they have been 
sold on this service strictly as a price feature. 

“Jewelers’ advertise ‘Watches Cleaned and Oiled— 
$2.50.’ And the customer expects their watch is going 0 
be put in first class condition,” said Slagle. “But it won't 
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advertiser goes ahead and makes the neces- 
and then fights it out with the customer 


when they call for their watch!” 

This is eliminated by using the card system. 

“When they learn the cost of repairing their old one, 
about 25 per cent,” said Slagle, “buy a new one from us. 


be unless the 
sary repalrs, 


GooD WORK IS ITS OWN ADVERTISING 


The reputation for good work soon becomes public 

knowledge. Many customers, after paying for a Clean 

and Oil job elsewhere, finally come to Houston Watch 
ny. 

“es eT said Slagle, “a woman came in with a 

watch wanting to know if it could be repaired. She had 

bought the watch just recently, but it had never kept 


time, in spite of the fact it had been in for service three 


or four times.” 

Curiosity prompted Mr. Slagle to look at the move- 

ment. 
“She had told me several times that a 17-jewel watch 
should keep time. But when I looked at the movement, I 
said to her, ‘But you don’t have a 17-jewel watch; it’s 
a 7-jewel.’ ” 

The customer was indignant, so Slagle showed the 
irate woman that the one before the seven had been 
scratched on with an engraving tool. “Besides,” Slagle 
said, “this is an old movement in a new case.” 

The customer wanted to know what to do, to which 
Slagle replied, “Go to the Better Business Bureau.” 


But the customer went back where the watch was 
bought, and threatened to sue. The manager grabbed 
the watch out of her hand, stuffed her hand with the 
money she had paid for it, and hustled her out of the 
store. “She came from there directly here and bought a 
new watch,” Slagle said. “And here we could assure her 
she was buying only factory new watches, for we did 
not accept trade-ins.” 

Building confidence is every jeweler’s problem. Over 
the years a reputable store gathers a reputation as a mat- 
ter of consequence. But at the beginning it has a problem. 

“T can’t recall one instance,” said Slagle, “when, before 
the customer agreed to buy a watch, they didn’t say 
something like this: ‘Will you guarantee it to keep per- 
fect time?’ ” 

Slagle tells them point blank that no watch keeps per- 
fect time, and illustrates his point by showing them a 
large railroad watch. “See this watch?” he asks. “This 
is a railroad watch—upon its accuracy millions of lives 
depend. And in order to pass inspection it can lose or 
gain as much as thirty seconds a week! 

When the customer knows what to expect, they don’t 
keep running back with unjustifiable complaints. And 
when the truth is told them they have confidence in the 
store and its personnel. 

Houston Watch Company is not located on a Houston 
Traffic Street, direct evidence that people will go out of 
their way to procure fair treatment when they know in 
advance they are going to receive it. 


“We have many customers,” Slagle concluded, “who 
bought watches from us for themselves, who are now 
buying them for their grandchildren. Our policy is: 
P eople go to trade where they are invited. They will con- 
tinue to trade where they are well treated.” 
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Sterling 








1. Identify their Pattern names and Brands. 2. Complete the sentence 
"Every jeweler should participate in The Jewelry Industry Council's SILVER PARADE because... 


30 Valuable Prizes in Sterling 
and Plated Silverware!! 


Here’s a contest that’s right down your alley. You in 
the jewelry business, who are surrounded by sterling and 
plated silver in your daily life—as a matter of fact, it 
represents 25 per cent of your annual volume—will find 
this an interesting (and perhaps a productive) pastime 
challenge. It’s more fun than a crossword puzzle—and 
has prizes, too. 

To make it easy for you, the 48 spoons on the front 
cover have been drawn in simple outline here so you 
can mark the spoons’ positions with the given numbers 
when you list their pattern names and brand names on 
your entry. When you have completed the list identifying 
the patterns and their brands by numbers corresponding 
with the numbers given the positions of the patterns in the 
illustration, then complete the sentence, “Every Jeweler 
Should Participate in the Jewelry Industry Council’s 
SILVER PARADE, because . . .” This sentence should 


be completed in 40 words or less (counting the 12 sup- 
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plied words among the 40). Use the coupon on page 198 
for your entry. 
Contest closes Midnight May 20, 1951. Read 
the contest rules on page 158. 
(Continued on Page 158) 











Helpful Hints Toward a Winning Entry 


|. All 48 patterns and their brand names are listed (but not 
in numbered order) on page 194. 


2. All but two of the plated patterns and their brand names, 
were pictured and identified on a pull-out insert in the 
January 195! issue of Jewelers’ Circular-Keystone. 


3. Nearly all the sterling patterns have been illustrated in 
one of the past 16 issues of The JC-K. 


4. For ideas to help you complete the 40 word sentence, see 
JIC Silver Parade article in this issue on pages 108-109. 
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A new campaign 





of national advertising 

by Wallace Silversmiths now introduces 
“Contemporary Classies”’ — 

four sterling silver patterns 

styled for young homes 


and young incomes. 


a LA REINE 
gs NORMANDIE 
gs IRVING 


. = a 
es LUCERNE 


: CONTEMPORARY CLASSICS 





WALLACE SILVERSMITHS AT WALLINGFORD, CONNECTICUT... SINCE 1835 


FOR APRIL, 1951 157 





RULES 


|. Contest is open to anyone residing in the United States or its 
possessions who is engaged in the distribution of silverware at re- 
tail. Employees of The Jewelers’ Circular-Keystone, The Jewelry 
Industry Council, or employees of either the National Association 
of Credit Jewelers or the American National Retail Jewelers As- 
sociation are not eligible to compete. 


2. Contest closes May 20. Entries must be in New York or bear 
a postmark no later than midnight May 20th to be eligible. 
Winners will be announced in the July 1951 issue of JC-K. 


3. Prizes will be awarded on the basis of: 


(a) The correct, or most nearly correct, identification of the 
pattern names, and brand names of the 48 teaspoons shown on 


this April 1951 cover of JC-K and: 


(b) The best expressions in 40 words or less which completes 
the sentence “Every jeweler should participate in the Jewelry In- 
dustry Council's ‘SILVER PARADE' because .......... '' Completed 
sentence must be 40 words or less, including the original twelve 
words which must be part of the submitted sentence. (That gives 
contestants 28 of their own words to add to the twelve supplied.) 


4. The judges of the contest are: A. E. Haase, Exec. Dir. of The 
Jewelry Industry Council; Charles T. Evans, Exec. Secy. of The 
American National Retail Jewelers Asociation and William Wag- 
ner, Exec. Secy. of The National Association of Credit Jewelers, 
whose decisions will be final. 


5. (a) Each contestant's list of the 48 patterns and brand names 
should be numbered from | to 48 and the patterns and brand 
names listed on the entry to correspond with the numbers shown 
on the outline drawing accompanying this article. The arrangement 
of spoons on this drawing corresponds with the order in which the 
spoons are shown [in full detail) on this April 1951 cover of JC-K. 
This list can be submitted on any kind of paper and may be type- 
written or hand printed. 


(b) The 40 word sentence which must accompany the list of 
patterns and brand names can be on sheets similar to that used 
for the list of patterns and brand names—or contestants can use 
the coupon (appearing on this page) to register their own names, 
addresses and business connections and to submit their 40 word 
sentence. This coupon can then be attached to the list of patterns 
and brand names and all can be submitted to The Jewelers’ Circular- 
Keystone, 100 E. 42nd St., New York 17, N. Y., before midnight 
May 20, 1951. The use of the coupon is not necessary, however, 
so, therefore, several persons from one store can compete. 


6. In the event of ties, duplicate prizes will be awarded. 


(Contiued from page 156) 














PRIZES 


Ist Prize 


2nd 


3rd 


4th 


Sth 


6th 


6 place settings (36 pieces) of the 
winner’s choice of any sterling pattern 
illustrated on the April JC-K cover 


Prize 


88 Piece Set of winner’s choice of any 
plated pattern illustrated on the April 
JC-K cover 


Prize 


4. place settings (24 pieces) of any 
sterling pattern illustrated on the April 


JC-K cover 


Prize 


76 Piece set of the winner’s choice of 
any plated pattern illustrated on _ the 


April JC-K cover 


Prize 

2 place settings (12 pieces) of the win- 
ner’s choice of any plated pattern illus- 
trated on the April JC-K cover 


Prize 
38 piece set of the winner’s choice of 
any “plated pattern illustrated on _ the 


April JC-K cover 


7th to lOth Prizes 


1 Knife & Fork of any sterling pattern 
of winner’s choice/or 1 dozen tea spoons 
of any plated pattern of winner’s choice 
illustrated on the April JC-K cover 


[Ith to 30th Prizes 


The winner’s choice of any one of the 
sterling tea spoons or 4 of any of the 
plated teaspoons illustrated on the April 
1951 JC-K cover 




















ENTRY BLANK 


This is for convenience only—It is not necessary to submit entries on this blank. 
Jewelers’ Circular-Keystone 


100 E. 42nd St., New York 17, N. Y. 


Attached is my numbered list identifying the patterns and brand names of the spoons shown on the front cover of 
the April JC-K according to the numbers assigned each pattern in the diagram on page 156 of that issue. (Attach 
list to this coupon). Below is my completed sentence: 


"Every jeweler should participate in The Jewelry Industry Council's SILVER 
PARADE because 


ere eee eeeeee 





._ eo @8 8000. e0e000008 
ooc6e 48 4one@aneceseonsa2 #84 @#s@¢@¢ #se¢es 
@ereeeeeeeee - - ee#es8e0e*088080 + (+x‘(,Q ieee##eee80888 = #e#e##8888880880 +> _.§j\j.#####*#*#* ***® = * 


** 
eooe'+eeeee 
eeeeeeesesee i g @@ 

eeovoeeeeevese eg  ####e##@#s82# #8 

eoeeeesvesesoo #@#8 #§= e898 ee889000800 @&#@ @ @& = =#8€@©+ ©8ee00000  &# 8 8 s00808080880808000 @ @ &#& 8&8 ee eee eeeeere = =—6—l eee 


eeeereeeeee 
eeeeeeee 8% 
@reeeeeeeoee @ &§= e888 

sees 089002°2° @ 7£ ;.|=§ ®@000000¢890080 +€ é@0@+@+@4+«s*e00*8080000 + ji jj. @#@eseee00080860 +  . 2 @6e00008080080080 + @@@4+«;«+»XFTHSCesP8C0000  @ £3 +.,(se80e8000080800  7#;$>® 


BN di te ece0 & Xana Bae 0 ok 2 hia mnt NE Sy lsc dee ees City & State .... 


If | should win, the plated pattern | would select would be .... 0.0... ccc cette ete tee eee eens 


If | should win, the sterling pattern | would select would be .......... ccc cece cee eee eee ee ee teen eee en eee tence ene e ates 
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~ Dancing Flowers 
_ - Warrings 


YOUR LOCAL TIE-UP WITH 


- REED& BARTON 
NATIONAL 
ADVERTISING 











Seventeen... run this mat in your local paper... 








send these special invitations... follow up 


\ 
Ne 





point of sale... and sell her “her own” 


re , 
pattern — Dancing Flowers — in that all-important first 


place setting yy Ufjff-men come back again and again. 
Ai i ¢ 
k » 


THERE'S A COMPLETE PROMOTIONAL PLAN TO wewr 
YOU CAPTURE YOUR LOCAL TEEN-AGE MARKET - 
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Promotion lines sponsor traffic at Newton’s, 
Joplin, Mo., but trading up the customer is 
left to the customer himself by store policy 
of letting him make his own comparison from 


presentation of higher-priced merchandise. 


(;. H. NEWTON, owner and operator of the 
Newton Jewelry Store in Joplin, Mo., believes that silver- 
ware selling can be more profitable if the customer is 
afforded the opportunity to see higher priced items first. 
‘“‘While we are very anxious to sell the customer a higher- 
priced line,’ Newton says. “we must be very cautious not 
to sell a customer up.” 

When a customer is shown better merchandise than 
what he or she had in mind, whether or not a sales talk 
is involved, the less expensive item is being unsold. If the 
customer ae¢cepts the better line and goes along with the 
salesclerk, the customer is selling herself up. This can 
be nursed along slowly until by word, gesture or facial 
expression, it becomes evident the customer has reached 
the limit. 

It is easy to accomplish this by showing higher priced 
lines progressively, but it is especially important that 
salespeople do not refer back to the less expensive lines to 
build up the dearer ones. “We cannot allow our sales- 
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Variety Presentation 


Lets Silverware Customers Sell Uhemselve 






by C. THOMAS 


Salespeople do not “unsell’ pro. 
motion line in favor of higher. 
priced merchandise but let the 
customer make own selection from 
variety of presentation which is 
shown. Below: Promotion ads run 
by Newton's are designed to get 
new faces across the threshold. 











FOR THIS WONDERFUL 
34-PIECE 
SERVICE FOR 8 





Come in Now — Order by Mail 
While Our Supply Lasts! 








ANTI-TARNISH CHEST 


FREE 
WITH THIS SET AT NEWTON'S 











Quolity to Have cosmusaee SN 
and to Hold for Keeps! 


1.00 DOWN 
*1.00 WEEK 


Nothing Can Equol These Imaginative 
Designs, Exquisite in Every Detail... 

NO INTEREST—NO EXTRAS Carved to Retain Their Beauty Thru 
—— ee en the Years. 


t Cheese | these 
EWT N S 5 GLORIOUS PATTERNS 
CBUNUCTIRRR cetera eshte a 
Oanside Community, Lid., and Newton's 
— Guarantees— 
2 Aunce 1914 @e Replace or Recondition at Any Time Any Pisce 


@f Thie Silverware That Does Not Gove 
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people to knock our own merchandise,” Newton said. 

“We refrain from handling inferior items and do nd 

want this idea implanted in the public’s mind. Of course, 

the customer may finally decide to take the promotion 

line. In such an event, we have not blocked the sale, fo! 

we have said nothing adverse about that line and we are 
(Please turn to page 178) 





THE JEWELERS’ CIRCULAR-KEYSTONE 

















Newest of them all... 


LUNTS 
weetheart Hose 


STERLING 


...to be launched April 30th with 


one of the most powerful send-offs 





in Sterling Silver promotion! 


PRESENTED TO OVER 50 MILLION READERS 


Keynote of the big nation-wide campaign introducing 
SWEETHEART Rose is this full-page, four-color ad ap- 
pearing in the April 30th issue of LIFE — together with 
SwEETHEART Rost, the bride’s pattern of ads in five other Jeading women’s magazines, reaching 


1951... . gracefully feminine in concept, with all ages and levels of your market. 
. a wealth of youthful, sentimental appeal. 


ee, Sweetheart Week” is only the beginning! 






April 30 to May 7 is ““Sweetheart Week,” featured in 
aay o all announcement advertising for SWEETHEART Rose. 
= .* | : | But that’s only the beginning! SwEETHEART Rose will 

Berea fe continue to be promoted with the regular advertising 
and progressive merchandising that are building steady 
sales for Lunt Sterling across the nation. 


You can bank on it — there'll be no waiting around for this 

new pattern to gain acceptance. It’s getting off to a great start, 

i.e and it’s going to keep moving — fast! So, for quicker profits, 

A TRAFFIC-STOPPER FOR YOU get in on the ground floor. Tie in with SWEETHEART ROSE 
Draw folks inside your store with this — in “Sweetheart Week!” 


attention-commanding display that converts 

: Window-shopping into real buying- 

| enthusiasm. And to complete your local tie- ||| N | 

rt in, you get a full supply of especially planned Che ° , SG, 

_ merchandising aids — counter displays, direct Wed —? 


mail, newspaper and radio material. 





GREENFIELD e MASSACHUSETTS 
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EVERY HOUSE BEAUTIFUL 13 


Every month, its pace-setting editorial presentations stimulate 


aggressive reader interest in better living... 
build top consumer desire in the area you service for fine products to help make 
that way of living an actuality. 


In May, it’s the 1951 PACE-SETTER HOUSE... 
the best-customer families of your area, to give them ideas to copy for 
their own life, to offer them a standard against which to measure their 
own home plans, dreams and present realizations. 


A focal point of that standard is, of course, the dining table, indoors or 
out. The 1951 PACE-SETTER HOUSE demonstrates the principle that 
Americans today like a casual, informal kind of entertaining, but are not 
willing to abandon the gracious way of life typified by pleasant table 
appointments. It spot-lights their habit of mixing the old and the new 
without self-consciousness . . . their appreciation of the fact that creative 
use of fine china, glass, silver and linen, on the table, accentuates the 
quality of the food itself. It demonstrates today’s American Style of living 





glasses by Fostoria Glass Co., Moundsville, W. Va.: pewter serving plates 
by Poole of Taunton, Taunton, Mass.; Zanesville’s “Country Fair” blue and 
brown stoneware from Carbone, Inc., Boston, Mass.: 
mills from Sitterle Ceramics, Croton Falls, N. Y. 


a profitable principle to hitch your promotion activities to. 


PACE-SETTER DINING ROQM— contour sterting fa 


ware by Towle Mfg. Co., Newburypert, Mass.: “Catalina” handmade 


designed to inspire 





ceramic pepper 





Every month, practical trade messages like these offer you ideas tor brand 
promotions ... built around the best-seller names which parade across House 
Beautiful’s advertising pages. 


High on the list of America’s favorite sterling sil- 
ver patterns are those bearing the name AMSTON. 
This popular and comprehensive line includes such 
perennial sterling flatware favorites as Athene, 
Champlain, Arcadia and American Colonial, as 
well as a complete collection of sterling and plated 
hollowware. Amstron Silver available only through 
jobbers. 


Continuing their successful advertising promotion 
in House Beautiful and Guide for the Bride. 
FRICAST, THE FINEST DANISH STERLING 
FLATWARE available, is offered by leading stores 
from coast to coast. Made by the famous Frigast 
Silversmiths of Copenhagen, Denmark. Distributed 
by Paul Wilkens, Inc., as sole importer for U.S.A. 


and Canada. 


Backing up Gorham Dealers in May is a four-color 
advertisement promoting Gorham’s ‘’Greenbrier’’. 
This ad is slanted at the graduation market, gets 
the idea across with the headline Gift for a girl 
who has graduated to STERLINC—CORHAM 
CREENBRIER. Tie-in mats are being sent to all 
Gorham Dealers. 


STANTON HALL—HEIRLOOM’s magnificent new 
pattern — is introduced to the public on the back 
cover of May’s House Beautiful. Rich, heavy, it 
has taken years to design, and it is with the 
utmost pride that Oneida welcomes Stanton Hall 
to the Heirloom family. 


ASCOT, the very popular design in COMMUNITY 
HOLLOWWARE, is an authentic reproduction of a 
fine old Sheffield design. The five-piece service at 
$175.00 includes tea pot, coffee pot, sugar bowl, 
creamer, and waste bowl. A choice of trays is 
available at additional cost, as well as other 
useful serving pieces. 


For your June bride promotion, feature PACIFIC 
SILVER CLOTH chest linings, rolls and bags to 
enhance sterling, trade up fine silverplate. Posi- 
tively protects silver from tarnish because it filters 
tarnish out of the air. Recommended by leading 


162 


silversmiths. Silver wraps in a self-service display 
make easy extra sales. 
= * o 


Another in a powerful series of advertisements 
featuring America’s most widely advertised tea 
ware. Continuing with the successful ‘‘Bui!d your 
REED & BARTON TEA AND COFFEE SERVICES 
Step-by-Step”, the campaign has attracted wide- 
spread consumer attention and demand. Dealer 
tie ins at the point of sale have proved very 


effective. 
a e * 


Featuring Diamond Bracelet by C. D. Peacock Co., 
Chicago, and 5 Sterling Patterns by Frank Smith. 
FRANK SMITH STERLING, the ultimate in con- 
temporary silversmithing. As advertised, too, in 
House and Garden, Holiday, and Glamour. 

_ oo . 


Presenting the new pattern CONTOUR, created by 
TOWLE SILVERSMITHS for today’s living, the 
first American Sterling pattern in key with con- 
temporary homes, furniture and table accessories. 
Serene and elegant, Contour is a ‘’classic’’ because 
of its simplicity and the fluid grace of its model- 
ling. Six-piece place setting, $37.50, including tax. 


May House Beautiful will feature WALLACE 
STERLING for the Bride! All six ‘‘Third Dimension 
Beauty” patterns by Wallace Silversmiths will be 
displayed in a powerful advertisement, the third 
in the new advertising campaign. Created in full- 
formed sculpture by famous designer William S. 
Warren, these patterns are exquisite. ‘Third 
Dimension Beauty’ is exclusive with Wallace 


Silversmiths. 
os © — 


FRANK M. WHITING & COMPANY presents 
‘‘Rose of Sharon,’’ a new pattern in sterling silver. 
It combines the clean lines desired by those pre- 
ferring modern decor with a richly carved pattern 
to please those whose tastes run to the traditicnal 
and period. Nationally and locally promoted in 
magazines and on television. 
o ° * 
‘Favorite of Brides for Fifty Years’’ is CAM- 


BRIDCE’S way of calling attention in the May 
House Beautiful to its 50 years of fine glass- 


making. Typical of Cambridge creations is the 
CORINTH COBLET illustrated in the ad. Brides’ 
sets consisting of Goblet, Sherbet, Cocktail & Salad 
Plate, are also featured. 


CEMAR “DIP DISHES,” is something new in 
hostess sets, and when advertised in May House 
Beautiful, should attract many customers. It is an 
exquisite leaf pattern in lush moss green and 
lime, featuring petal-cupped indentations for chips 
or wafers and a center bowl for ‘‘dip’’ spread. 
Complete catalog on request. 
+ a 


* 
The clear, flawless beauty of DUNCAN’S CAN- 
TERBURY CRYSTAL has established it as one of 
the great American glass patterns. Progressive 
jewelers have found this popular glassware to be 
an important addition to their stores. Available in 
stemware, flatware and decorative pieces, Dun- 
can’s Canterbury is a complete and open stock line, 


Good glassware merits Good design. The Good 
Design committee of the Museum of Modern Art 
recently gave recognition to the FENTON ART 
GLASS Company for their new HOBNAIL square 
plates. This beautiful plate, with its mixture of 
traditional and modern, suitable for informal 
entertaining, luncheons and parties, will be adver- 
tised in the May issue of House Beautiful. 
s a a 


FOSTORIA’S COLONIAL DAME EMPIRE GREEN 
STEMWARE will be shown in a beautiful full 
color page. Now is the time to merchandise this 
ad for increased summer profit and as a sales 
booster for the Colony pattern. Leaflets, News- 
paper mats and radio continuities are yours for 
the asking. 


Sparkling IMPERIAL CANDLEWICK tablesetting. 
400/1D — 6” Bread and Butter Plate; 400/190 - 
10-0z. Goblet; 400/190 — 5-oz. Wine; 400/190 - 
Footed Seafood Cocktail; 400/7D — 9” Luncheon 
Plate; 400/147 — Candle Holder; 400/92F — 12 
Float Bowl; 400/440 — 4” Ash Tray. Complete list 
of Candlewick tableware and prices available 
— The Imperial Glass Corporation, Bellaire, 
Ohio. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











BIG BUSINESS-BUILDER... 


RK, styled by Joan Luntz, is the ‘high 
BROOK dinnerware OLDED OF DURABLE 
MELMAC. Clean-cut rounded square shapes, deco- 
tor shades of chartreuse, emerald, burgundy and 
ra rl gray, make exciting table settings of com- 
ve! color. Break-resistant, chip-proof, Brookpark 
bin vailable in 16-piece starter sets and open stock. 
international Molded Plastics, Inc., Cleveland 9, 
Ohio. . : . 
EY introduces new “DIAMOND CUT” CRY- 
STAL GLASSWARE in both stemware and match- 
‘nq tumblers. First stemware ta be packed in 
beautifully printed gift box in sets of four of a 
kind. Ideal gift promotions and for Spring Bridal 
market. Approximate retail price — Stemware, set 
of 4 for $5.00; Tumblers, set of 4 for $4.00. 


N CITY CASCADE, the new semi-vitreous 
ee Kiln fired to 2200°: Oven proof, 
detergent proof and heat retaining. Beautiful 
modern shape and colors. Coffee tone edge on 
Chartreuse and Mandarin. At better stores every- 


where. 


LIBB 


SILVER CITY’S “FASHIONED” CRYSTAL fresh 
new sterling-on-crystal pattern — NEW FLANDERS 
‘s sweeping the country. Kiln fired for perma- 


Designed by Russel Wright, hand-crafted by 
STEUBENVILLE, American Modern is the pioneer 
modern dinnerware. Real news in this fast-selling, 
consumer-welcomed dinnerware is the introduction 
of “BLACK CHUTNEY”, a brand-new rich olive- 
brown color. Nationally advertised on a regular 
full-page schedule, AMERICAN MODERN goes 
on your floor virtually pre-sold. 


Demand for VIKING CLASS still continues strong. 
New items disp!ayed at Pittsburgh Show were well 
received and orders are steadily increasing. Spring 
and summer advertising schedule is completed 
and will soon appear. Each salesman will soon 
have his complete advertising portfolio which will 
inform buyers in advance as to which items will 


be advertised. 


“Sheer Beauty in Lovely Hand-Wrought Crystal’’ 
is the heading of a quarter-page ad in May 
describing the rare artistry of two 11” crystal 
footed vases created by the WEST VIRGINIA 
GLASS SPECIALTY CO., of Weston, W. Va., as 
flower holders or decorative pieces for the home. 
A delicate fired-in ‘‘Frolic’’ decoration and a 
bright gold trim around brim and foot add to 
their desirability. 


‘most-wanted’. colors which eliminates slow- 

movers. Merchandising aids in the form of news- 

paper mats, folders, counter cards, window 

streamers, display stands, are available to dealers. 
& 


* - 

See the glamorous SYROCQO WOOD WALL 
CABINET in May’s House Beautiful. Curios are 
displayed on adjustable glass shelf-reflected by 
plate glass mirror. Syroco Wood carved frame 
finished in mahogany, white with gold, gold. 
About $11.95 retail at better Gift, Department, 
and Furniture stores. Syracuse Ornamental Com- 
pany, Inc., Syracuse, N. Y 





COLLINS CHINA 


. qa VOUR , 
as currently seen in 


House Beautiful @: 








nency, Rhodium treated for non-tarnishing beauty, 
this new sterling-on-crystal decoration is being 
advertised to your better customers in House 
Beautiful, Holiday and American Home. Send for 
“Flanders’’ catalogue and mat service. 


TAPERLITES, by Will & Baumer Candle Co., 
Syracuse, Y., come in three sizes. Sold in the 
protective and convenient Two-Pack container, 
feature lovely consumer-tested 





these candles 


Every month. free display cards and free mats for your 
newspaper advertising are available ...to put House 
Beautiful’s prestige as a buying guide to work tor your 
busimess. 


| Beant {y/ 


For mounted display cards, check any or all of the top-quality products below (preceded by a 
number), which are advertised in the May issue. 


For the mat, in which product names can easily be inserted, check the square indicated. 


Fill in your name and mailing address. Mail to: Merchandising Division, House Beautiful 
Magazine, 572 Madison Avenue, New York 22, N. Y. 





81. ALVIN STERLING FLATWARE 99. DUNCAN & MILLER ““CANTERBURY”’ * STEUBENVILLE AMERICAN MODERN 
“PRINCE EUGENE”’ PATTERN GLASSWARE DINNERWARE—RUSSEL WRIGHT 
82. AMSTON STERLING 100. FENTON HANDMADE HOBNAIL GLASS 111. SWEDISH CRYSTAL—BRODEGAARD 


101. FLINTRIDGE CHINA 112. VIKING GLASS “INSIGNIA” SMOKER’S 
102. FOSTORIA EMPIRE GREEN STEMWARE SET 

“COLONIAL DAME”’ PATTERN 113. VIKING GLASS “INSIGNIA’’ VASE 
103. FRANCISCAN CHINA 114. WEST VIRGINIA CRYSTAL FOOTED 
104. IMPERIAL “‘CANDLEWICK’’ CRYSTAL VASE 


83. COMMUNITY PLATE HOLLOWWARE 
“ASCOT” PATTERN 

84. FRIGAST DANISH SILVER FLATWARE 

85. GORHAM STERLING FLATWARE 
‘GREENBRIER’ PATTERN 


86. GORHAM STERLING - TABLEWARE 115. WESTMORELAND HANDMADE 
87. HEIRLOOM STERLING “STANTON 105. LIBBEY “‘DIAMOND-CUT”’ CRYSTAL HOBNAIL CRYSTAL 
HALL’ PATTERN GLASSWARE 116. SYROCO WOOD WALL CABINET 


117. TAPERLITE CANDLES 


88. PACIFIC SILVER CLOTH 106. PADEN CITY DINNERWARE 

89. REED & BARTON TEA & COFFEE SERVICES ““CASCADE”’ PATTERN 118. FILTRON COLD WATER COFFEE 

90. FRANK SMITH STERLING FLATWARE 107. ROYAL DOULTON FINE ENGLISH EXTRACTOR 

91. TOWLE STERLING FLATWARE CHINA 119. K-M AUTOMATIC ELECTRIC CORN 
“CONTOUR” PATTERN 108. SENECA CRYSTAL STEMWARE POPPER 


120. OSTERETT PORTABLE 2-BEATER MIXER 
121. UNIVERSAL AUTOMATIC TOASTER 


* No card available 


“ELEGANCE” PATTERN 

109. SILVER CITY STERLING “‘FASHIONED’’ 
CRYSTAL—“‘NEW FLANDERS”’ 
PATTERN 


TUTTLE STERLING FLATWARE 
“ONSLOW” PATTERN ® 
WALLACE STERLING ‘“‘THIRD 
DIMENSION BEAUTY”’ 


92 
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94. FRANK M. WHITING STERLING 110. SPODE FINE ENGLISH DINNERWARE [-] “AS SEEN IN HOUSE BEAUTIFUL” MAT 
FLATWARE “ROSE OF SHARON” 
PATTERN 

95. BING & GRONDAHL DANISH =—= sastietalesnnatlsitnetaitiia — 
PORCELAIN FIGURES 

96. BROOKPARK—PLASTIC DINNERWARE ADDRESS 





97. CAMBRIDGE CRYSTAL ‘“‘CORINTH”’ 
HAND BLOWN GOBLET CITY ZONE STATE 


98. CEMAR DIP DISHES JCK MAY 
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6. Dove Compact 
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5. "Owl" Alarm 


x yyy 
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1. Tie Clips and Links 





3. Mother and Daughter Rings 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Tie clips and cuff links are featured in this dashing 
crest jewelry being featured by Swank this spring. Tie clip 
and cuff links emblazoned with regimental designs are avail- 
able separately. The jewelry comes in six colorful motifs. 


[] 2. The "Loretta," a popularly styled ladies’ watch by the 
Hamilton Watch Co. Dainty leaf design is available in !4K 
natural or white gold with sterling silver dial. Retails ot 
$64. "Bailey," a new Hamilton model with youth appeal, has 
a 19-jewel movement in 14K gold-filled case. $71.50 F. T. |. 


[] 3. Mother and Daughter rings by Ostby & Barton Co., Provi- 
dence, R. !. In 10K gold, available in synthetic birthstones. 


[] 4. New muffin dish in Melon Pattern by Community. This 
new item has liner forming a hot water compartment to keep 
the muffins warm. For Spring delivery, it retails at $50. 


[] 5. The Sessions Clock Co., Forestville, Conn., announces 4 
new novelty electric alarm in the form of a sleepy-time owl. 
Known as "Ollie" the owl, it has a plastic molded case with 
the Sessions quiet movement, "Tru-Bel Alarm." $5.95 retail 


1 6. "Bird-In-Hand," a new compact designed by Salvador 
Dali for Elgin American. In the shape of a dove, it contains 
a standard-size lipstick which comes out of the bird's hee 
and pillbox concealed under a hinge in the tail. The wings 
fly back to reveal a hand-finished mirror and compact. 
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SERIES OF ADS 
APPEARING IN: 
House Beautiful 
House & Garden 
Vogue 

Harper’s Bazaar 


Living for You ng 
Homemakers 
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Qlavon 


The ROSE OF SHARON pattern has both 
the smooth cleanliness of graceful line de- 
manded by those who favor modern decor 
and the richly carved design that satisfies 
period and traditional tastes. 


The ROSE OF SHARON pattern will be in- 
troduced to your customers from the pages 
of leading consumer magazines...with “ads” 
and editorials throughout the year... and 
will be featured on television and radio shows 
across the country. 


WE ARE PROUD TO PRESENT... 
YOU'LL BE PROUD TO FEATURE... 
YOUR CUSTOMERS WILL BE PROUD TO BUY 


ROSE OF SHARON 


AAG EOGAMBAAAF 
MERIDEN, CONNECTICUT 
Goldsmith and Silversmith Tradition Since 1840 


Orders will be filled on a first come first served basis. 
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3. Clock-Radio 





Die-Struck Fishtails 





7. Calendar Watch Box 


2. Calendar Watch 








5. Ladies’ Watchbands 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. The Robbins Co., Attleboro, Mass. and the J. V. Pilcher 
Mfg. Co., Louisville, Ky., are introducing this new 1951 col- 
lection of Citation heraldic jewelry under the name Robbins- 
Pilcher In a wide selection of price ranges, it retails from 
$2 to $35 and includes necklaces, bracelets, and other items. 


2. The Wakmann Watch Co., 452 Fifth Ave., N. Y. C., reveals 
this new calendar watch to retail for $37.50. It features a 
17-jewel movement, raised figures and hands, stainless steel 
back, with two windows on dial, and it is also anti-magnetic. 


3. General Electric's newest model clock-radio has five 
tubes. Model 535 has an RF amplifier for greater sensitivity. 
Sculptored in deep cordovan plastic, the cabinet em- 
bodies latest design. The Eastern list price is $39.9. 


4. "Captains Quarters", the new Helm Electric Clock just 
introduced by J. A. Mooney Co., 19 W. 24th St., N. Y. ©. 
The ship's helm motif is faithfully detailed on the wheel 
and the solid metal construction. Overall size is 13!/2 in. 


5. Ladies’ high style metal bands by Jacoby-Bender. They 
feature straight ends in '/2 in. or 7/16 in. widths. These 
bands are specifically designed for nurses and sports time: 
pieces. Three models are available in this new J-B series. 


6. Karlan & Bleicher, New York City, bring jewelers a com- 
plete assortment of Die-Struck Fishtcils. Illustrated (left) 
157/R4786 and (right) R44038/588. Both numbers typify the 
precision craftsmanship of die-struck rings from this firm. 


7. A display box developed for use in connection with 4 
calendar watch. Supplied to Benrus by the Farrington Mfg. 
Co., this watch display box identifies the calendar watch 
through the incorporation of a calendar as part of package. 
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Millions 
of Mothers 
in Dormeyer 

Markets! 











Lets get Mother 
5 Mixer | 


















Dormeyer’s big, beauti- 
ful new blender. The appli- 
ance with hundreds of new 
uses—with hundreds of new 
sales possibilities. For added 
business...add the Dormeyer 
Blender Model 5900 to your ‘51 selling. 


The ‘Toast of the Town,” 
Dormeyer’s Toastmaker. Beauti- 
fully designed in satin chrome. 
Fully automatic with electric 
timer. Rewarming device holds 
toast tasty-hot, just the way you. 
like it. The Dormeyer Toastmaker 
Model 6500. 


Mogan «i 


This is Dormeyer’s amaz- 

ing, popular ‘‘Meal-Maker."’ 
Electric grinder and built-in power 
unit included at no extra cost. 
Price appeal with all the power 
and promotion of Dormeyer be- 
hind it. A ‘‘Staple'’ in your ap- 
pliance selling. The Dormeyer 
Model 5000 ‘‘Meal-Maker.'’ 


Two of the biggest sales bulges in Spring and early Summer 
are stimulated by heavy gift shopping for Mother's Day and 
June Brides. (There will be close to a quarter of a million 
new brides in June alone.) To help you focus your efforts on 
these two big sales opportunities, Dormeyer brings you two 
powerhouse Precision Promotions. Through May and into 
June LIFE MAGAZINE . . . SATURDAY EVENING POST... 
BETTER HOMES AND GARDENS will carry Dormeyer's timely 
gift story to millions. Full set of supporting materials available 
from newspaper mats to 15 minute TV films. Tie in... Cash 
in. Write, wire, phone today for these merchandising helps. 







Makes Every 
Bride a 
Better Cook! 





Capitalize on Amer- 
ica’s latest cooking 
craze with America's finest deep 
fryer—the Dormeyer Fri-Well. 
Drain-away faucet makes it easy 
to save and re-use fat. Automatic 
thermostat controls heat. Dormeyer 
Model 5800 Fri-Well. 


~ 


- 


First and still the finest 
in the field... Dormeyer's 
famous Food-Fixer com- 
plete with built-in power 
unit . . . electric grinder and juicer 
at no extra cost . . . asked for by 
name by all who want the best. 
Dormeyer Model 4200 Food-Fixer. 


i Opin 
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Dormeyer Corp., 4300 N. Kilpatrick Ave., Chicago 41, Ill. * Fox Agencies, Ltd., Port Credit, Ont. 











2. Comb and File Set 


























4. Handbag Accessories 


6. Identification Bracelet 


7. Precious Jewelry 
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3. Pearl Jewelry 








5. AM-FM Radio 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Reproducing I8th century craft, these Verge-Craft ear- 
rings are of sterling, finished in either gold or silver, 
$6 Keystone. Bracelets, brooches and pendants to match 
are also available. Cyril Woods, 99 Maiden Lane, N. Y. 7. 


2. This sterling silver comb and file set is encased in 
black silk moire with grey moire lining. Introduced by 
Felmore Co., Inc., 157 Orange St., Providence, R. I., it 
is hand-engraved and retails at $5.50 plus Federal tax. 


3. A jewelry assortment by the Neptune Cultured Pearl Syn- 
dicate for Mother's Day. Besides the pieces pictured here 
there are matching sets for the necklaces—pins, earrings, 
and bracelets. The retail prices range from $15 to $35. 


4. Enger-Kress introduces new fashion colors to the handbag 
accessories field. A five-piece wardrobe consisting of wal- 
let, large coin purse, eye-glass case, cigarette case, and 
key case is available for ladies’ handbags in various colors. 
5. Westinghouse's latest AM-FM radio features high sensi- 
tivity. Both bands have built-in antennae and automatic 
volume control. Receiver has seven tubes. Cabinet is in 
ivory. The suggested retail price in zone one is $62.95. 
6. Identification bracelet in sterling silver with secret com- 
partment containing specially treated, non-burning paper. 
$12.95 retail from Henry Pommier, Inc., 37 W. 47th 
St., N. Y. C. It's also available in gold and gold-filled. 
7. Two items from S. Greenberg, Mfrs. & Designers of 
Precious Jewelry. A diamond platinum spray brooch ( #9069) 
—$2400 Keystone, and a twin diamond clustered platinum 
ring which is $1600 Keystone. Firm is at 42 W. 48th St., N.Y.C. 
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THE STERLING FLATWARE PATTERN INDEX 


Contains. Material Found In No Other Publication 





IMMEDIATE 
DELIVERY 


Jewelers find THE STERLING FLAT- 
WARE PATTERN INDEX absolutely in- 
dispensable for identifying patterns to be 
matched—and for making selling sugges- 
tions to customers. It contains, under one 
cover, full-size illustrations of more than 
1300 sterling flatware patterns—active, 


inactive and obsolete patterns. 


Each pattern name is listed in one alpha- 
betical index . . . and cross-indexed again 


under the name of the manufacturer using 














Actual size of book, 
13" x 9". 


Teaspoons are shown 
actual size in book. 


it. Illustrations are beautifully done, in 
full size, and printed on fine coated paper. 


The 
leather, gold stamped. These pages are 


binder is of rich black cowhide 


supplied in convenient loose-leaf form, 
and revisions published periodically will 
be available at a reasonable cost. 


In daily use by jewelers everywhere, this 
book has proved its value as an essential 
reference volume, invaluable in operating 


a Sterling Silverware Department. 


With binder $20.00—Without binder $15.00 


Prices subject to change without notice. 


All books are sold remittance with order. 


100 E. 42nd St. 


THE JEWELERS’ as KEYSTONE 


New York 17, N. Y. 


A CHILTON eam 
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Business Records 
(From page 122) 


sales register would show how many customers were 
served by each employee. By dividing the number of 
customers served by a salesperson into the total amount 
of his sales, Bill would know the amount of his average 
sale. This information would tell him whether or not 
each salesperson was selling enough to earn his salary. 
It would help him plan incentives or training programs 
to help them sell more. 

If a sale is for more than one item, the register shows 
. the price of each and the mechanically-correct total 
of all. Bill would find this advantageous in two ways: it 
would enable him to supervise the prices being charged 
in his store and he could be sure that the salesperson’s 
addition was correct. 

There would be no need to re-add the individual 
amounts on each sales-slip at the end of the day to check 
on his employees’ accuracy. In fact, Bill King could 
eliminate hand-written sales-slips entirely on cash sales, 
because the sales register issues a printed customer re- 
ceipt, showing the price of each item and the total. 

With a “floor audit” system the customer actually 
becomes the “auditor” of his own transaction. He can 
see the price of each item he buys as it is recorded and 
he can re-check the prices at his own convenience by 
referring to the printed receipt. 

When money is paid on account in Bill’s store, it would 
be recorded and added automatically into a “received on 
account” total. Similarly, when money is paid out, it 

















would also be added into a separate total and the ident, 
fication of the salesperson making the payment Would he 
shown. Federal tax and sales tax likewise could be 
recorded and totaled. 

Although the sales register would provide the totak 
Bill must have for intelligent operation of his busines 
these would be as confidential as Bill desires to keep them 
for they are locked inside the register. : 

In most jewelry stores the management wants to knoy 
how much each salesperson is selling and also a break. 
down of sales by kinds of transactions, such as cash, 
charge, received-on-account, paid out, etc. But there j, 
considerable difference in the information stores way 
on sales by departments. Take the following stores fy 
example: 

The Hobbs-Baranov Jewelry Store, Inc., El Cajon, 
Calif., gets these totals from the sales register: generg 
merchandise, watch repair, jewelry, federal tax, state tay 
cash, charge, received-on-account, contract sales, and 
contract collections. One of the owners of this store said 
that the register gives automatically the totals that preyj. 
ously required nearly a half day to obtain. 

Claude S. Bennett, Inc., Atlanta, Ga., uses this sales 
breakdown: cash, charge, received-on-account, china, 
glassware, gifts, miscellaneous, watch repair, general re. 
pair, diamonds, gold jewelry, novelty jewelry, watches 
and clocks, sterling flatware, sterling hollowware, to. 
letries and novelties, plated flatware, plated hollowware, 
and tax. 

In the Michael C. Fina Co., New York, the sales register 


provides totals for these classifications: out-of-town sales, 
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| Strictly Refimers 

Not Manufacturers 
of Jewelry 
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21 West 46th Street 





Metals of Guaranteed Purity 


PLATINUM ° 
| IRIDIUM - RUTHENIUM - RHODIUM -: OSMIUM 


W. solicit your Sweep = 


Filings — Scrap Gold and 


Platinum — Metals 


Your OH Gold Shipments 


Kastenhuber & Lehrfeld, Ine. 


Tel. LUxemburg 2-2320 


PALLADIUM 


WILL RECEIVE 
Special Atten fion 


New York 19, N. Y. 
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n-taxable sales, taxable sales, engraving, labor, parcel 
on and express, federal tax, city sales tax, cash, charge, 
reived-on-account, paid-out, miscellaneous, and whole- 
“e It also gives salesperson totals. 

At Reichert’s, Canton, Ill., where inventory includes 
merchandise other than jewelry, the sales register is used 
to get sales totals on leather goods, paint, wallpaper, pro- 
fessional services, factory repairs, 10 per cent taxable 
jewelry, 20 per cent taxable jewelry, and local repairs. 

Some jewelers prefer a more detailed breakdown of 
sales. For example, Reed’s Jewelers, Port Richmond, 
Staten Island, N. Y., gets totals on these 17 sales classi- 
fications: watch repairs, jewelry repairs, 10 per cent tax- 
able watch sales, 20 per cent taxable watch sales, 20 per 
cent taxable jewelry and rings, 20 per cent taxable dia- 
mond rings, 20 per cent taxable men’s jewelry, 20 per 
cent taxable ladies’ jewelry, 20 per cent taxable pens, 
20 per cent taxable billfolds, 20 per cent taxable silver, 
20 per cent taxable glass, non-taxable silver, non-taxable 
glass, non-taxable pens, non-taxable religious jewelry, 
non-taxable cards. The register also provides transaction 
and salesperson totals. 

Although the number and kind of totals a jeweler needs 
may differ from one store to another, the modern sales 
register system can be tailored to suit each. It provides a 
way of getting the control figures quickly and accurately. 

Yes, Bill King, there is an easier way to get the records 
you need .. . a way that will lighten your bookkeeping 
job, eliminate your after-hours record-keeping headaches, 
enable you to keep your social engagements. 


Good Salesmanship 
(From page 134) 


or failure of any department in a jewelry store can be 
attributed to good or bad salesmanship across the counter. 
Today especially, there is an even greater need to con- 
vert prospects into customers and minimize lost oppor- 
tunities, for rising operating costs demand greater busi- 
ness efficiency in a more complex jewelry industry. In 
the case of jewelry store owners who do their own selling 
behind the counter, general management responsibilities 
now require much more time than they did 15 years 
ago. Therefore, less time can be spent behind the 
counter and fewer hours can be devoted to training sales 
personnel. 

Jewelers have a large amount of money invested in 
their inventory; they have spent many dollars advertising 
their products locally; and they have expended thousands 
of dollars building handsome stores and installing expen- 
sive showcases in which to display their merchandise. 
On good salesmanship by those who work behind the 
counter depends how much or how little return results 
from the jeweler’s investment. 

From the manufacturer’s point of view, their products 
have been given national distribution and advertised 
strongly to develop consumer demand. With such money 
and effort given to jewelry promotion by both jeweler 
and manufacturer, it is immediately evident that it is 
essential for salesclerks to be on their toes in search of 
more effective selling methods. Every manufacturer rec- 








NOW YOU CAN HAVE YOUR CHOICE OF STYLES . . . 


WING 
BACKS 


with non-corrosive 
smooth action springs 








Here are Wing Backs at their 
very finest. No wonder 
they've been the first choice 
of the Jewelry Industry for 
many years. Distinctive in 
design. The snap opening-— 
snap closing is mechan- 
ically perfect. Immediate 
delivery out of stock. 
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1951 A & G CATALOG 


Here, between the covers of a single book, is a com- 
plete inventory for your store ... featuring the more 
than fifty famous brands for which Aisenstein & 
Gordon has won fame and following since before the 
turn of the century. A long tradition of service and 
experience is behind the A&G Catalog. Use it to 
sell from... all year round. 


Distributors of 


50 


Famous Lines 


“ONE OF THE FAMOUS 590° 








Telechron Automatic Alarm (Everset) 
FINE JEWELRY * DIAMONDS @¢_ TOILET WARE 





Phone: WAlnut 2-3995 











ognizes that he is in partnership with retailers ang hae 
a sense of responsibility to help him sell his merchandig. 
to their mutual benefit. Elgin believes that anyone with 
a naturally positive outlook on life can become a 200d 
salesman. but it takes training or experience, and y, 
jeweler wants to wait around ten years while his Sales. 
people gain experience. He is not running a school, by 
what he hopes will be a profitable retail store. 

The Elgin retail sales training program is a thorough) 
tried and tested course to be given by the store manager 
or an experienced salesperson, which is designed to ep, 
able salesclerks to handle most selling situations. It cop. 
sists of five units and features the use of records ang 
study manuals. Each unit of the course is begun afte 
an employee has had at least two days to study the man. 
ual. The Course Guide gives full information on ¢op. 
ducting the training course. 

The manuals contain written examples of realistic cop. 
versations that might be held between customers and 
salespersons, while the recordings contain material re. 
lated to that under study. They present a real sale 
situation and the study group is required to solve it. Two 
members of the group then act out their solution with 
one posing as a customer and the other as a clerk. This 
method provides actual selling practice. The group then 
listens to a recording of an authentic suggested way of 
solving the sales problem and compares the suggested 
solution with their own. 

The material was compiled by experts in the educa. 


eee 





Faith in the Future 


“Reno is famed the country over for the untying of 
wedding knots,” said the manager of the Rogers Jewelry 
Co., Reno, Nev., “but few people realize that many of 
these knots are tied again immediately. In fact, there are 
two picturesque little chapels that advertise, “We provide 
everything for the wedding.’ Accordingly, we particularly 
stress our wedding rings in all our mediums of adver. 
tising.”” 

Above the front of the store hangs a 6-ft. wedding ring 
sign. in the center being a bride and groom. All of this 


Patch PO 
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One of cleverly-worded billboards which this Reno jeweler 
uses on roads entering the city. 


jeweler’s newspaper ads bear the cut of a wedding ring, 
and gifts suitable for brides are most frequently featured. 
Big billboards on the highways entering the city also call 
attention to wedding gifts and rings, having the catchy 
caption “Headin’ for a Weddin’? ?” showing the picture 
of a bride and groom. 

One window is always devoted to rings, both single 
and double, at a wide range of prices. Another window 
usually features birthstone, fraternal and gem set rings, 
along with other gifts of jewelry and fine leather. 
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ional and training field after more than a year of re- 
In preparing the course, shopping visits were 
made to jewelry stores throughout the country where 
first-hand information was gathered pertaining to the 
needs of sales personnel in the techniques of watch selling. 
The advice of jewelers was obtained and a jewelers’ 
conference held at Elgin to help develop the content of 
the program. 

Tests made in more than 250 retail stores show that it 
provides a definite means of increasing watch sales 
through improved selling methods. In the test cities, it 
was reported that the material was enthusiastically re- 
ceived and profitably employed by jewelers and sales- 

rsons, that there was a definite improvement in sales 
ability on the part of retail clerks upon completion of the 
course, that the material was especially suitable for the 
training of less experienced salespersons, and that the 
store morale was improved and better organization 


search. 


achieved. 

The basic course consists of five units, which are in- 
tended to be given at intervals of one week. Each unit 
is covered by a manual which is presented to the clerk 
at the time the training period begins. Supplementing 
the booklets are four phonograph records of typical over- 
the-counter conversations between customers and sales- 
clerks. In addition, there is a course guide-book intended 
for the store manager or other official who will conduct 
the course. 

The first week of the program is devoted to the subject. 
“The Customer Needs You.” During this training period, 
the salesclerk learns how to lead in a sales conversation 
and learns that the customer depends upon him. 

The second section of the course deals with what the 
salesperson should know about his customer. It tells 
how and when to use the customer’s appearance as a 
guide and to discover the tastes and interests of a cus- 
tomer during an over-the-counter conversation. 

In the third part of the course, basic, non-technical 
information about watches—the knowledge a salesperson 
must have to sell capably—is presented. Included in 
this lesson is an illustrated product information portfolio 
for counter use which describes such things as case mate- 
nals, karat gold, what a water-resistant watch is, the 
escapement, the mainspring, adjustments, and how a 
watch runs. 

The fourth unit of the course tells how to help the 
customer choose his watch. 

The final instruction tells how to secure the sales, how 
to meet objections and recognize the right time to close 
the sale, 

Jewelers can obtain the complete course with the re- 
quired number of manuals for their store personnel 


through their Elgin representative. All material will be | 


shipped from Elgin and upon completion of the course 


each salesperson will receive a certificate of award from 
the company. 





When 1000 future homemakers ( girls of high school 
age) came to Topeka, Kansas, last spring they had a real 
treat, thanks to the Chamber of Commerce Women’s Di- 
vision. These high school girls were given the opportun- 
ity of having tea at the Governor’s Mansion. They loved 
the program very much and went back home all sales- 
women for Topeka. 
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The Plymouth Drop Leaf Table #133P 


_ of EUREKA designers, the new Plymouth Drop 
Leaf Table is a lovely and distinctive piece of furniture 
which provides the anti-tarnish protection so important for 
fine silverware. 


It is made with cabinet craftsmanship of selected hardwood. 
The two drawers hold up to 170 pieces of silverware in- 
cluding two dozen knifes and twelve hollow handle butter 
spreaders, and there is ample space for fancy pieces. Drawer 
pulls are antique brass. Drop leaves have automatic supports 
which hold leaves up securely. Table height is 27”, and table 
measures 36%" x 14%" when open, and 21%%" x 1414" when 
leaves are down. 

Drawers are lined with seal-brown Pacific Silver Cloth —“the 
cloth that prevents tarnish” —and this Table, like all other 
fine EUREKA Silverware Chests, is guaranteed tarnishproof for 
the life of the chest. Write for free illustrated leaflet. 


Note: Famous EUREKA anti-tarnish Rolls and Bags for Silverware are available 
in anti-tarnish EUREKA Duvetyn Cloth in a newly increased range of colors and 
in seal-brown Pacific Silver Cloth —**The cloth that prevents tarnish.”’ Samples 
and prices on request. 


FUREKA 
Jet 


Silverware Protection 
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RIGHT ON YOUR 
PRICE TICKETS 





¢ Here's another advantage of dignified, businesslike price- 
marking—Monarch “‘Tri-Marker”’ price-marking that tightens 
controls, stops leaks and losses. You can include standard- 
ized information for inventory and auditing right on your 
price tickets. 

The Monarch “‘Tri-Marker”’ price marks 3 sizes of jewelry 
tags and 3 sizes of book and ring tickets; also 8 sizes of 
gummed and Senso labels, all in rolls. Senso labels are 
securely attached with simple pressure. 

Anyone can easily learn to operate the Monarch ‘'Tri- 
Marker”’ price-marking machine. 

It’s a real time-saver when marking 
jewelry, leather goods, figurines, crys- 


tal and china. 
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tee Monarch 
MARKING SYSTEM COMPANY 


Since 1890—World's Largest Manufacturers and Distributors 
of Merchandise Price-Marking Equipment and Supplies 


Toronto, Canada ® DAYTON, OHIO ® Los Angeles, Calif. 

































































Modernization 


(From page 132) 


to match its downtown address, the jewelry company up. 
obstrusively illustrates many current developments jn the 
fields of lighting, color theory, materials, and functiop. 
ability. The store, now doubled in size, measures 20 by 
30 feet, with a newly acquired second floor f 

| y acquire nd floor for executive 
offices, storage and credit rooms, and an optometrig(, 
suite. 

Throughout the remodeling process, the firm retaineg 
the patronage of its regular customers; the staff playing 
a variation of hopscotch from section to section with 
architects, builders, and painters. 

A credit operation specializing in fine gems, the firm 
was founded in 1915 and acquired by its present owner, 
Oscar H. Safan, in 1922. He was joined in 1945 by his 
son, Eugene Safan, and in 1947 by a son-in-law, Morton 
Bowan. 

In its final design, the new Howard Diamond Company 
represents the accumulated experience of these three men 
as viewed through the eyes of their architects. 

The exterior of the store is green marble. Maximum 
merchandising space, an asset in urban retail design, ig 
provided by double tier windows for jewelry and appli. 
ances. These are constructed with walk-in compartments 
to provide accessibility to merchandise, and are lighted 
by a combination of spot and diffused illumination. Air 
conditioning in the windows protects watches from 
destructive drying. Lights, signs, and air conditioning 
units are all controlled by a time clock system. 


OFFSET LONG NARROW LOOK 


In designing the store interior, the architects had to 
combat that recurrent problem of the smaller city shop: 
the narrow, deep corridor shape. The first of several 
interlocking solutions to this problem was the use of an 
oversize, six-foot opening. This was effected in a limited 
space by substituting for the usual swinging doors a 
series of folding glass panels that slide into the wall 
behind the display windows. 

Horizontal white stripes on a green marbelized rubber 
tile emphasize width at floor level. All display counters 
are mounted on legs, to accentuate this floor design. Re 
ceding colors also tend to enlarge an area. Casework and 
panelling are of Honduras mahogany bleached a cod 
blue gray, enhancing the natural tones of silverware and 
diamonds. Complementing its color, wall cases are lined 
in a rich plum. 

Time is of the essence in the Howard design. Cases, 
cabinets, and wall fixtures were created to shave minutes 
daily from the mechanical operations of the staff. 

Typical of this “planning for the moment” technique s 
a unique watch rack designed by Eugene Safan for the 
repair department. Like many jewelers, Howard’s dis 
plays watches on a visible rack to encourage other repail 
work. Because even the cheapest watch may have great 
sentimental value if damaged or stolen while at the 
jeweler’s, this merchandise must be removed to a sale 
each night. The task of removing, dusting, and later 
replacing each watch on the rack represents an importail 
expenditure of time over the course of a year. 
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these wasted minutes, Safan constructed a 
movable watch rack. During the day, it hangs within a 
re frame, protected from both dust and damage. At 
.sht, the entire rack, watches and all, is lifted from the 
* ai slid into its own compartment of the safe. 
gente simple and effective device for saving seconds 
s the use of deep, slotted drawers behind the jewelry 
counters. Boxes of rings and similar merchandise fit into 
these slots end up, the carefully labeled edges visible 
for quick reference. For bulkier costume pieces, remov- 
able jewelers’ trays on sliding brackets replace the con- 
ventional drawers. To facilitate dressing the counters, 
all plate glass tops are removable. 

The lighting was designed for ideal merchandising of 
diamonds, which provide the bulk of the firm’s dollar 
volume. A fluorescent trough unit runs down the center 
of the store, flanked by 18-inch center spots over the 
counters. Incandescent and fluorescent illuminations are 
blended in the wall cases, the first to provide punch and 
sparkle to cut gems, the latter to counteract unflattering 
yellow hues. 
To provide maximum illumination of merchandise with- 
out blocking the customer’s view, cold cathode tubes are 
built into the frames of the counters. Two rear interview 
booths are equipped with special lighting units which can 
alternately provide a lesser or greater source of light, to 
show each type of stone to its best advantage. 

Interior signs are of lucite illuminated from the rear, 
replacing the earlier, garish neon signs. Daylong music 
is provided by the installation of a new, long-playing 


To minimize 








Large Garnet Draws Window Crowds 





A gigantic garnet, reputed to be one of the world's 
largest, is attracting a lot of attention at Umbreit's Jewelry 
Store at 822 West Garland Avenue, Spokane, Washington. 

The enormous garnet, a well-formed, 24-sided, reddish- 
brown, heavy crystal is over 4 inches in diameter and weighs 
4 pounds, 3 ounces. 

Ralph E. Umbreit, shown with the stone, borrowed it for 
display from Mrs. W. D. Moore, Spokane. Mrs. Moore's 
late husband, a stockman from Washington's Horseheaven 
country, accidentally found the record gem stone a few years 


ago while looking over summer range in Idaho's St. Joe 
National Forest. 
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WATCH REPAIRING TO THE JEWELRY TRADE 


One week's service on average overhaul jobs 


I on o:0:0:6:5 0060040004004 00 600 bse enscesee Ge 
(self-winding - $1.00 extra) 


Cleaning and Staff 2... cccccccccccccccccces -- 4.50 
Cleaning and Mainspring ...............+.-.-+ 3.50 
Cleaning and Stem and Crown ..... na eennenes 3.60 
MEE 4 b6d.066065 0006 ndaneencneeeeoees con 
Stem and Crown only ...........-2.006:. cocee Cane 
RED oc ccccccccenccoesees er errT ae 


Jewels - balance, roller, pallet (with clean) ea. .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


PONNED GOD 6 cc cc cccccccesscceceees socesee EAE 
Poise balance .......... rr Miesese Se 
Adjust escapement ...............- seeecencee. BEE 


Chronographs overhauled (plus parts) es $8.50 - 10.50 


JEWELRY REPAIRING—SPECIAL ORDER WORK 
RING SIZING—SHANKS—BEZELS—PRONGS REBUILT 


All customers’ property is fully insured while in our possession 
by our Jewelers Block Policy, issued by the St. Paul Fire and 
Marine Insurance Co. 

We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 

We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 
and carefully checked before returning to you. 

If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully guarantee, we can be of service to you. 
Repairs shipped "open" to well rated accounts. Terms: Net: 
10 days. 

We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually 
stocked. 








FF 120 ASSORTMENT 


| only roller table, complete 
" yoke bridges 


AS 970 ASSORTMENT 


only roller table, complete 
yoke bridges 


| “ minute wheel 
minute wheel 


I 
2 
| "setting wheel (inter- |] ! 
l 
l 
2 


mediate} "clutch wheel 
2 “ clutch wheels * hour wheel 
Y . hour wheel " 4th wheels, sec. hand 
3 click springs lait 
3" clutch lever springs a 
2 "“ winding pinions | winding pinion 
YOUR COST $3.00 |] YOUR COST $3.00 














Both assortments $5.70 or $2.85 each in lots of 2 or more. 


Terms: Net Cash—Postage prepaid when remittance accom- 
panies order. 


Prices subject to change. 


FRED P. SMITH 
6008 W. Belmont Ave., Chicago 34, Illinois 
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business hours. 
Hard polished surfaces, formica counter and table tops 
4 and rubber tile flooring all cut hours from necessary 
iv R S , housekeeping activities. 
W EL To disguise the stairway, the architects built a deep 
J E planting well and lattice partition, backing an open dis. 
play case for appliances. At the head of the stairs, a glass | 
box for the optometrists’s eyeglass frames diverts the . 


/ \ phonograph whose records need changing only twice i 
JEWELERS | 





ACTIVE — INACTIVE AND OBSOLETE customer’s attention. 
Minimizing the necessity for using the stairs, the credit 


STERLING FLATWARE PATTERNS CAN manager’s office will shortly be equipped with an inter. 
BE TURNED INTO CASH NOW! communication system connected to interview booths op 


the first floor. By this device, a customer’s credit rating 


Many of your customers are interested in changing can be verified and reported while he is still selecting i 
their incomplete - on patterns of ——— for his purchases. 
new patterns, providing they can receive a fair price os . . 
for their old silver. We are prospective customers for In designing their Cuscunive office, the firm’s heads E 
this silver and will pleased to make a tentative reproduced in detail the light and color patterns of the © 
offer on receipt of information as to quantity, con- mai r _N : : 
dition, etc.; or, a definite offer on receipt of the ff ” a: —— ow, instead of — g at ultimate 
silver. This will enable you to obtain a much higher effect, they can choose stones and mountings under the 
price for the old silver. We are also interested in same conditions that the customer will first view them, ~~ 
purchasing any sterling silver your customers wish ina. ) 
to dispose of or any sterling flat or hollowware stock. 
ian aw ae eens. 15,000 Visit Detroit Silver Display 
Correspondence Solicited Leading silver manufacturers of America joined with 
We are also interested in your traded-in Detroit clubwomen and students in an unique exhibition 
or surplus jewelry and diamonds. of silver and table settings throughout the week of Febrv- 


ary 5 in the large auditorium of The J. L. Hudson Con. 


Julius Goodman & Son pany, Detroit. Sixteen special displays of an educational 


character were featured, along with 32 tables designed 


_ MADISON AVE. MEMPHIS 1, TENN. / and set by representatives of 15 clubs afhliated with the 




















yOU CAN STAKE YOUR REPUTATION ON 


orth amyalon/ 


BLADES! ~~ 
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One of the attractive table settings in competition. 


Detroit Federation of Women’s Clubs, representatives of 
16 high schools of Detroit and nearby communities, and 
by home economics students of Wayne University. More 
than 15,000 people visited the exhibit. 

There were 16 junior tables, four each representing: 
atte Rt “School Crowd Breakfast,” “Young Fry’s Birthday,” 
able repair shops have “Her First Dinner Date” and “Drop in for Lunch.” The 






Prices learned to depend on 16 adult tables had four each representing: “Tea for the 
Northampton Cutlery for ad erry; 

and illustrations the ultimate in quality Club,” “A Buffet Table Suggesting Spring, ter 

gladly furnished and craftsmanship in Theater Supper” and “Silver Anniversary Dinner.” Par- 


forged stainless steel 


blades ticipating manufacturers offered a prize in each of the 


eight classifications, with a second award ribbon for the 
table judged second best in each class. Tables were 
judged by representatives of the manufacturers who 
ee eS RA awarded the prizes. All tables were complete with silver, 








NORTHAMPTON CUTLERY COMPANY e¢ 
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linen, china, crystal and decorations, and reflected the 
originality of those who arranged them for the organiza- 
ions and schools they represented. 

The Edison Institute provided a special exhibition of 
17th Century wood tableware, pewter pieces, and original 
American silver pieces made in Boston by Paul Revere. 
Among the Revere items was a silver chocolate pot of 
mid-eighteenth century vintage valued at $5,000. The 
Paul Revere pieces were displayed on a rare Hutch pine 
table, with hand-woven linen cloths of the eighteenth 
century period. 

John W. Schwensen, a veteran in the art of hand 
chasing of silver, who has been with the Stieff company, 
manufacturers of Williamsburg Restoration silver, for 
more than forty years, was there to demonstrate his skill. 
Stieff exhibited the firm’s authentic reproductions of 
famous Williamsburg silver, the same as those on exhibi- 
tion at the Craft House in Williamsburg, Virginia. 

In addition the several silverware manufacturers who 
participated showed their latest patterns and one demon- 
strated the processes involved in the production of a 


new pattern. 





Mother’s Day 


(From page 120) 


this tremendous spirit of inter-community cooperation. 
Leading up to Mother’s Day in May, a host of volunteer 
workers are mobilized in each of the 48 states and the 
appointment of a State Chairman is made or confirmed 
by the Governors of the respective states. This activity 
culminates in the annual selection of a State mother for 
each state and the selection of the American Mother of 
the year. 

We celebrate this day every year because 44 years ago, 
a courageous woman fought for this nation’s right to 
honor its mothers. In 1914, Miss Anna Jarvis—and the 
entire American people—triumphed: the President and 
Congress wrote this national holiday into being. 

Jewelers who want to obtain promotion aids from the 
American Mother’s Day Committee may write for infor- 
a to the organization at 393 7th Ave., New York 1, 





Diamond Ad Ties In With Baseball Season 


When the baseball season opened last year in April, 
Proctor’s, San Jose, Calif., came out with a very clever ad 
calling attention to their fine diamonds. The ad, which 
showed a baseball player and three diamond set rings, 
was headed “This Season’s Winners.” The ad went on to 
say: “Check this box score and see why Proctor’s are the 
diamond leaders. We’re always at bat to get greater 
values for you. Proctor’s price range runs from under a 
hundred to more than a thousand. Our designs are hits. 
We always put out extra effort to assist. . . . You'll be 
making no error in buying a ring at Proctor’s. See these 
diamond winners tomorrow.” 

In the copy all of the baseball terms were in bold black 
letters. Complementing their ad they arranged a window 
with black velvet curtains and drapes in which a number 
: diamond rings, bracelets, earrings and pendants were 
shown. 
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For ADVERTISING 
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yeS, the Filtron cold water coffee extractor—the newest 
way to delicious coffee—is the newest gift for Mother’s Day. 

Stock and demonstrate the Filtron—there’s nothing like it 
on the market—cash in on Mother’s Day advertising in House 


Beautiful—Living—Gourmet. 


remember, hundreds of smart jewelers are tak- 
ing advantage of the growing Filtron demand to increase 
traffic—add a new high discount source of income and 
build prestige and good-will. 


PIUDITOM | stacictee enter 


COLD WATER @ Made from non-shortage 
COFFEE materials 
@ Top discounts 
EXTRACTOR @ Easy to demonstrate 
retails at ®@ Growing demand plus 
novelty 
$1950 @ Complete co-op merchan- 
dising 





slightly higher west of Rockies 


Ask your jobber for complete details 
or write direct to 


1215 W. Fullerton Ave. 
Chicago 14, Illinois 
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A BEST-SELLER 


in GENUINE LEATHER... 
“VANITY” TRAVEL ALARM 


at ‘5 


No other nationally known travel alarm clock com- 
pares with “VANITY” for performance, eye-appeal 
and price-appeal. The perfect gift for all occasions, 
bound in Morocco finish genuine leather, it looks 
like a tiny traveling case. ‘Vanity’ is only 2%” 
square and has a 30 hour spring wind alarm... . 
radium dial and hands and place for a favorite 
phofo in the front flap. 
Smart colors too .. . Red, green, brown, blue, tan 
and black. 


HENRY SOCHARD 


Manufacturer of traveling and boudoir clocks since 1912 


435 Fifth Avenue, New York 16, N. Y.. 

















PROFITS 


From 
Jewelry Repairs 


RA) 


Simple repairs, like replacing a 
clasp or spring ring, are easily and 
quickly made, at a good profit. 
There’s a constant demand for such 
work which will increase your store 
traffic, and build goodwill for the 
sale of new jewelry. 












Be ready to give quick repair service 
by having on hand WRC clasps, 
catches, ear wires, spring and jump 
rings, etc. Order a_ reasonable 
assortment now, from your jobber. 


WRC Finpines of Quality 


Manufactured by W. R. Cobb Company 
Providence, R. I. 
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Reconstructed Stones 


(From page 124) 


more or less curved. It is this feature that distinguish, 
clearly two types of ruby reproductions.  Striations i 
present in natural stones are always straight, occasionally 
bending at 60 degrees as illustrated 

The Laboratory staff feels that actually there are many 
more reconstructed stones about than the number yp. 
ported indicates. One probable reason for this is tha 
upon testing such stones, the jeweler sees gas bubble 
and eliminates the possibility of its being a genuine stone 
and classifies it as a synthetic. He fails to look a pj 
farther for characteristic reconstructed features. 

Three of the reconstructed rubies identified jn the 
“Lab” were in fine platinum and diamond mountings, 
one, a two carat stone, was keeping company with 37 
fine natural rubies and 300 diamond brilliants in a plat. 
inum bracelet. Another was the center stone of a platinum 
and diamond ring regarded as a priceless pigeon blood 
ruby by the owner. Two others showed up in jeweler’ 
“junk boxes” of broken stones—a place where we feel 
sure that many more must lie. 

Of all the other gemstones, only one other is recon. 
structed. This is amber. Bits of amber, unsuitable alone 
for use in jewelry, are pressed together along with a cer. 
tain amount of linseed oil. Blue sapphires could not be 
reconstructed because under high temperature the bits 
of sapphire lose their color and no means of restoring it 
was discovered before synthetics had completely replaced 
reconstructed stones. 

Although there is evidence that there may be more te. 
constructed rubies about than the number identified in. 
dicates, it is well for the serious jeweler to regard with 
suspicion any stone presented as such unless he has ac. 
tually observed reconstructed features himself or has had 
the stone reliably tested. 





Variety Presentation 


(From page 160) 


not forced to retract our statements if the customer did 
not sell herself up.” 

According to Newton, customers do sell themselves up 
because of a desire for better workmanship or the appeal 
of more expensive designs or patterns. “It’s bad policy to 
try and urge an unwilling customer,” Newton said. “They 
get the impression we don’t want to sell what we adver 
tise. This reflects on the entire industry and paves the 
way for door-to-door peddlers.” 

Like most jewelers, Newton gets calls for trade names 
he does not carry. When this happens, the customer is 
invited to come to the store to see what’s available, before 
being told that the particular line is not available. “On 
flatware, we lose around 25 per cent of these sales, mostly 
because the customer wants to add to a pattern she already J 
has, but we don’t lose more than 2 per cent of calls on 
hollowware. 

“If a salesperson becomes insistent,” he said, “and 
urges customers into a higher-priced bracket, not only 
the sale liable to be lost but a customer as well. When § 
customers are content with promotion merchandise, We F 
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are happy to think that we have satisfied customers and 
can rely on their return. ae 

Newton’s take great pride in their silverware depart- 
ments and in their window displays. “We all know and 
appreciate the value of window display,” he says, “but 
many of us are reluctant to change them as often as neces- 
sary.” Newton assigns one window to silverware and the 
displays are changed on a weekly schedule. Silverware 
on display inside the store is constantly being worked on. 
“A silver display that is left alone for very long soon 
takes on a shop-worn appearance. It looks to customers 
as if the items were there to fill what would otherwise be 
empty shelves and were not for sale.” 

To eliminate this static appearance, whenever a cus- 
tomer walks into Newton’s and there are no shoppers for 
silverware, he'll find the sales staff busy polishing and 
rearranging the display. As a result, the silverware is 
always highly polished, reflecting the highlights and giv- 
ing the display lots of lively sparkle. 

Many jewelers will contend that this polishing should 
be done out of sight of customers’ eyes, but Newton dis- 
agrees. “We are of the opinion that customers dislike 
to walk into a place of business and see idle salespeople. 
It’s even worse if customers see them talking and laugh- 
ing in groups. Customers might easily think that they 
provoked the untimely snicker because of their manner 
or dress—and react accordingly.” 

Newton, who recently expanded his Joplin store, so 
that he now has twice as much space, has added china 
and glassware to his silverware lines. 


Display Contest 


(From page 126) 


tion will also be awarded by the judges. To enter the 
contest, submit any number of displays on 8 x 10 glossy 
prints. Each print must be mounted on a 10 x 12 inch 
white mounting board. On the back of each entry, paste 
an 8 x 10 sheet listing the following information: name 
and address of store, name of window display or interior 
display manager, type of store, date of display, comments 
as to interests aroused or sales created. It is suggested 
that the official industry display posters and streamers be 
incorporated in the display. 

Entries may be sent any time to Window Display 
Contest Committee, Electric Housewares Section, Na- 
tional Electrical Manufacturers, 155 E. 44th St., New 
York 17, N. Y. 


Support your displays with advertising and good sales- 
manship. Manufacturers are planning to help you with 
countless point-of-sale aids such as radio and television 
copy and ideas, newspaper ad mats, streamers, display 
pieces, direct mail ideas, and facts for salespeople. Mats 
of specific electric housewares items and headings will 
be available through newspaper mat services at your 
local newspapers. 

Electric Housewares Section of NEMA is pre-selling 
your customers by radio, consumer magazine advertising 
and television. The ringing of your cash register is up 
to you. 











accounts. 
a successful selling record. 


strict confidence. 


tion of Sales Manager. 


2 NO. WABASH AVENUE 





Our Salesmen Know of This ‘‘Ad”’ 


WHOLESALE JEWELRY SALESMAN 
FOR OHIO TERRITORY 


This is an established territory — with lots of established 
Prefer man who has travelled this territory — and who has 
Apply at once by letter only — your reply will be held in 


Give detailed information of your experience — write atten- 


PAKULA AND COMPANY 





CHICAGO, ILL. 
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1. Etched Lazy Susan 





2. New Dinnerware Pattern 





3. Swedish Glass Vase 





4. Tropical Design CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 
[] |. New 3-piece Lazy Susan in crystal glass with upcurled 
edge, decorated with "Prelude’’ etching, with shrimp-server 

in center; 18"' in diameter, it is set on chrome base; re- 

. tail $12.50. By Viking Glass Co., New Martinsville, W. Va. 





[] 2. "Poppy" is the name of this new dinnerware pattern in 
Royal York China—with unusual effect of flowers springing 
from center wreath; in soft colors; 5-pe. setting, retail 
$11.75. From Midhurst Importing Corp., 129 5th Ave., N. Y. 


[] 3. Blown by hand in heavy crystal glass, this vase is from 
the Swedish factory of Strombergshytian. It carries a deer 
decoration engraved by copper wheel, and it may be retailed 
for $65. From R. F. Brodegaard & Co., Inc., 225 5th Ave., N. Y. 


[] 4. This new dinnerware pattern on square shape is "Malay 
Mango," tropical design done in rose-pink, green, brown an 
white on peach, pale green or azure; 16-pc. set retails ot 


$19.95. By Weil of California, 3160 San Fernando Road, L.A. 


[] 5. A lovely new assortment of 6 decorative pieces in Tulip 

Pottery from Italy, hand-made and decorated; each a 
. made in three different sizes, the vases ranging from 9/4 
5. Italian Pottery to 6!/.". From Koscherak Bros., Inc., 129 5th Ave., N. Y. © 
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VIKING 


HAND MADE 





Treasured American Glass 





Unique 
Cut and Polished 


Crystal Beauties No. 106 


2” Square Candlestick 





Here are three steady sellers— 
notable Viking items that have been leaders 


since first introduced. 


They have the modern feeling modern 


homes take pride in. 


Like all Viking Glass, they look like so much more than 
they cost. Display them —seeing sells them. 


Push all Viking Glass for 
good profits. No. 131 


8” Square Vase, 
4” wide 





VIKING GLASS COMPANY 


New Martinsville, West Virginia 





No. 11914 
4V,"’ Cigarette Box 
with Cover 
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1. New China Design 





2. Hurricane Lamps 





3. Autumn Pattern 





4. China Cups and Saucers 
CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[1] |. "French Garden" by Vertes, famous Hungarian-French 
artist, just introduced on Museum shape, is modern version 
of garden done in feather light colors; 5-pc. setting, retail 
$22.75. From Castleton China, Inc., 212 Fifth Ave., N. Y. ©. 


[] 2. Part of the Tiffin Collection, these hurricane candle 
lamps are modern in styling with bases in Cellini design; 
161/44" in height; made in all-crystal or with Killarney green 
tops. Created by the United States Glass Co., Tiffin, Ohio. 


[] 3. Tones of purple, brown and green appear in the “Festive 
Autumn" design in Franconia China by Krautheim; fine gold 
line completes pattern; 5-pc. setting with 1034" plate, re 
tail $11. From Herman C. Kupper, Inc., 39 W. 23rd St., N.Y. 


[] 4. Each an Ardalt original, cups and saucers from a group 
of Lenwile China after-dinners, teas, and plates decorated 
with raised enamel design known as Decomori; Italian bras 
stand. From Ardalt Imports, Inc., 95 Madison Ave., N. Y. 


(1 5. Dahlia bowl, a recent import from France, is fashioned 
of opalescent glass with a bluish tone, and is 12" in diam 
eter; both useful and decorative. It may be retailed for $12 

5. French Glass Bowl and is imported by Herbert S. Marcus, 170 5th Ave., N. Y: 
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PASCO Open Stock Dinnerware 


created by the famous Lorenz Hutschenreuther and Tir- 
schenreuth factories, Bavaria, Germany. 


The craftsmanship exhibited in this ware has been developed 
over the past 125 years and exemplifies the best in techni- 


cal skill. 














Open stock pattern No. 7791 


THE SILVER POPLAR 


For Early Delivery 


PAUL A. STRAUB & CO.,, Inc. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 





(See 





rr 
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Dachshund 


2. New Console Set 








3. "Wheat" Cutting 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. This appealing dachshund figure, in china from Royo 
Heidelberg (Winterling), is one from large collection of 
animals, carefully detailed, naturally colored; 11!/2" long. 
Sold by Margaret Preston Wuorio, Inc., 15 E. 26th St., N. Y. 


[) 2. New this spring—hexagonal bowl with matching 3-light 
candleholders on oblong bases, designed with scroll motif; 
13'' bowl may be retailed for $4; the candleholders at $4.50 
each. Created by Fostoria Glass Co., Moundsville, W. Vo. 


[] 3. “Wheat''—one from a series of twelve new hand-cut pat- 
terns on the new '"'Chalice" shape in stemware; it may be §& 
retailed for $1.75 each. Also appears on highballs and old- F 
fashioneds. By Duncan & Miller Glass Co., Washington, Po. § 


[] 4. Hand-painted in rich colors are the flower sprays that 
make up this Windermere" pattern in Spode bone chino; 
line of color follows the edge. It was recently added to New 
York stock by Copeland & Thompson, Inc., 206 5th Ave.,N. Y. 


[] 5. This imported lace figure is one from a large variety 
of such modelings, ranging in height from 7" to II” and in 
many different poses. The figures are ready for immediate 


5. Lace Figurine shipment from Paul A. Straub & Co., Inc., 19 E. 26th St. N.Y. 
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cee of -..'0 make your Springtime glassware sales 
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‘PROUD AS A JEWEL” —new 
Libbey “Diamond-Cut” crystal glass 
incomplete place settings of matching 
tumblers and stemware. You'll be 
proud, too, when you have your 
glassware counters stocked and 

ready to meet the rush of 

business for Libbey’s big 

Springtime promotion. 


The rush: Your customers 
will have seen this full-page, 
full-color advertisement. 


The date: April 16... in 
LIFE magazine. 

Sell it to prospective 
Spring and June brides. 
Sell it to homemakers, 
ee eae 29 ee 2° 
traditional”’ and ““modern. 


When merchandising 
“Diamond Cut,” remember: 


@ Beautifully boxed 4. ofa 
kind, it makes an impressive 
gift. Ideal for bridal gift 
promotions. 


@ It was designed to go with 
both traditional and modern 
china settings. 


@ Chip-resistant rims are 
fully guaranteed: “A new 
glass if the rim of a 
Libbey ‘Safedge’ glass 
ever chips!” 





Copyrign, } 


Oivis; » 1937 
On of Owens-tlliness ner? Glas, 
Toledo», ~~. 


To order: Contact your near-by Libbey Glass distributor Sion 


+». Or write direct to Libbey Glass, Toledo 1, Ohio. 


LIBBEY GLASS Dituabie, Glotvane am 


ESTABLISHED 1818 








LIBBEY GLASS, Division of Owens-lilinois Glass Company, Toledo |, Ohie 
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by MADELINE LOVE 


HARLES W. CARLSON, president of the United 
States Glass Co., Tiffin, O., appears (right) with 
J. A. O’Neill and Mary Gibbons, of Gibbons-O’Neill ad- 


vertising agency, at the press viewing of the new Tiffin 
Collection held March 8 at the Hotel Pierre, New York. 


The collection includes a group of 36 handsomely crafted 


‘BERNADOTTE’ 
BY ORREFORS 


glass vases, bowls, and many other decorative ACCESsOries 
of contemporary styling, and shown with it was a Series 
of about 50 new stemware designs. A_ buffet luncheon 


followed the viewing, with about 150 guests present. 
% % % 


1 pon coming three months—April, May and June— 
present to the jeweler opportunities for gift sales sep. 
ond only to the Christmas season. Weddings, graduations 
and Mother’s Day mean gifts in every category of mer. 
chandise in the jewelry store with, of course, weddings 
offering the widest range of selection. 

Taking care of such an important market demand 
much more than a simple presentation of the wares. Fron 
the time her engagement is first announced, the bride js— 
or should be—the recipient of promotional material oy 
the store’s ability to facilitiate her wedding-gift problem, 
By mail, telephone, or by personal call, she is drawn into 
the store’s sales orbit, her tastes discussed and classified, 
and records kept for the benefit of those who wish to buy 
oifts. 

The jewelry store, with its high prestige and its more 
concentrated merchandising efforts, is the logical store for 
such service, in any city or town. No jeweler will want 
to let such profitable business slip away from him in the 
direction of the department store or specialty shop. 
A! a luncheon held late in February at the Cottage of 

Hampshire House, New York, Castleton China, Inc, 
introduced a new pattern by the famous artist, Vertes, 
Mr. Vertes was present to meet the guests, and the presi. 
dent of Castleton, Louis E. Hellmann, spoke briefly. The 


5d -toKo} Mi alol sil. wae] alo ME ial-b Amuso] ¢-Mke MEd -te Lol Mi fele)(- 
setting. The modern styling and the simplicity 

4 alkwmalolale(aUl mol -SifelaMiilol ¢-Mm o\-laalolelehit-MriUli ie] o)(- 
ico) amo] | Meolceroriols\ Pam balm ol al iifolale amelale Ma l-o] es elal-to 


ring are typical of this finest of crystal. 


ORREFORS 


U.S.A. Representatives: 
EAST —Fisher, Bruce & Company 
__. 221 Market Street, Philadelphia 6, Pa. 
WEST — Zacho, 3157 Wilshire, Los Angeles 5, Calif 


The illustrated Orrefors booklet, with the name 
, of your nearest retailer, will be sent on request. 


This advertisement is one of a series now running in national consumer publications 
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design is called “French Garden,” a modernization of 
~ a flowers done with typical Vertes lightness of touch 
‘n both drawing and coloring. It appears on the modern 


“Museum” shape 1n dinnerware. 


ABLE is set with new co-ordinated dinnerware from 


the Santa Anita Potteries, Los Angeles, a subsidiary 
of the National Silver Co. Called “Vreniware,” the pat- 





tern shown is the “Provincial Apple,” done is soft ombre 
pastels, and only the dinner plate carries the motif. The 
serving pieces, carrying a swirl design, can be used inter- 


changeably with other patterns. 
. ¥ % 


INLAND HOUSE, New York, has been appointed 
exclusive United States representative for the Finnish 
line of glassware, Karhula. This glass was previously 


represented by Waertsila Corp., formerly known as the 
Finland Ceramics and Glass Corp. 


¥ *% a 


ERE are some more gift show dates, three of them in 

Los Angeles. From July 8 to 11, the California 
Lamp and Picture Show is set for the Biltmore Hotel; 
from July 22 to 27, the California Gift Show will be held 
in the Brack Shops, Merchandise Mart, Alexandria and 
Biltmore Hotels and showrooms; and from August 12 to 
15, the Western Jewelry and Silverware Show (including 
china and glass) will be held at the Biltmore. 

The Western Merchandise Exhibitors will hold their 
San Francisco Show August 5 to 9 in the Civic Audi- 
torium and the Palace Hotel; the Seattle Show, August 19 
to 25, in the Olympia Hotel; and the Portland, Ore., 
Show, August 26 to 29, in the Portland Hotel. 

It has also been announced that Registered California, 
Inc., will take part in the Chicago gift shows in the sum- 
mer. The organization will show at the Morrison Hotel, 
July 30 to August 10. 


~ + % 


ILLIAM J. STEINKEMPER, Midwest sales man- 
ager for the United States Glass Co., has been elected 
president of the Chicago Glass and Pottery Association. 
Other officers are: Earl W. Newton, Jr., vice president; 
William R. Anderson, treasurer; and George Trainer, 


secretary. 
* % * 


4 ewe china figurines made by Goldscheider, Inc., in 


both its American and Viennese factories, are now 























Castleton China 


announces two new 


and memorable 


dinnerware patterns ee 


in fine china 


ratio’ a 
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permanently on display in the showrooms of Edward 
Greeman, 225 Fifth Avenue, New York. Mr. Greeman’s 
territory includes the East and New York City, while 
Erwin F. Goldscheider and Milton Davis cover the Mid- 
west and Albert Kessler, the West Coast. 


* * * 


—- G. WHITEHORNE has joined the Midhurst 


Importing Corp., importers of china and earthen- 


EDWIN G. WHITEHORNE 





ware, and will travel in New England and the Middle 
Atlantic States. Mr. Whitehorne was previously asso- 
ciated with the Sun Glo Studios. 





Does it pay a merchants’ group to stage a “Window 
Shopping Treasure Hunt?” Records kept of such an event 
at Kokomo, Ind., recently, revealed the fact that 77 mer- 
chants co-operated in such an affair and offered 203 iden- 
tification prizes valued at $1,400. More than 11,000 people 
signed and received shopping ‘cards. 





Goodwill Lectures 


(From page 130) 





she said. “I made up a portfolio for each subject and the 
store gave me samples to take to my lectures.” 

At the beginning of her lectures, Miss Butler distribute 
information on the subject which she has been asked ty 
discuss. As she talks, she points out samples of the vari. 
ous items under discussion. These articles are left on , 
table for audience inspection after she is finished. 

“I knew Miss Butler’s first lecture had been a succes 
because in the days that followed, I received telephone 
calls from both teen-agers desiring rings, pen and pencil 
sets, etc., and their parents who wanted to buy them 
something for graduation,” Green said. “Since her le. 
ture was addressed to high school seniors, it brought us 
business—and a considerable amount of good will.” 

After Miss Butler had completely prepared her syb. 
ject matter, a letter from the store was sent out to all 
women’s organizations in the area offering the lecturer’; 
services. The response was immediate and bookings were 
made for several social functions, meetings, and YWCA 
talks. “This is the start we needed,” Green said. “After 
Miss Butler’s first lecture, word spread rapidly. A woman 
would hear her at a group meeting and ask her to speak 
at another one. Now, Miss Butler is scheduled for several 
lectures a month and whether it is on the store’s time or 
not, she always talks.” | 

After each lecture, audiences question Miss Butler 
about her subjects. Some groups have her give three lec. 
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tures individually and others ask her to condense the 
three into one. “Although my lectures are purely educa- 
tional, I am glad to say that I have been able to open 
the eyes of hundreds of people who had always thought 
of the jeweler as being only a merchant, she says. After 
each lecture, I am pretty certain to point out that jewelers 
are stylists when it comes to selecting proper silverware, 
china, and crystal patterns and that they want to help 
customers select the proper merchandise. 

Since the Green store found that customers were com- 
ing into the store trying to match up silverware patterns 
with proper china and glassware, they decided to pro- 
mote these items in one section of the store. Green 
designated a rear portion of the floor space to display 
these three items. 

In a corner, two U-shaped wooden tables were set up— 
the first, seven feet wide, was devoted to the display of 
dinnerware settings; the other, five feet wide, was used 
exclusively to display crystalware. Two small glass cases 
were placed in front of the dinnerware section and all 
silverware patterns carried by the store were displayed. 

Miss Butler was placed in charge of the section and 





Waste Space’ Display Highlights Flatware 


Utilizing what normally would qualify only as “waste 
space” on the sides of pillars in the front of the store, 
is a policy which has steadily increased sterling flatware 
sales for Lee Jewelry Company, at 16th and California, in 
downtown Denver, Colorado. 

Instead of representing mere “architectural” beauty, a 
supporting pillar to the right of the main entrance to this 





newest and largest of downtown Denver jewelry stores 
has been fitted with a “miniature display case” on either 
side—which, filled with sterling flatware samples, is ex- 
posed to the heaviest downtown shopping traffic in the 
mountain city. 

As pictured, the “miniature case” is 314 high by 18 
inches wide, constructed of gray satin-finish steel, with 
an interior black velvet panel. On this, approximately 30 
pieces of sterling flatware are displayed. Instead of show- 
ing new patterns, or favorite patterns from the flatware 
stock, such as is usually the case, however, Jacques Adler. 
general manager of the Lee stores, and Mrs. Nellie 
Brown, flatware department manager, hit upon the idea 
of displaying only the “extra pieces” from complete flat- 
ware table settings and, in doing so, have developed a 
display motif which is apparently far more interesting to 
the average passerby. 
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| TROPHY-CRAFT 0. 


FEATURE FOR FEATURE 


rue TROPHY-CRAFT 1: 


HAS MORE 


SELLING FEATURES 





AUTHENTIC “GOLTONE” 
FIGURES FOR 
ALL SPORTS 















IMPRESSIVE 
LOOKING PEARL 
BLACK COLUMN 












EXCLUSIVE 
“GOLTONE” 
METAL BASE 















NEW, BEAUTIFUL 
PEDRARA ONYX 
BASE 







Yes, more features that sell for you. So stock the 
complete Trophy-Craft line of quality trophies, 
medals and charms. . . then watch how fast 
they move off your shelves! 


T BALL CHARMS 


ORTS 
VAILABLE FOR ALL MAJOR SP 


SE TROPHY-CRAF 


E THE 
FEATUR LERS TOO! A 


/ NEW 59 PAGE 
- - ILLUSTRATED CATALOG 
* WRITE TODAY! 


249 N. Reno St. 
Los Angeles 26 
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ode since 1770 


THE W FINE ENGLISH 


DINNERWARE 





COPELAND 
RZ, 


Fine English Earthenware Ses one 


ENGLAND 





; ° SPOUE 
COPELANCS CHINA 
English Bone China coretancs c+ 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 






























THE IDEAL WEDDING ... 
of 
HEREND—HUNGARY DINNERWARE 
hand-painted porcelain 
and 


MEEUWS CAST PEWTER 
from Holland 


Write to Dept. J 


MARGARET PRESTON WUORIO, INC. 


Direct Importers 


15 East 26th Street, New York 10, N. Y. 
Murray Hill 3-5715 





















she has found that about 90 per cent of the customer 
who came to purchase were individuals who had heard 
her speak. Whenever customers makes a silverware sele. 
tion, she shows them appropriate china and glassware 

Adjacent to this section is a four-foot square table 
with a colorful table cloth on which Miss Butler show, 
customers how silverware, china, and glassware will look 
on a table. According to Green, about half the yg. 
tomers purchased chinaware and glassware to go with the 
silverware.” 

Since the majority of Green’s customers purchased 
silver on the time-payment plan, many of them also added 
dinnerware and crystal items to their purchase and paid 
for these items altogether. Too, the plan worked the other 
way around. When customers come in expressly for china 
and/or glassware, Miss Butler makes a display setting for 
four on the table and adds silverware, so the customer 
would become interested in silverware. 

“Once the public recognized us as authorities,” Green 
said, “we didn’t have to sell them the idea of purchasing 
these combinations from use. Instead, they rely on our 
opinions and select merchandise in line with their ability 
to budget it.” 

One large silver company heard about the lectures and 
sent representatives to see Green. They told him that they 
want to build a sales promotion plan around this series, 
which proves that it’s worth all the time and effort that 
the Green store has put into it. 





Customer Service Sets Pace in Tiny Store 


‘Size isn’t what counts in a jewelry store,” says young 
Joe Tanezer, owner and manager of the Joe Tanezer 
Jewelry Store at 308 West Wisconsin Avenue, in down- 
town Milwaukee, Wisconsin, “because it’s the spirit of a 
place and the service it gives customers that count!” 

And he ought to know, because his tiny little bandbox 
of a store is one of the smallest in the city. Set right into 
the heart of the downtown district, it adjoins a large 
newsreel theater, and so there is a constant stream of 
passersby going past Joe’s two small display windows. 

“IT change my merchandise in the show window very 
often, more so than most jewelers,” he remarks, “because 
I have so much passing traffic. Most Milwaukeeans go 
downtown for a stroll after supper, or after they have 
been doing the town in the nearby theaters and night 
clubs, so it’s important for my windows to have fresh 
items to attract their interest. I find costume jewelry is 
a natural for building sales volume, because every git! 
out on a date naturally stops in front of a jewelry store 
window to ‘oh’ and ‘ah’ at pretty things she’d like to have. 

“IT can tell how effective these minor jewelry items are 
in building store traffic, because since I change displays 
often (and in my tiny little windows that doesn’t take 
long!) I can always notice how many young men come 
in and say, ‘Hey, what happened to that little gold charm 
bracelet you had in your window last night?’ 

“Being next to a theater helps sales, too. Of course | 
realize that not every jeweler can be located next to a 
movie house; but I am speaking from my own expeti- 
ences. If the couple have seen a romantic movie, it’s ten 
to one they are in the mood to talk romance themselves: 
and that’s where the jeweler comes in.” 
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e Tarnish Proof, Moth Proof 

© Dirt, Dust and Moisture Proof 

© Perfect Visibility, Easy Access 

© Tough, Crystal-clear Vinylite 

e Beautifies Cases, Cupboards, 
efe. 





2 i Ma Springs, 





"TRIM solves 


Severe Tarnish 
Problem in 
Store Display 





@ Bosshart & Morphy, Clifton 
N. J., report that 
mineral water springs create a 
severe tarnish problem in their 
area. After years of search 
Trim Protectors solved their 
problem completely. Said 
they: “None of the silver 
items displayed in TRIM Pro- 
tectors have shown the slight- 
est tarnish." 





They now recommend TRIM 


oH Zs | 
WORLD’S FINEST 


MONOGRAMMING MACHINE 


STAMPS 


Fountain Pens 





















Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Gift Items 








to other stores and to their retail customers. “a 
Envelope type Vinylite protectors in several sizes are interchangeable 
for flat and hollowware silver, china or linen. Roll-type units with 
12 or more pockets for flat silver. Roll unit for 6-pe silver place 
setting is marvelous for “bride-trade." Designed by Lucile Whittier. 


Now nationally advertised. Among units available and list prices: 














Over 15,000 jewelers, stationers 
and gift shops are today success- 





Trim Units for 6-pc Flat Silver place setting.............. $1.25 fully using Kingsley’s Machine 

Trim KIT for 72-pe Flat Silver service................ 2... 6.75 to promote sales. Its proven 

12 Units, each 15x19"... .$5.00 6 Units, 12x13" ....... 2.00 speed, simplicity and ease of 

16 Unrts, Ass't Sizes ... 5.00 | Unit, 18x24" 12... 2.00 canine ial 

3 Units, each 16x20"... 2.00 | Unit, 24x30" ....... 3.00 ; oft oi 

| Shelf Protector, 27" deep by 36" wide ................. 1.00 anaes EE 

| Complete SILVER TEA SERVICE PROTECTOR, 32x19x!4". 3.00 Write for catalog and copy of “THE KINGSLEY PLAN” 






| Flat Silver Tray Storage Protector, 18xI8" ............... 50 
Trade Discount 
THE TRIM Company Rated Dealers 40% 
2669-JCK Cascade Springs Drive, Ada, Michigan 
Pg ae ws 
wy woy 


STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif 


KINGSLE 

















DIRECT IMPORTERS OF 
OVER 60 MODELS OF 
BINOCULARS (INCLUD- 
ING ZEISS), FIELD AND 
OPERA GLASSES, FROM 
GERMANY — FRANCE — 
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SIZE, STYLE AND PRICE 
RANGE. 
FULLY GUARANTEED 
INDIVIDUALLY BOXED 


Write For Illustrated 
Catalog & Price List 


25 LAFAYETTE STREET 


BROOKLYN I,N.Y. 

















NOW ANYONE 
CAN ENGRAVE RINGS 


UMSIDE! 





VIENNA ROSE 


by ROYAL VIENNA, AUGARTEN 





2 ae min Cy The delicacy and colorful beauty of this de- 
ae ee ae : lightful pattern has made it an outstanding 
favorite with fine stores and their customers 
everywhere. 

Available in a complete dinner service, it is 
but one of many fine patterns, hand painted 
in the highest tradition. 


HUDSON ART IMPORTING CO., Inc. 


| 225 Fifth Avenue—New York 10, N. Y. 


Send for * ' = 
Folder R oo é 

















NEW HERMES — pay out of profits 


13-19 University Pl., New York 3 
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Deadline for Filing Margin Price 
Charts is Extended to April 30th 


Jewelers Affected Only 
On Those Items Listed 
Under CPR 7 Margin Order 


The deadline for filing pricing charts 
with the Office of Prize Stabilization on 
those items covered by Ceiling Price Regu- 
lation 7 (see story below) has been ex- 
tended from March 29th to April 30th. 


This extension was granted by OPS in 
Amendment I to CPR 7. 


The amendment extended to May 30th, 
the one month’s grace period that a re- 
tailer has for getting an OPS acknowledg- 
ment of his filing of charts. He cannot con- 
tinue to sell those CPR 7 items on which 
he has filed price markups lists after May 
30th without acknowledgment from the 
OPS. 


WHAT THE JEWELER MUST DO 

As a result of numerous requests from 
all branches of the trade for information 
on the Government’s price control regula- 
tions, THE JEWELERS’ CiRCULAR-KEYSTONE 
has carefully analyzed the text of the of- 
ficial order to determine how it affects the 
jeweler. 


Comparatively few of the many items 
stocked by the jeweler are affected by the 
latest pricing regulation, Ceiling Price 
Regulation 7, which requires retailers to 
file lists with their local Office of Price 
Stabilization, indicating cost, selling price 
and percentage markups. Reliable sources 
indicate, however, that in the future 
more jewelry store items will be placed 
under this ceiling price control based 
on percentage markups. For this reason 
we think it advisable that you obtain 
a copy of CPR 7 and study its con- 
tents. Copies may be obtained through your 
local Chamber of Commerce or local bank. 


Here, as briefly as possible, is what the 
jeweler must do at present under the Gen- 
eral Ceiling Price Regulation: 


(1.) The jeweler must prepare and main- 
tain records showing prices charged for 
goods or for services delivered or offered 
for delivery (sale) during the base period 
December 19, 1950, and January 25, 1951, 
both dates being included. This list should 
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include all the jeweler’s regular lines of 
jewelry store merchandise—jewelry, silver- 
ware, watches, clocks, china and glass, 
pens, etc., and service charges. (Exceptions 
—see paragraph 3 and list below.) This is 
the requirement of the original General 
Ceiling Price Regulation (GCPR). 

(2.) The jeweler is also required to 
maintain a record of the net costs of mer- 
chandise purchased by him from the manu- 





CPR 7 Items Which Jewelers Might Sell 


Men’s belts, including arm bands and 
garters. 

Ladies’ handbags, purses and pocket- 
books; belts, wallets, keyholders, etc. 

Holders to attach and hold a handbag to 
a table. 

Infants’ novelties, such as comb and brush 
sets, record books, food dishes, baby 
rattles and teethers. 

Umbrellas and canes. 

Tablecloths, napkins, bridge sets, place 
mats, luncheon sets. 

Pictures and mirrors, framed and un- 
framed. 

Lamps. 





facturer or wholesaler at the latest date 
before January 25, 1951. Instead of pre- 
paring a ceiling list of these goods, the 
jeweler may record on the purchase invoices, 
the net price at which each commodity was 
delivered or offered him by the manufac- 
turer or wholesaler during the base period. 
(This does not include freight charges, in- 
surance, etc.—net cost only). 


(3.) The only list which a jeweler must 
file with his local OPS office (and this by 
April 30th) is on those items which he 
sells which are listed in CPR 7 (the latest 
appendix to the general pricing order). If 
he sells any of these items (see above) 
and the sale of any one of these consti- 
tutes more than 10 per cent of the total of 
all CPR 7 items which he carries, then he 
must list this item or category with its cost, 
selling price and percentage markup, and 


file this with his OPS office. 
In other words, say a jeweler carries 10 
(Please turn to page 193) 
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NPA Alters Metal Curbs. 
Copper, Nickel and Tin 
Affected by New Orders 


New amendments, affecting the distr. 
bution of metals which are essential to the 
jewelry industry, have been announced by 
the National Production Authority within 
the past five weeks. Additional amend. 
ments are expected to follow. To date, 
amendments have been made to those 
orders which affect copper, nickel, aluni- 
num, tin, steel and bismuth. 


Another five per cent cut was made in 
the non-defense production rate of copper 
(Order M-12, amended March 9 and 14), 
This fixes the current rate at 80 per cent, 
subject to existing limitations on end ‘use, 
However, Government sources report that 
plans are now under way to increase do- 
mestic production of copper. It is esti- 
mated that domestic output will be in- 
creased by 75,000 to 100,000 tons per year, 
but these production increases will not be 
noticed for at least four more years. No 
increase in dcmestic production of copper 
is anticipated for 1951. e 


The most 1ecent amendment to the NPA 
Nickel Order (M-14, amended February 
28) eliminated the previous run-out period 
of 60 days. Manufacturers are now per 
mitted to continue to manufacture less 
essential items so long as their inventories 
of parts hold out, provided the parts’ in- 
ventories are not suitable for use in the 
manufacture of more essential items. 
Jewelry is included in this group of goods 
which may continue to be manufactured. 
Manufacturers whose inventories include 
either white gold or nickel alloy (which is 
used in making white gold) may use these 
metals so long as their supply lasts. Fur- 
thermore, nickel anodes (which are used 
in nickel plating) may also be used, re 
gardless of the end-product to be plated 
and without time restrictions. 

The latest restriction on steel distribu- 
tion (Order M-47, amended March 7) 
makes it increasingly difficult for store 
owners to replace worn-out store furniture 
and fixtures. This is the most drastic re 
striction yet taken by the NPA with re 
gard to steel. NPA ordered a cutback of 
20 per cent in the use of steel in the manu: 
facture of several major lines of consumer 
durables. Such items as display cases, 
counters, cabinets, desks, sofas, chairs and 
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stools are included in this a 
Aluminum consumption by non-delense 
-ndustries will be permitted to continue 
“on the second quarter of 1951 at the 
ee non-defense production rate of 65 
curren (Order M-7, amended March 9). 
“es wn additional 5 per cent of basic pro- 
juction has been ordered to be set aside 
; stain kinds of rated defense orders. 
pg NPA official stated recently that it 
: saobable that no further cuts will have 
to be made in aluminum consumption for 
-ential civilian use. 
_—, re placed under government 
allocation (Order M-8, amended March 
12). Concurrent with the tin allocation 
announcement, the Reconstruction Finance 
Corporation was directed to take over all 
imports of tin to the United States. Manu- 
facturers who use less than five tons of pig 
tin per month do not need allocations, but 
their orders must carry certification. | 
Tight controls were clamped upon bis- 
muth, which is used in the preparation of 
fusible metals (Order M-48, amended 
h 9). 
yn to the March 8 issue of The 
New York Times, the National Production 
Authority’s Controlled Materials Plan, 
which was used during World War II to 
control the distribution of steel, copper 
and aluminum, will operate as a modified 
CMP if it is used by the NPA during the 
third quarter of 1951 (July 1 to Septem- 
ber 30). Instead of taking complete con- 
trol of the three metals, as was done dur- 
ing World War II, it is reported that only 
from 40 to 50 per cent of the supply will 
be under strict Governmental allocation. 


Deadline Extended 
(From preceding page) 


items covered by CPR 7 and one of them, 
baby rattles, for example, make up over 
10 per cent of the dollar volume of the 
total of all 10 items, then he must list and 
file “Baby Rattles.” 

Exception: The jeweler may forego the 
preparation and filing of such a list if his 
total dollar volume of all items included in 
CPR 7 does not exceed $20,000. In this 
case, the jeweler may elect to continue 
these items under the General Ceiling 
Price Regulation, the same as his other 
lines, 

(4.) Those items listed in CPR 7 which 
a jeweler might conceivably sell and which 
might oblige him to file with OPS a list of 
these items and their percentage markups 
are listed on page 192. 

The latest word we have is that precious 
jewelry will ultimately be included in this 
marginal pricing regulation. Appliances 
are being considered now and silver flat- 
ware and china and glass will probably be 
taken up at a later date. Right now these 
only come under the general pricing order. 
If and when these or other jewelry store 
merchandise are included under the mar- 
ginal pricing regulation, then the jeweler 
will be required to prepare and file per- 
centage markup lists. Right now he is free 
of this regulation on all lines except those 
listed in CPR 7 and on these too, if 
their total does not exceed $20,000 dollar 
volume per year. 
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Eugene Jacquet, 67, Dies; 
Swiss Horological Leader 


Professor Eugene Jacquet, noted writer, 
scholar and President of the Swiss Chrono- 
metric Society, has died at the age of 67, 
according to word received from Geneva. 

The son of a watchmaker, Professor 
Jacquet attended the Geneva Watchmaking 
School and later taught at the Bienne 
School of Horology. He gained renown as 
an educator who taught horology to genera- 
tions of Geneva watchmakers. He taught 
at the Geneva School, a 127-year-old insti- 
tution, where he served as director. 

It was after his retirement, however, that 
he undertook the work which brought him 
international fame. He made an intensive 





study of the history of Swiss watchmaking. 
A gifted writer and scholar, he wrote “The 
School of Horology of Geneva,” published 
in 1924, for the centenary of that institution. 
He also wrote a comprehensive survey of 
watchmaking education in Switzerland, 
“The Swiss Schools of Horology.” 

After his retirement, he was named 
honorary conservator of the Horological 
Department of the Geneva Arts Museum. 
A short while before his death, he told a 
friend that he still had 10 years of work 
ahead of him to finish cataloging the col- 
lection of the Geneva School of Watch- 
making. His catalog details the history of 
every piece in the collection, including the 
biography of the maker and notes on the 


| school which produced it. 
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When you run a LANDAU ‘FLAT SALE” not an auction, you get the 
experience gained through running proven successful sales ‘or over 
25 years! You get the best and biggest sales organization in America 
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Tariff Commission to Scan 
imports of Swiss Watches 


The Tariff Commission, acting with un- 
usual speed, has acted upon the applica- 
tions of the Elgin National Watch Co. and 
the Hamilton Watch Co. (endorsed by the 
trustees of the Waltham Watch Co) for an 
investigation under the escape clause of the 
Swiss trade agreement by ordering such 
an investigation and a public hearing to 
be held on May 15th. (See JC-K March, 
page 203). 

The investigation asked for by the 
American companies is designed to deter- 
mine whether watches, movements, cases, 
etc., are being imported from Switzerland 








in such quantities so as to cause or threat- 
en serious injury to the domestic industry. 

The Elgin and Hamilton application 
asked for the investigation with respect to 
“jeweled watches and watch movements 
containing seven jewels or more but not 
more than seventeen jewels and _ parts 
therefor.” 

The Tariff Commission, however, on its 
own motion extended the scope of the in- 


vestigation to cover all watches, watch 
movements, watch cases and all other 
articles and parts of articles classified 


under paragravh 367 of the Tariff Act of 

1930, as amended. Tis covers the whole 

range of Swiss jewelled watch imports. 
The public hearing will be held in the 














Diamond and Platinum 
Jewelry enhanced by the 
extra touch of design that 
transforms beauty to sales. 
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37 W.47th ST. 
NEW YORK 
19, WN. T. 


Dept. A 


Tariff Commission Building, 





7th and F 


Sts., N. W., Washington, D. C.. at 10 A. M 


on May 15th. Parties desiring to a 
the hearing should notify the se 
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the 
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A massive diamond clip, diamond earrings 
and bracelet add a touch of elegance to 
this pretty evening hat by Rose Valois of 
Paris. The French milliner combines roses 
and egrets on a black horsehair crown to 
form this creation in her current spring 


collection. 

















PATTERNS SHOWN 
ON COVER 


(Not in the order they appear on 
the line drawing on page 156.) 


Spring Garden—Holmes & Edwards 
Lasting Spring—Heirloom Sterling 
Lily of the Valley—Gorham 
Gadroonette—Manchester 
Rio—Wm. A. Rogers Sec. 
Prelude—International Sterling 
Bridal Veil—Anchor Rogers Anchor 


Intermezzo—National Silver 


Stanton Hall—Heirloom 
Starlight—Star Rogers & Bros. 


Holiday—King Edwards 


Old Charleston—Anchor Rogers Anchor 


Lido—Wm. A. Rogers Sec. 


Morning Star—Community Plate 


Fiddle Thread—Frank Smith 
Invitation—Gorham 


Rose of Sharon-—Frank M. Whiting 
Evening Star—Community Plate 
Blossom Time—International Sterling 
Contour—Towle 

Golden Age—Frank Smith 


Lamarie—Watson 
Heiress—Oneida Sterling 
Plantation—! 88! 


Prince Eugene—Alvin 


King Cedric—Oneida Sterling 

May Queen—Holmes & Edwards 
Camellia—Gorham 
Champagne—Eagle Wm. Rogers Star 


New Elegance—Gorham 


Dancing Flowers—Reed & Barton 


Remembrance—1847 Rogers 
Festivity—Reed & Barton 
Sweet Briar—Tudor Plate 
Daffodil—!847 Rogers 
Fantasy—Tudor Plate 


Modern Victorian—Lunt Silversmiths 


Bridal Wreath—Tudor Plate 
April—Wm. Rogers & Son 
Francis First—Reed & Barton 


Old London—Reed & Barton 
Sweetheart Rose—Lunt Silversmiths 
Romance of the Sea—Wallace 


Lily—Frank M. Whiting 
Brookwood—!88! (R) Rogers 
Roseberry—National 
Astrid—Guildcraft 


See Prize Contest on page 156 


(R) Rogers (R) 
Inspiration—Star Rogers & Bros. 


(R) 
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Talks on Advertising and Merchandising 
Highlight Indiana Jewelers Convention 


Despite adverse weather and hazardous 
road conditions prevalent at the time, the 
annual convention of the Indiana Jewelers 
Association, held February 14 and 15, drew 
a large attendance. The annual meeting 
of the organization was held at the Lincoln 


Hotel in Indianapolis. 

Sol Blickman, association _ president, 
opened the convention with a short talk 
in which he greeted the members and ex- 
pressed the hope that the outstanding 
program the committee had arranged would 
be of great value to them. 

Ewing Stumm, manager of the sales 
training department of the National Cash 
Register Co., delivered an interesting ad- 
dress on “The Three M’s in Good Manage- 
ment.” 

The remainder of the morning session 
was devoted to a round-table discussion on 
the subject “Why Buy Jewelry From a 
Jeweler.” Participating in the discussion 
were Stanley Goldberg, LaPorte; Sol Blick- 
man, Indianapolis; Arthur G. Mathews, 
promotion manager, Jewelry Industry Coun- 
cil, and Robert Mohlman, Lafayette. Al- 
most every phase of jewelry store operation 
was analyzed before the discussion was 
concluded. The debate developed some 
healthy participation from the floor and 
became so interesting that one of the 
feature talks had to be held over to the 
next day as time indicated the cocktail 
hour was near. 

Bob Mohlman acted as official host at 
the cocktail hour which was followed by 
the banquet and entertainment. Members 
and their guests danced to the music of 
Ralph Lilliard and his orchestra with occa- 
sional detours to the Baldwin-Miller hos- 
pitality room where Si Reagan presided. 


The Thursday morning session opened 
with an address by H. C. Kirkberg, vice 
president, central region, American Na- 
tional Retail Jewelers Association, who 
stressed the many advantages of belonging 
to both state and national associations. 


Benjamin S. Katz, president of the Gruen 
Watch Co., gave a forceful talk on “How 
to Bring People Into Your Store.” Mr. 
Katz, a firm believer in the power of adver- 
tising, said that every successful jeweler 
must use good, consistent advertising. 
Pointing out that Americans are happiest 
when they are giving and that jewelers 
actually sell happiness rather than utility 
of any kind, he stressed the necessity of 
appealing to the consumers’ emotions and 
sentiments in jewelry store advertising. 
He deplored what he called “price and 
terms” advertising and told members their 
ads must reflect the quality and prestige 
of their merchandise and store. He sug- 
gested building an advertising program 
around the seven or eight national gift 
seasons and making use of the tremendous 
sums of money spent by manufacturers on 
national advertising by tying in local ads 
of their own. 

In an address titled “The Most Important 
Three Feet in Your Store,” J. G. Shennan, 
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president of the Elgin National Watch Co.., 
told the jewelers that the three feet separat- 
ing the clerk from his customer across the 
retail counter is “the most crucial distance 
in the entire chain of modern merchan- 
dising. 

“Failure at the point of sale means a 
waste of the millions of dollars American 
business spends annually on product de- 
velopment, advertising and sales promo- 
tion,’ the speaker warned. Urging better 
training of retail clerks as “the golden 
opportunity to win satisfied customers and 





an increased sales volume,” Mr. Shennan 
cautioned jewelers against underestimating 
the value of proper selling. 

Arthur G. Mathews, promotion manager 
for the Jewelry Industry Council, estimated 
that national publicity worth upwards of 
$1,500,000 had been secured during 1950 
by the JIC. He urged retailers to tie-in 
local efforts with the various national pro- 
motions to help their own store sales. 


The following officers were chosen un- 
animously to serve for the ensuing year: 
Robert Mohlman, Lafayette, president; 
Stanley Goldberg, LaPorte, first vice presi- 
dent; Sol Blickman, Indianapolis, second 
vice president, and Harold A. Tracy, In- 
dianapolis, secretary-treasurer. 











At present there are shortages in most of 
the lines that you sell and Wedding and 


Graduation demands will put a strain 


upon your stock. 


With the B A & Co. 1951 Catalogue at 
hand you have the means of obtaining 
what is needed. The book can be of great 


value if you will use it. 


BENJ. ALLEN & CO., INC. 


SILVERSMITHS BLDG. - 10 S. WABASH AVE. - CHICAGO 3, ILL. 
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Latest Information on 


















Ten years ago, JEWELERS CIRCULAR-KEY- 
STONE released the first of its surveys on 
“Mrs. America and Her Silverware.” This 
was long respected by retailers, wholesalers 
and manufacturers as an accurate guide 
in planning sales promotional campaigns 
on both sterling and plated flatware and 
hollowware. 

All jewelers are, of course, acquainted 
with the tremendous changes which have 


Mrs. America and 


Her Silver Available in New JC-K Survey 


Business Administration School of Fenn College 
Completes Comprehensive Study of Silverware Market 


taken place in the past ten years on the 
consumer’s possession, use and buying of 
these staple jewelry store items. 

As a result of requests from all branches 
of the trade for an up-to-date study similar 
to that conducted in 1940, the JC-K en- 
listed the services of the Business Admin- 
istration School of Fenn College in Cleve- 
land, Ohio. Following several conferences 
with the directors and professors of that 
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ideally engraved on the 
Engravograph. 
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division and visits to the class to be sure 
that the students had the utmost compre. 
hension of the jewelry industry and silyer. 
ware, a foundation for the SUIVey Was 
established which makes the results par. 
ticularly interesting. 

This is probably the most comprehensive 
consumer survey ever made on the subject 
of the American housewife and her silver. 
ware. 

The first of the articles revealing the facts 
uncovered by this survey appears in the 
feature section of this issue, Subsequent 
issues will carry further reports on the 
study. 

The greater Cleveland (Ohio) area was 
selected for this survey because it provides 
a good cross-section of the country as q 
whole. In this metropolitan area are found 
all income groups, numerous racial groups, 
and widely diversified industrial activities. 

To secure this information as to Mrs. 
America of 1950 and her silverware, 1,868 
housewives were questioned in personal in- 
terviews. A copy of the questionnaire used 
is reproduced in connection with the fea- 
ture article in the fore part of this issue, 

A similar JC-K survey was made a de. 
cade ago in the same area. In order to 
make the results comparable, the present 
study incorporates many of the same or 
similar questions. This makes it possible 
to determine how the silverware habits of 
the American housewives have been altered 
during this interval. 

Mrs. America of 1950 was _ classified 
according to income and age groups. The 
study attempts to determine whether there 
is any relationship between income and 
silverware ownership, or any relationship 
of age to silverware holdings and use. For 
purposes of analysis the income groups 
were divided into three categories: the 
high income group, hereafter referred to 
as group A; the middle income group 
designated as Group B; and the lower 
income group assigned to Group C. 

The income classification was correlated 
with the economic groups in the Cleveland 
area as described on the Census Tract Map 
published by the Cleveland Plain Dealer. 
The classification and sample in each in 
come group was selected to correspond to 
the Consumers’ Income Report of Current 
Population (February 14, 1950). (This as 
published in the Federal Reserve Bulletin, 
August, 1950, “Survey of Consumer Finance, 
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Sheaffer Pen Company 
Distributes Bonus Checks 


Profit-sharing checks equal to 40 pe 
cent of their December-January-Februaty 
earnings were distributed March 20th to 
some 1800 employees of the W. A. Sheaffer 
Pen Co. in Fort Madison, Iowa, and in 
Mount Pleasant, Iowa, bringing the fiscal 
year payments to an all-time high of 2! 
per cent. 

This fourth-quarter payment is part 
a regular profit-sharing plan which has 
been in effect for all Sheaffer employees 
since 1934, said G. A. Beck, executive 
vice president, and brings the total profit- 
sharing money thus distributed to more 
than $9,000,000 in the last 16 years. 
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Part IlI.”) The increase in the national 
and family dollar incomes since the pre- 
yious studies were made required an up- 
ward adjustment in the dollar brackets 
of the respective groups. The table below 
‘ndicates the close relationship of the per- 
centages in the income groups of the 
present study and those of the Consumers 
Income Reports of Current Population. 


COMPARISON OF INCOME 


DISTRIBUTION 

Annual Consumers’ Present 
Income Income Report Survey 
Under 1,000 2% 86 % 
1,000-1,999 9% 4.50% 
2,000-2,999 16% 16.49% 
3,000-3,999 19% 30.94% 
4.000-4,999 15% 22.91% 

5,000-7,499 19% 
7,500-9,999 2% 24.30% 

10,000 Over 3 %o 


The distribution of income for the higher 
income group (Group A) included those 
reporting an annual income of over $6,000 
which composed 10.76% of the total 
sample and corresponds to 12.69% in the 
Consumers’ Income Report. The middle 
income group (Group B) included those 
with an annual income between $3,000 and 
$6,000, composing 66.89% of the sample. 
The lower income group (Group C) in- 
cluded 21.85% of the sample with incomes 
of less than $3,000 per year. 

The income distribution of the present 
survey is illustrated by the accompanying 
chart. The same information can be found 
in a bar chart in the appendix. 

Housewives were segregated into two age 
groups, under 45 years of age and those 
45 years of age or more. Age was con- 
sidered to be of importance in the an- 
alysis of certain questions. It was _ be- 
lieved that a direct question as to the age 
of respondents would cause antagonism; 
therefore, interviewers were instructed to 
use their own judgment in determining the 
age of each respondent. 

Of the 1,868 families interviewed the 
sizes of families ranged from 1 to 12. A 
family of two was the most common, rep- 
resenting 541 families or 29% of the total. 
Combining family sizes of 2, 3, and 4 
members included approximately 79% of 
the families interviewed. A more detailed 
analysis of family size of those included 
in the survey may be found in the appendix. 

Because several terms used repeatedly 
throughout the study are used loosely to 
mean different things, it is desirable to 
define their present usage in the report. 

Sterling—Any silverware composed of 
92.5%-95% silver. ; 

Flatware—Any knife, fork, or spoon. 

Hollowware—Any silverware, exclusive 
of knives, forks, and spoons. 

Place setting—A minimum of a knife, 
fork, spoon, and all other flatware pieces 
which the housewife wished to include. 





A. C. Possin Co. Moves 
Adolph Possin of the A. C. Possin Co., 


wholesale jewelers of Milwaukee, Wis., has 
announced that the firm has moved into 
new offices at 740 N. Plankinton Ave., in 
the American State Bank Building, that 
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city. The former location of the company 
was at 213 W. Wisconsin Ave. 





S. Katz is Jewelry Store Brand 
Name Retailer of the Year 


Sigmund Katz, president of S. & N. Katz, 
Inc., Baltimore, Md., jewelry store chain, 
was named “Jewelry Store Brand Name 
Retailer of the Year” for the most out- 
standing presentation of nationally adver- 
tised brands to the public during 1950. 

Four other jewelers were awarded “Cer- 
tificates of Distinction.” They were Dwight 
D. Haggard, manager of Budd & Co., 30 
N. High St., Columbus, Ohio; Howard 
Michaels, Michaels, 926 Chapel St., New 
Haven, Conn.; Arthur Rickbeil, Rickys 
Jewelers, 700 Main St., Klamath Falls. 


| 





Ore., and Rudolph R. Schindler, Schind- 
ler’s Jewelry, 322 Fourth St., Sioux City, 
Iowa. 

This was the first year that the Brand 
Names Foundation, Inc., broadened their 
“Retailer of the Year” awards to include 
17 separate fields of retailing of which 
jewelry was one. 

The five jewelers will be presented 
their awards, with winners in the other 16 
fields, at the Foundation’s “Salute to the 
American Merchant” luncheon at the Hotel 
Commodore, New York, on Brand Names 
Day, April 11. More than 1.500 leaders of 
manufacturing and retail firms are ex- 
pected to attend the luncheon and witness 
the presentation. Guest speaker for the 
occasion will be Michael V. DiSalle, Direc- 
tor of Price Stabilization. 
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Manufacturers Exhibitors 
Committee Formed 


Representatives of 20 leading manufac- 
turers and distributors of jewelry and 
similar lines met in New York on March 
20 to discuss the problems that face them 
in connection with the showing of their 
lines in various exhibitions. 

At the Reckefeller Center Luncheon 
Club, scene of the meeting, the manufac- 
turer and distributor representatives or- 
ganized the Manufacturers Exhibitors Com- 
mittee. Sylvan Gotshal, attorney, of Weil, 
Gotshal & Manges of New York was ap- 
pointed legal representative and spokesman 
of the group. 








When asked about the purpose of the 
organization, Mr. Gotshal said, “The group 
is motivated by ideas for the good and 
welfare of their customers and of the 
general public. No policies have as yet 
been adopted. The purpose will be to ex- 
amine carefully all existing methods of 
exhibition of products and to try to de- 
velop ultimately, a method which will avoid 
loss of time and money and which will 
finally work to the advantage of the con- 
suming public as well as all segments ol 
the industry.” 

An industry committee will be organized 
to work closely with Mr. Gotshal. 

The firms iepresented at the meeting 
were American Jewelry Distributors, Inc., 
American Time Products Co., Benrus 
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Watch Co., Bruner-Ritter Co,, Bulova 
Watch Co., Elgin National Watch (¢, 
Flex Let Corp., Heller-Deltah Co,, , 
International Silver Co., Longines.Wit. 
nauer Watch Co., Inc., National Silver ¢, 
and J. R. Wood & Sons, all of New Yor 
City; Forstner Chain Corp., Irvingtoy 
N. J.; Gemex Co., Union, N. J.: Cones 
Watch Co., Cincinnati, Ohio; Hamiltoy 
Watch Co., Lancaster, Pa.; Jacques 
Kreisler Mfg. Corp., North Bergen, N, J. 
Oneida, Ltd., Oneida, N. Y.; Ronson pi 
Metal Works, Inc., Newark, N. J.; and 
Speidel Corp., Providence, R. I. 

Mr. Gotshal said that other firms, yp. 
able to attend the meeting, have indicated 
sympathetic interest in the objectives of 
the group. 

Suggestions for a solution to the group’s 
problems are being made to Mr. Gotshal, 
who said that an ultimate solution will be 
approached with due regard to the inter. 
ests of all concerned. 


——_- 


Van Cott and Goldberg 
Comment on One Show 


Prior to the formation of the Manufac. 
turers Exhibitors Committee, which repre. 
sents manufacturers and distributors of 
jewelry and similar lines, significant state. 
ments regarding the outlook for a single 
annual trade show sponsored by the Ameri- 
can National Retail Jewelers Association 
and the National Association of Credit 
Jewelers were made by the presidents of 
both organizations. 

Kenneth [. Van Cott, president of the 
American National Retail Jewelers Asso- 
ciation, crystallized the thinking of all 
officials of ANRJA on the proposal for a 
single show when he said, “I think that 
careful consideration should be given to 
any judgment of the two National Asso- 
ciation-sponsored shows—that they should 
be judged entirely on their merits and not 
on the basis of Association support. Fur- 
ther, that full consideration should be 
given to the needs and desires of the many 
exhibitors who pay their money to exhibit 
and who find it worthwhile business to do 
so and who wish to display their wares in 
one, or two, or twenty shows, as they de- 
sire. 

“It would appear,’ Mr. Van Cott con- 
tinues, “that the answer to all exhibit 
questions should resolve itself into the 
simple self-question: ‘Is this worthwhile 
for my own business?’ ” 

Mr. Van Cott concludes by saying, 
“ANRJA will continue to operate its ex 
hibit as a Convention feature on a strictly 
business basis, and we anticipate the con- 
tinuing support only of those who feel it 
is worthwhile for them to participate.” 

H. A. Goldberg, president of the Na 
tional Association of Credit Jewelers, in 
commenting on the one trade show-idea, 
said, “Legal opinions obtained by the 
NACJ, some of its directors individually, 
and the ANRJA, made it necessary for our 
association to withdraw completely from 
the one-show proposal. After that, the time 
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‘ac too short to develop a lawful, fair and 
er ble plan for 1951. If a unified trade 
oe 1952—a show that will be fair 
OF equitable for everyone concerned—can 
he arranged on a lawful basis, the NAQJ 
vill cooperate wholeheartedly.” 

He continued by saying, The NACJ 
called attention to the fact that no single 
hotel in New York could handle a unified 
trade show and _ satisfy all interests, and, 
recognizing oul responsibilities to all ex- 
hibitors, large and small, the NACJ could 
not consent to a show plan which did not 
offer suitable exhibition space to all ex- 
hibitors. | 

“The record of the one-show question 
makes it clear,” he concluded, “that the 
NACJ tried repeatedly to find a practical 
solution.” 

The ANRJA will hold its 46th Annual 
Convention and Trade show in New York 
from August 12 to 16. The NACJ will hold 
its 1951 National Jewelry Fair in Chicago 
from July 29 to August. 2. 





Armstrongs Remodel Store 


Irving N. Chayken, president of Arm- 
strongs jewelry store in Hammond, Ind., 
has announced the recent opening of their 
newly remodeled store in the Parthenon 
Theatre Building. Armstrongs was estab- 
lished in Hammond in 1389. 


S. E. pesustein, 93, Dies; 
Founded National Silver Co. 


Samuel E. Bernstein, founder, executive 
committee chairman and former president 
of the National Silver Co. of New York, 
died at his winter home in Miami, Fla., on 
March 17th. He died two days before his 
82nd birthday. 

An immigrant street peddler in New 
York at the age of 16, Mr. Bernstein be- 
came head of the substantial National Sil- 
ver Co. 


SAMUEL E. 
BERNSTEIN 





Born in Kovno, Lithuania, he was 
brought to this country at the age of 13 by 
an uncle. He gave up peddling to be a 
clerk in a house-furnishing retail store. 

After ventures in the stove manufactur- 
ing business, selling retail and wholesale 
house furnishings and other jobs, Mr. 
Bernstein founded the National Silver Co. 
in 1890 in New York. Under his guidance 
the company grew rapidly from a small 
wholesale cutlery and silver concern. Mr. 
Bernstein was also a director of the F. B. 
Rogers Silver Co., Taunton, Mass. 

He was active in the philanthropic work 
of various Jewish organizations, including 
the United Jewish Appeal and the Federa- 
tion of Jewish Philanthropies. He was also 
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a contributor to Roman Catholic charities 
and to the National Conference of Chris- 
tians and Jews. 

Surviving are his widow, a daughter, four 
sons and ten grandchildren. 





Deadline for Veteran Training 
Under G. I. Bill is July 25th 


Veterans who are contemplating educa- 
tional training under the G.I. Bill must 
have their enrollments completed by July 
25 which is the deadline for these benefits. 
No request for training after the deadline 
date will be recognized by the Veterans 
Administration. 

Robert M. Shipley, founder and director 
of the Gemological Institute of America. 
which offers both resident as well as corre- 





| 
| 
| 
| 





spondence courses in gem study, urged 
veterans who are planning to take the GIA 
course to have enrollment forms in the 
hands of the school not later than June. 
The GIA will supply and file VA enroll- 
ment forms so that it will not be necessary 
for the veteran to contact or call his VA 
office. 

“In these days of uncertainty,” says 
Shipley, “every young man should realize 
that a stockpiling of knowledge is one of 
the finest guarantees for the future. Infla- 
tion can make no inroads into such an 
investment. The progress and future of any 
industry, and the jewelry business is no 
exception, depends on the training of 
young who will ultimately take over the 
reins of management.” 
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MORE TRAFFIC FOR YOU! 


JEWEL-RE-CLEAN = 
with ANORCENE te 


IT'S NEW... IT'S DIFFERENT = ®cxasnd *RE-Gh a 
IT'S BETTER THAN EVER | » ae 


Jewel-Re-Clean ... the favorite of | ne eS 
thousands for many years. Now wee 
better than ever with Anorcene, 
the magic new ingredient that re- 
stores original luster of jewelry 
quickly and safely. 


ONLY JEWEL-RE-CLEAN GIVES YOU ALL THIS 


Bright new solution 
Striking new 2 color label 

New stainless steel jewelry 
holder. Will not harm jewelry 
or discolor solution. 

Welded bristles 
cannot come out. 
Envelope containing 
less diamond tissues for drying 


JEWEL-RE-CLEAN WILL SELL FOR YOU 
FREE SALES HELPS 


New eye catching counter display with your order. 
500 circulars with your name for distribution to your customers and 
jar labels with your name also available free of charge. 


Your selling price..... adeeneeaw cee 
No. J18503 
2 dozen jars, each in individual 2 color box........... $12.00 
r~ 
Or J | gross jars, each in individual 2 color box.......... $68.40 


QUANTITY PRICES ON REQUEST 


ORDER NOW! 


(0 F. MARSHALL CO. 


1445 JACKSON BLVD. 
LLINOTS 
28 DISTRIBUTORS AND BRANCHES IN 
PRINCIPAL CITIES THROUGHOUT THE JU. S. A. 
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¢ Each jar in individual, beauti- 
ful 2 color box. 


¢ Each jar contains a card re- 
minding your customer to bring 
in her watch for inspection and 
overhauling. 

100 lint- 

Jewel-Re-Clean will help you make 
sales in other departments. 
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Portland; Rex Hamacker, Eugene; John 
Tobin, Oregon City; Jerry Shiplee, North 
Bend; William Kenick, Corvallis; Sidney 
L. Stevens, Salem; W. R. Ten Brook, 


practice, he advised “beaming the dise 
sions in your sales meetings toward aa 
in presenting merchandise.” 

He reported that in his firm’s 


Oregon RJA Elects 
Brambier President 


Harry H. Brambier, vice president of M. Albany; Willis Bell, Astoria; Mrs. Bess surveys, it has been found that the oa 
Jacoby Co., Portland jewelers, was elected Pound, The Dalles, and J. B. Bear, Bend. difficulty is in getting the store manager 


The over 200 jewelers in attendance 
heard Norman D. Davis of Davis Sales 
Consultants, Portland, declare that the 
answer to the question of larger profits is 
the same as the answer to the question: 
How do you handle your customers? 

He stressed the importance of establish- 
ing a sales manager who will maintain 
personal contact with the sales people and 
who will determine that the proper atti- 
tude is passed on to the prospective cus- 
tomer. Since the profession of selling takes 


away from his book work long enough t 
increase the skill of customer handj; 
“Yet we don’t get a dollar out of the busi 
ness unless the customer looks through the 
door, walks in and stays to buy,” he said 

Davis cited recent surveys by his ee 
ganization which indicate that 68 per cen, 
of customers are driven away because of 
indifference and 14 per cent leave becaus 
of unadjusted difficulties. 

“And where you make your money,” he 
added, “is not the one-time sale, but the 
customer who is satisfied, who returns to 
give you further business, and who recom. 
mends you to his friends.” 

There’s a great difference, he stated, 
between selling lots of merchandise and 
selling lots of customers, and added that 
a sure-fire recipe for the latter is by mak. 
ing the customer feel he’s in the friendlies 
MO store in town with the best quality mer. 

. b ] ® ‘ 
e Sieplay stone $8 hg — and he'll be back and bring his 
with X-300 or X-500. 

And just how to win customers and ip. 
fluence further sales? Since there is yo 
cut-and-dried formula, he suggested watch. 
ing the customer’s facial reactions as ap 
index to his feelings and counselled, “Ask 
some of them if they are satisfied, and if 
so, why.” 


president of the Oregon Retail Jewelers 
Association during its annual meeting held 
in Portland February 11th. 

Other Portland men elected to office 
were: William R. Johnson, first vice presi- 
dent; Dan Zell, Zell Bros., second vice 
president; Ralph Erickson, Roy & Molin, 
secretary-treasurer, and Frank J. Breall, 
Miller & Breall, chairman of the board. 

New directors are Nate Packouz, Josiah 
F. Gilray, Mrs. Edgar Jackson, Rene Rueff, 
Jerome Margulis and Carl Greve, all of 











Get Your Share of Lighter Repair 


WE NOW HAVE REPAIR KITS AVAILABLE FOR IMMEDIATE DELIVERY 



















EXTRA 











x-500 Se" INCOME WITHOUT aon 
$50.00 \~ ADDITIONAL OVERHEAD $25.00 
$10.00 Net X-100 $25.00 Net X-200 


This Kit contains an assortment of 
285 parts to fit Ronson. 


THESE PARTS listed at $17.86 will bring in 
$25 te $50.00 —In Resales and Repairs 


Plastic storage chest, 4%, x 


FREE! 8!/, with 33 compartments. 


* Window Display Streamers. 











This Kit contains an assortment of 
388 parts to fit Ronson. 

THESE PARTS listed at $42.20 will bring In 

$80.00 to $100 — In Resales and Repairs 

Plastic storage chest, 4!/4 x 

FREE! 8'4, with 34 compartments. 

" Window Display Streamers. 








$50.00 Net X-300 
This Kit contains an assortment of 578 
parts to fit Ronson, Evans, Thorens and 
other lighters. 


THESE PARTS listed at $84.57 will bring in 
$200 to $300—JIn Resales and Repairs 


Plastic Counter Displa 


play S-800 
| Plastic Storage Chest 6'/2""x!1" 
= with 60 compartments. Win- 

dow Display Streamers. 








*€ Each Kit is packed in a beautiful clear 
plastic storage chest. 


Guide Chart in lid tells where each part 





we Parts for re-stocking Py kit 


$50.00 Net X-500 


This Kit Contains an assortment of 
719 parts to fit Ronson. 
THESE PARTS listed at $88.16 will bring In 
$200 te $300 —JIn Resales and Repairs 
Plastic Counter Displey S-800 
FREE | Plastic Storage Chest aati" 
= with 60 compartments. Win- 
dow Display Streamers. 


can be obtained at times. 





Harry H. Brambier (second from left), 
newly elected president of the Oregon 
Retail Jewelers Association, is shown being 
congratulated by Frank J. Breall (right), 
outgoing president and new chairman of 
the board. Looking on are Ralph Erickson 
(left), new secretary-treasurer, and William 
R. Johnson (second from right), first vice 
president. Absent when this photo was 
snapped was Dan Zell, second vice 
president. 


Davis listed the following as important 
pointers toward good customer relations: 
1. Stress the advantages of a given item 
to your customer. Do a real selling job. 
Play up its high points. You can drop the 
item on your velvet display cloth and say 





oe $-800 Beautiful 3 coler ceunter display 
sign, FREE with Kits X-300 and X-500. 


Send check in advance; save postage 
and C.O.D. Fees. 


LIGHTER PARTS, Inc. 


it’s fine, it’s the best available, or you can 
make a real sales presentation. “One of 
your greatest lacks is that you don’t give 
the customer enough information,” he ac: 
cused. “When the customer has to ask 
questions, you’ve fallen down on your job.” 

2. Strike out the “allocations, shortages, 
the can’t-get-it-itis” from your vocabulary. 


Is located and suggests retall price. 


2-4 EAST STOCKTON AVE., DEPT. K 
PITTSBURGH 12, PENNA. 
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e there is no shortage in your ef- 
forts to fll a need. If you don’t have a 
ested item, make an effort to find some- 
ae else equally suitable. . 
Edward N. Weinbaum, executive secre- 
of the Oregon RJA and manager of 
the Portland Retail Trade Bureau, reported 
on a recent trip to Washington, D. C. 


—_—_—_ — 
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Begemann 
Appointed 
at A. S. R. 


Cc. J. BEGEMANN 
(A. S. R. Corp.) 





Victor P. Strite, vice-president and direc- 
tor of sales of the American Safety Razor 
Corp., announced the appointment of Carl 
J. Begemann as director of merchandising 
for the company. Begemann has been with 
the company for 13 years serving in vari- 
ous capacities. For the past few years, he 
has been manager of New Product De- 
velopment and was instrumental in suc- 
cessfully launching the A. S. R. Ascot 
lighter to its present position in the field. 





Oppose Tax Proposals 
On Flatware and Clocks 


Last month saw representatives of the 
jewelry trade opposing proposals for a 
higher excise tax on clocks and the impo- 
sition of an excise tax on silverplated flat- 
ware, 

Miles E. Robertson, president and gen- 
eral manager of Oneida, Ltd., in an ap- 
pearance before the House Ways and 
Means Commiitee, said there was no justi- 
fication for imposing a _ discriminatory 
excise tax on knives and forks and spoons 
when other commonplace, utilitarian items 
are not subject to a similar tax. He pointed 
out that during World War II the War 
Production Board held silverplated flat- 
ware to be an “essential civilian com- 
modity.” 

A. L. Zeitung, sales manager for the 
International Silver Co., said the proposed 
tax was a mistake and probably a result 
of confusing “this product with the jewelry 
classification to which it does not belong 
and bears no relation.” He stated that 
silverplated flatware is not a luxury, nor 
is it an article of jewelry or giftware. 
Zeitung asserted that an excise tax on 
plated flatware would work an unwarranted 
hardship on the consumer in the low and 
medium classes particularly. 

E. M. Greene, Jr., speaking for the 
Clock Manufacturers Association of Ameri- 
ca, reminded the committee that excise 
taxes hit low-income groups hardest. It 
has been estimated, he stated, that 85 per 
cent of the existing excise taxes are paid 
by those in low-income groups. “This is 
especially true in the case of most clocks 
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and all non-jewelled watches which are 
purchased at low prices for use and not 
for adornment,” he pointed out. “The tax 
on clock products is therefore regressive; 
it burdens those consumers who can least 
afford to pay.” 


ee ee 


Jewelry Makers Urge 
NPA to Ease Metal Curbs 


Costume jewelry manufacturers have 
carried their plea for survival to the Na- 
tional Production Authority. The Costume 
Jewelry Manufacturers Industry Advisory 
Committee met with NPA officials in 
Washington on February 28. 

In their plea to NPA, the members of 
the industry committee recommended that 





they be permitted to use the inventories 
of manufacturers of component parts. 

They recommended that the industry be 
allowed to use nickel for undercoating for 
precious metals, and continue the use of 18 
per cent nickel silver. 

Industry members who attended the 
meeting came from the Accessocraft Co., 
New York City; B. A. Ballou & Co.. 
Providence, R. I.; Brier Manufacturing 
Co., Providence; Castlecliff, Inc., New 
York City; W. R. Cobb Co., Providence; 
Federation Chain Co., Providence; Gemex 
Co., Union, N. J.; LeStage Manufacturing 
Co., North Attleboro, Mass.; D. E. Make- 
peace Co., Attleboro, Mass.; J. V. Pilcher 
Manufacturing Co., Louisville, Ky.; Spei- 
del Corporation, Providence; and Swank, 
Inc., Attleboro, Mass. 








ON THE soLDers ‘“S 
AND JEWELRY FINDINGS 4 


: You BUY ...0.- oil 





=i. 
/ 





ig 












— og 


| # To get the Best. . . ask for Noble 


/ Solders and Jewelry Findings. 


4 / Distributed by Selected Whole- 
th oy 


salers — Everywhere. & 


n~ ko & 


/ / 





...p 4 NOBLE « company 


Manufacturers Since 1872 





201 











Gross thanked the Board of Directors and 
Mr. Sperling for their close support and 
cooperation throughout the past year. 

The Association elected the following 
officers for 1951: Edward J. Gross of Ben- 
jamin & Edward J. Gross Co., Inc., Presi- 
dent; Barnett Esh of Kaspar & Esh, lst 
Vice President; Isadore Gratz of Louis 
Gratz Sons, Inc., 2nd Vice President; 


JCA Re-elects Edward Gross 
President for Second Year 


Edward J. Gross has been re-elected 
President of the Jewelry Crafts Associa- 
tion. The election was held at the annual 
membership meeting on March 14 at the 
Warwick Hotel. Mr. Gross reported that 
the industry is fundamentally in sound 
condition, business is normal and_ the Jacob Karlan of Karlan & Bleicher, Inc., 
future for the industry is promising. Treasurer. 

Mr. Gross stated that the labor relations The directors elected to serve three 
with the local jewelry workers’ union are years are: Harry Axel of Long Island City; 
harmonious. No serious dispute or contro- Barnett Esh; Isadore Gratz and Jacob 
versy arose in 1950 which was not satis- Karlan. 
factorily adjusted by Henry L. Sperling, P. Irving Grinberg, Executive Vice Chair- 
Executive Secretary of the Association, man of the Jewelers Vigilance Committee, 
and representatives of the Union. Mr. spoke on “What Washington Thinks of 
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FREE 


The above eye-catching tray with your initial order for 
20 different sets of matching rings. 
leather, lining is velvet. 


TWENTY-FOUR HOUR SERVICE 


In that short time your order of any size and design of 
ring is on its way to your store. Any desired initials are 
engraved at very small cost. 


We replace discontinued styles—recondition or replace 
trays—refinish samples each year. 


DON'T WAIT ANOTHER DAY—WRITE 
FOR CATALOG AND COMPLETE DETAILS! 


A Sbiss Ring f. 


CHICAGO 2, ILLINOIS 
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the Jewelry Business—Metal 
Price Control, and Excise Taxes,” 

H. C. Daych, in behalf of the Red 
Cross, appealed for funds for the Red 
Cross. Mr. Gross urged the members of the 
Association to give the Red Cross their 
unstinted support, for both patriotic 4 
well as humanitarian reasons, 


Controls 





Grant Resigns as MLOC Secy,. 
Louis Cutler Elected Presiden} 


Jerome L. Grant, who for the past 97 
years has served as secretary-treasurer of 
the Maiden Lane Outing Club, resigned 
from that office on March 8th at the annyal 
meeting of the group held at Schwary’ 
Restaurant, New York. Joseph H. Frier 
Jr., of the law firm of Goldman & Frier 
was elected to succeed Mr. Grant. Hig 
father, Joseph H. Frier, Sr., served as preg. 
dent of the club in 1944, 


~- 





LOUIS CUTLER 


New President 


JEROME L. GRANT 

Retiring Secretary 

In his final report as secretary-treasurer 
of the organization, Mr. Grant looked back 
over the years he served in that post and 
fondly recalled the many lasting friend- 
ships he has made and highlights of the 
successful social affairs conducted by the 
club. One of the most interesting revela- 
tions of the report was his announcement 
that the club spent $4.50 in tips at its first 
annual banquet whereas tips at this year's 
affair amounted to well over $100. 

Jack Carling, chairman of the 1951 sum- 
mer outing, reported that the affair would 
be held at the “Greens,” Pleasantdale, 
N. J., on Saturday, June 9th. 

In addition to Secretary-Treasurer Frier, 
the following members were unanimously 
elected to serve as officers for the ensuing 
year: Louis Cutler, Louis & Max Cutler, 
president, and Dave Kay, Jacoby-Bender, 
Inc., vice president. 

The association presented Harry J. 
Bromley, outgoing president, with an 
encyclopedia in appreciation of his untit- 
ing efforts during his tenure of office. 





lowa Horological Guild Elects 


Tom Ross of Shenandoah, president of 
the Horological Association of Iowa, was 
guest speaker at the January 17th meeting 
of the Southwest Iowa Horological Guild. 
Mr. Ross in his talk stressed the impor 
tance of membership in state watchmaker 
associations and local guilds. 

New officers elected at the meeting 
were: Irvin Palm, Red Oak, president; 
Elwood Regel, Glenwood, vice president. 
and T. L. Lawson, Shenandoah, secretary: 
treasurer. 
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ns are complete for the annual beef- 
f the 24 Karat Club of the 
City of New York which will be held on 
Tuesday, April 3rd, at Toots Shor’s, 51 
West 5lst St. Arrangements for the affair 
are being handled by a committee headed 
by Jerome T. Agate, chairman, and Julius 
Kaufman, honorary chairman. Serving as 
committee members are: Herbert L. Gard- 
ner, Robert W. Schick, Lawrence W. 
Sparks and Carl van Dam. | 

4 The Gemological Institute’s March Study 
Group meeting of the Greater New York 
Area featured the first of several lectures 
to be given on the topic, “Gem Identifica- 
tion and Gemological Instruments,” by 
Eastern Headquarter’s Director, G. Robert 
Crowningshield. At the April meeting, the 
guest speaker, Eunice Robinson Hastings, 
Certified Gemologist, will talk on the sub- 
ject, “Color and Its Importance in J ewelry 
and Costuming.” The meeting will be held 
on April 3rd at the Hotel Diplomat, 43rd 
and Sixth Ave., at 7:30 P.M. 

4On April Ist, the Flex-Let Corporation 
will move its executive and sales offices 
from 20 West 47th St. to larger and more 
modern quarters at 580 Fifth Ave., New 
York. Manufacturers of Flex-Let watch 
bands for men and women and Beau 
Brummel men’s jewelry, the Flex-Let Cor- 
poration has its factory in East Providence, 
R. I., and afhliates in Mexico and Canada. 
q Chas. Kresney, manufacturing jeweler of 
9) Nassau St., New York, is visiting his 
daughter and son-in-law, Mr. and Mrs. 
Irving Israel, in Mesa, Ariz. Mr. Kresney 
expects to be in Arizona until mid-April. 
He will also visit California. 

qS. Greenberg, manufacturers and de- 
signers of precious jewelry located at 42 
West 48th St., New York, have opened a 
sales and display booth at the Jewelry 
Dealers’ Trading Center, 37 West 47th St. 
4 Maurice M. Goldberger of Gramercy 
Advertising Co., Inc., New York, was re- 
cently appointed advertising and_ sales 
promotion counsel to the Gem-O-Graph 
Corporation of America, and the Rodana 
Watch Co. of Switzerland and New York. 


q Pla 


steak dinner 0 





Tiffany's Veteran Employees 
To be Honored at Dinner 


Tiffany & Co. will honor 186 men and 
women who have been with the firm for 25 
years OF more at the annual dinner of the 
Twenty-Five Year Club of Tiffany & Co.. 
New York. The dinner will be held in the 
main dining room of the Midston House 
on Saturday, April 28th. 

he invited cuests include six new mem- 
bers who became eligible this year as well 
as 31 who are retired from the company. 
James J. Finnerty, president of the club. 
will serve as toastmaster. Ross de W. 
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Ackerman is chairman of the dinner com- 
mittee and Daniel F. Dugan is the enter- 
tainment chairman. 





SHIPBOARD PARTY 





Friends of James E. Theise, well known 
sales representative of the Acme Ring 
Mfg. Co., Inc., Newark, N. J., joined he 
and his wife in a “bon voyage” party on 
February 16th when they sailed from New 
York on the Santa Clara for an 18-day 
South American cruise. 

Shipboard celebrants shown in the front 


row above, left to right, are: Richard 
Blasi, Barrasso & Blasi, Inc., Newark, 


N. J., and Arthur J. Tuveri, THe JEwet- 
ERS’ CIRCULAR-KEYSTONE. Shown standing 
in the rear are, left to right: Harry Blasi, 
Barrasso & Blasi, Inc., Mr. Theise, and Al 
Betz, Le Stage Mfg. Co., New York. 





Jewelers Fraternal Association 
Elects E. Schuster President 


Edwin Schuster, of M. J. Schuster, was 
advanced to the presidency of the Jewelers 
Fraternal Association at the annual meet- 
ing of that organization held on March 8th 
at Schwartz’s Restaurant, 183 Broadway, 
New York. John M. Tonry, A. Micallef & 
Co., Inc., who last year served as secretary 
on the board of governors, was elected 
vice president, and Charles A. Parker of 
H. F. Barrows Co. was re-elected secretary- 
treasurer. 

Secretary Parker reported the loss by 
death of five members during 1950 together 
with election to membership of an equal 
number, thus maintaining a roster of 200 
members. 

Those selected to serve on the board of 
governors are: Edwin Schuster as chair- 
man; Joseph Kornbrodt, immediate past 
president; Julius Hurley, The Hurley 
Watch Co., as secretary of the board; Jack 
Carling, National Jeweler, and Frank J. 
Russell, Anson, Inc., all for a term of one 
year. Elected for a two-year term were Al 
Ansel, THe JEWELERS’ CIRCULAR-KEYSTONE, 
and Walter A. Meyer, Dunn Bros. 
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Opals 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Ce ay gee 
4 LYS | thr thli Ff 


5S NASSAU NE VY 


ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 














THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Sold Through Jobbers & Mfrs. 

50 ELDRIDGE STREET NEW YORK 2, N. Y. 
















SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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Refractive index about 
10% higher than Diamonds 


Samples on Request 





HENRY 


LAPIDARY, INC. 


PHONES: PLAZA 7-4815 
PLAZA 77-4816 


73 WEST 477 ST, 
NEW YORK 19, N. Y. 














TAKE ORDERS FOR RELIEFAGRAF 
WEDDING 
INVITATIONS 


CALLING CARDS - INFORMALS 
PERSONAL STATIONERY .. . 


Jewelers and Fine Stationers feature our 
Reliefagraf (no plates needed) products 
as the finest available. Orders taken from 
Sample Book with yo stock to carry. 
Extra sales and good profits are assured. 


Write for details. 


TURNER & PORTER, INC. 


BUFFALO 9, N. Y. Established 1892 

















Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 


Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 

81 Warren St. Newark 2, N. J. 
Market 3-3618 
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to the BE TAILER 
YOUR INQUIRIES PROMPTLY SERVICED 


NEW YORK DIAMOND IMPORTING CORP. 
wholesale jewelers 
668 FIFTH AVENUE NEW YORK I7, N. Y. 
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Elect New Officers at Meeting 


Julius Hurley of The Hurley Watch Co. 
was elected president of New York’s 
Golden Circle Club, an organization of 
jewelry industry sales executives, at the 
monthly meeting of the club in the Hotel 
Abbey, New York, on March 19th. 

Other officers elected for the ensuing 
year were: Leo Davidson, Davidson & 
Sons Jewelry Co., Inc., first vice president; 
Harry Rodman, S. Rodman Sons, second 
vice president; George Gary, W. R. Cobb 
Co., Inc., secretary; Sam Lewitt, Lewitt 
Bros. & Co., treasurer; Joseph Hornstein, 
financial secretary, and Curt Mick, L. & R. 
Mfg. Co., sgt.-at-arms. 

Named to the board of directors were 
Robert L. Rodd, Stonewall Products Co., 
Inc.; Jack Carling, National Jeweler, Al- 
bert Walden, Bruner-Ritter, Inc.; George 
Kramer, Semca Watch Corp., and Arthur 
Tuveri, THe JEWELERS’ CrrRcuLAR-KEy- 
STONE. 

They, togethed with Dave Weinberg and 
Harold Pearlman, comprise the 1951 board. 





Kay Heads 
UJA Drive 
for 1951 


DAVE KAY 





The leader of the jewelry industry’s 
United Jewish Appeal campaign for 1951 
will be David Kay. Mr. Kay, a veteran in 
the field of philanthropy as well as a suc- 
cessful New York businessman, succeeds 
Norman M. Morris, who led the drive in 
1950. 

Honorary chairman for the 1951 cam- 
paign will be Benjamin Eichberg, of 
Eichberg & Co., widely known as “dean of 
the industry.” 

The 1951 campaign is expected to be 
the most vigerous and intensive ever run. 
A goal of one and a quarter million dol- 
lars has been set for the industry in view 
of the desperate needs overseas. 

Names of other officers and committee 
members will be announced soon. 





Tiffany Earnings Increase, 
Still Below Ten-Year Level 


Earnings of Tiffany & Co. of New York 
City turned upward toward a normal level 
during 1950. Louis de B. Moore, president 
of the firm, reported on March 2nd that the 
company’s net profit in 1950 was $366,484. 
This figure was more than 18 times greater 
than it had been in the abnormally low 
year of 1949 when the company’s net profit 
amounted to $19,367. However, the re- 
ported net profit for 1950 was substantially 
lower than the average earnings of the 
company for the past ten years. 

Tiffany net earnings have averaged $395,- 


Members of Golden Circle Club | 





099 during the ten completed Calendar 
years during which the firm has been Jp. 
cated at Fifth Avenue and 57th Stree 

The increase in Tiffany’s 1950 net prof; 
is attributed to the public’s expectation 
that the Congress will continue to impose 
the 20 per cent federal excise tax, 

In his annual report to stockholder, 
Mr. Moore stated that the resistance of 
customers to the federal excise tax, whic, 
had been increasing during 1949, became 
even more marked during the first half of 
1950, due to the public’s belief that th. 
Federal Government would reduce the ta 
rate. Because this anticipated reductio, 
did not materialize, due to the outbreak of 
war in Korea in late June, more norm) 
buying habits were resumed. Mr. Moop 
said that the last half of 1950 showed 4 
noticeable improvement in business trans. 
acted. 


New York State RJA Complete; 
Plans for Annual Convention 


Highlight of the coming New York State 
Retail Jewelers Association Convention yil] 
be a panel discussion on “The Outlook {or 
1951,” which will be conducted by fou 
leaders in the jewelry industry. The cop. 
vention will be held at the Powers Hotel jp 
Rochester on April 29, 30 and May 1. 

Registration is scheduled for Sunday 
afternoon, April 29. The panel discussion 
will be conducted on Monday morning, 
April 30. 

Harry Fine, vice president of Max Fine 
& Sons of New York City and spokesman 
for the Diamond Manufacturers & Import. 
ers Association of America, will present 
the outlook for diamonds in 1951. Craig D, 
Munson, executive vice president of the 
International Silver Co., will lead the dis. 








Learn 
DIAMOND CUTTING 
Earn Big Pay! 


Enroll now at the Only School in America training 
men in this profession. Become an expert in this 
highly paid profession in only 14% months. A fas- 
cinating, highly-skilled field offering high income and 
always a demand for your services. 

Our courses, under personal instruction, prepare you 
for several lucrative fields: Diamond Cutter, Gem 
Cutter, Stone Buyer, Wholesale Jeweler and Importer, 
Jewelry Grader and Appraiser. 

Enrollment Limited—So don’t delay. Write now for 
full details. Approved for G. I.’s. 


STEWART GEM & DIAMOND CUTTING INSTITUTE 
565 Main Avenue Passaic, W. J. 
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JEAN NAFTULE 
Importer of Synthetic & Semi-Precious 
STONES 


Specializing in Calibre 1!/, 134-2 mm 
Round Machine Cut 1 to 10 mm 


7300 Bivd., East, North Bergen, N. J. 
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LOWER PRICES 
BETTER WORKMANSHIP 
QUICKER SERVICE 
| heave REVISED WAYS AND MEANS enabling 2 
te de your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION eof 
With Quieker Service and Better Workmanship! 
‘Send Me Your Next Package.’’ 


M. J. STERN 
Repairing of Jewelry & Special Order Werk 
61 Beekman Street New York 7, N. Y. 
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n the outlook for silver. W. D. 


0 
ee gaa sales manager of the Elgin 
a Watch Co., will lead the discussion 


tional 
“ the outlook for watches. Lawrence F. 
0 


of the D. C. Percival Co., 
neg present the distributor’s out- 

51. 
oy director of East- 
ern headquarters of the Gemological Insti- 
tute of America, will speak on “Gems and 
Gemology.” 

H. E. Blackburn, general sales manager 
of Seth Thomas Clocks, will speak on 
“Merchandising of Clocks in the Retail 
Jewelry Store.” 

“Metallurgy in Miniature,” the new 
Hamilton Watch Co. sound film, will have 
its premier showing at the convention. 
Members will also see a demonstration of 
the Paulson Time-O-Graf. 





Oneida Ltd. Announces 
Third Bonus in Eight Months 


For the third time since August, 1950, 
M. E. Robertson, President of Oneida Ltd. 
of Oneida, New York, announced that the 
employees of Oneida had earned a profit 
bonus. This third bonus declaration brought 
the three-bonus total to over one million 
dollars. 

All employees with more than one year 
of service with Oneida received two weeks’ 
wages. Employees who had served between 
six months and one year received one 
week’s wages. This latest profit bonus pay- 
ment was made on March 6. 

Mr. Robertson said that the declaration 
was not a part of the company’s regular 
plan, but was based entirely upon good 
results accomplished in the year of 1950. 

“In addition to the latest bonus,” Mr. 
Robertson announced, “the efforts of all 
associates at Oneida allowed the manage- 
ment to raise wages in September, to make 
very important contributions, to keep our 
sales and advertising efforts in high gear, 
to make continuous improvement in factory 
facilities and processing methods and, 
lastly, we were able to put aside some 
money for a rainy day.” 

Total sales for Oneida in the year 1950 
were the highest in the Company’s history. 
“Although net profits were not as high as 
in 1948 and 1949,” Mr. Robertson declared, 
“they were thoroughly satisfactory.” Mr. 
Robertson attributed the smaller net profits 











FREE TO JEWELERS 


ATTRACTIVE 
DISPLAY 


NO. 71 AS 
ILLUSTRATED 
IN OUR 
LATEST 
COSTUME 
JEWELRY 
CATALOGUE 
MAILED FREE 
UPON 


REQUEST 
MANUFACTURER 
TO RETAILER 


SPECIALISTS IN RHINESTONE 
Jeweled Creations. Hand Polished Prong set. 


Pantacy of Jewels 








MADE BY ALLCRAFT NOVELTY CO., INC. 


16-18 Maiden Lane, Dept. A, New York 7,N.Y. 
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to higher costs of wages and materials, 
and to higher sales expenses, without cor- 
responding increases in selling prices. 





Walter Kocher Heads Group 
In Catholic Charity Drive 


Walter Kocher has been re-appointed 
Chairman for the Jewelry Industry of the 
Cardinal’s Committee of the Laity. Mr. 
Kocher is President of Walter Kocher & 
Company of New York. 

Serving with Mr. Kocher are James 
Rooney of Black, Starr & Gorham, Inc., 
Vice Chairman; Donald V. Carnevale and 
John P. Coleman of. Fabrikant, Bros., Inc.; 
Edmund A. Cottrell and Jerry de Nicola 
of Kramer Jewelry Co.; James Finnerty of 
Tiffany & Co.; James Kilmartin of Kelly 
& Kilmartin; Walter McTeigue of Mc- 
Teigue & Co.; Mike Turnesa and W. 
Waters Schwab of J. R. Wood & Sons. 


WALTER KOCHER 





One thousand community-minded busi- 
ness and professional men are members of 
the Cardinal’s Committee. These committee 
members appeal to their associates and 
friends in industry to join in supporting 
and expanding the community welfare 
efforts of the Catholic Charities of New 
York. Contributions should be sent to 
Walter Kocher at 17 West 57th Street, 
New York 19, New York, or to any mem- 
ber of the Committee or to the Cardinal’s 
Committee of the Laity at 350 Fifth Ave- 
nue, New York 1, N. Y. 


NPA May Curb Platinum 
In Jewelry Manufacture 


At press time, the National Production 
Authority was getting set to eliminate the 
use of platinum and its alloys in the manu- 
facture of jewelry and other decorative 
and ornamental articles. 

Rising defense needs have made it neces- 
sary to impose conservation controls, said 
NPA. The jewelry industry consumed 95,- 
000 ounces of platinum in the first nine 
months of 1950. Elimination of this end- 
use, says NPA, would make more platinum 
available for defense and essential civilian 
needs. 

The proposed order will place restric- 
tions on the sale and delivery of platinum 
scrap and inventory limitations on _ plati- 
num and its scrap. Hardship provisions 
would permit completion of jewelry in cer- 
tain stages of processing. 

One of the principal reasons for the 
tight supply situation is that imports are 
not being received from Russia. 
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Another Blumstein Fashion First 


howe EE 


Value Priced for Mass Market Consumers © 


Here’s a true Sell-on-Sight Sizzler 
e if there ever was one .. . because 
¢ both the style and the price will 
é appeal to EVERY ONE OF YOUR 
a 
& 
5A 


ie RS Paes 


Re 


Brey 


CUSTOMERS! Just show it... and 
you've made the sale. Start profit- 
ing right away! 
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REPAIRS and PLATING 
in GOLD and SILVER 


33 Years of Continuous 
Service to the Trade 





from 
Coast 
to 
| | Coast 
(Before) (After) 
Highest 
Quality 
Workmanship 





Ld 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 12 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished. Illustrated cata- 
logue ready soon. Reserve yours now. 


CHARM CRAFT CORP. 
Mfr's of 14k, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 





Ls 





198 Broadway New York 9, N. Y.__! 








a CLOCK CASES # Dari Brown, Da case—Black, 


rown, Dark Blue, Red, 

onceetendné<adne $7 K 
#22) Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green ......... it K 
#35J—Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and Light 
Blue sik dail deceit in en 13 K 
232” and 254” for Swiss and 
Ww sithems. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 





Illinois RJA Elects New Officers 











Newly elected officers of the Illinois Retail Jewelers Association are pictured above, Seated 


left to right are: 


Robert L. Goulding, first vice president; Thomas E. Keers, president 


Charles H. Barker; secretary-treasurer; W. Henderson May, second vice president. Directors 
of the Association are pictured above, standing left to right; Roy Turnwall, W. W. Over. 
street, Charles D. Jacobs, Ralph N. Brown, F. Raymond Moore ard H. H. Voegele. 


Jewelers from all parts of [Illinois at- 
tended the annual meeting of the Illinois 
Retail Jewelers Association in the Hotel 
Abraham Lincoln, Springfield, on Febru- 
ary 25. 

More than 350 jewelers attended the 
one-day meeting, an all time high for 
attendance. President Tom Keers opened 
the convention, told of the association’s 
efforts to combat the evils which plague 
the legitimate retail jeweler. 

Howard Bohlander of Chicago presented 
an effective case for the importance of the 
wholesaler to the retailer in the jewelry 
industry. Wallace Goldsmith of Foote, Cone 
& Belding, advertising agency, spoke of 
the great danger to jewelry store owners 
in the continuing diversion of jewelry 
store merchandise sales to other retail out- 
lets and in the increasing shrinkage of 
the consumer dollar in the jewelry store 
operation. He said that retail jewelers 
must join in cooperative efforts to sell the 
public on the advantages of doing busi- 
ness with them. 


Jack Keenan of the Hamilton Watch 
Co. talked on the American watch in- 
dustry. 


A representative of the Jewelry Indus- 
try Council presented a jewelry fashion 
show. Miss Martha Percilla, JIC Fashion 
Director, introduced the various numbers 
and commented expertly on each piece of 
jewelry presented. 

Joseph T. Meek, executive secretary of 
the Illinois Federation of Retail Associa- 
tions, highlighted the meeting with a talk 
on “Trends in Retailing.” Mr. Meeks said 
that three roads lie ahead: the roads to 
war, peace and wartime economy. “Regard- 
less of which road we take, we all have to 
face our problems together,” he said. 

The association re-elected the following 
officers: Thomas E. Keers, Paris, presi- 
dent; Robert L. Goulding, Alton, first vice 
president; W. Henderson May, Springfield, 
second vice president; Charles H. Barker, 


Springfield, secretary-treasurer. New mem. 
bers elected to the board of directors were 
Ralph Brown, Olin Anderson and Hany 
Voegele. Louis H. Hoffman, Charles ). 
Jacobs and W. Henderson May were rp. 
elected to the board. 





Bosshart Transfers Interest 
in Jewelry Firm to Partner 


Albert Bosshart, Jr., has transferred his 
interest in the partnership of Bosshart and 
Morphy, jewelers of Clifton Springs, N. Y, 
to Edwin T. Morphy, who will carry on 
the business in his own name. 

Mr. Bosshart has been allied with the 
jewelry industry since 1898 when he grad- 
uated from the Hutchinson School, LaPorte, 
Ind. After positions in Rochester and 
Geneva, N. Y., he opened a jewelry store 
in Clifton Springs in 1904. He formed 4 
partnership with Mr. Morphy in 1925. 



















° 
e 

— 
seetete 





” 
~ a! ~ e eo” eo” 
* 


© contracts 
: ° 






©@@ee@e¢08 
oe ee 6 
@©@eee#e0 
* 
OS 


OO 


@@e@eeeevsvee bss 


o.oo oot o ere 
e*e° 


eee oeeeeeee 
@#@e@e@@e20e0208 ses 
eter ete oe eee 
eee 
OOS 





oot etet eo ooo eeee 


eee ¢ 
a 

- 

ee 

e@ 

J 
O° 


77 
* 
*e 
ose 
°, 7 
°, *e 
ose 











3/70 7th Ave., N.Y. 1, N.Y. 











Importers of 
CHATONS MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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Mappin Named President 


Of American Gem Society 


Kenneth G. Mappin, F.G.A., C.G., of 
Mappin’s Ltd., Montreal, Quebec, was 
elected president of the American Gem So- 
ciety at that organization's 16th annual 
conclave on March 17 to 20 in Washington, 

Mr. Mappin, an outstanding jeweler- 
gemologist, is the first president of the 
Society to hold office outside of the United 
States. He is well known for his work in 
the field of pearl identification through his 
experimental research with x-ray diffraction 
technique. 

In accepting his new position as presi- 
dent of the AGS, Mr. Mappin said, “In 
the past 16 years, the Registered Jewelers 
and the Certified Gemologists of the Ameri- 
can Gem Society have demonstrated to the 
consumer the value of serious gemological 
training.” 

Dr. Emerson Schmidt, director of eco- 
nomic research for the Chamber of Com- 
merce of the United States, spoke to the 
members of the AGS on the business out- 
look for the small merchant. Dr. Schmidt 
forecast, “In the immediate future, due to 
the easing of the Korean situation, busi- 
ness will fall eff for a short time, but due 
to full employment caused by the defense 
program, business will reach a new high 
through the increased purchasing power of 
the buying public.” 

Laboratory sessions on gem identification 
and grading plus various lectures, pre- 
sented by leading educators, were attended 











TITANIA GEM STONES 


(Rutile) 


SEMI-PRECIOUS STONES 


CUT AND ROUGH 


Amethysts — Aquamarines 
Topaz — Tourmalines — Garnets 


Direct from our cutting plant in Brazil. 
Widest selection in stock, including ring 
sizes, round stones, heart shapes, etc. 


Inter-Ocean Trade Co. 
Leading Producers and Importers 


48 W. 48th Street, New York 19, N. Y. 
Phone: Cirele 6-9431 




















Diamond Cutters 
Recutting and Repairing for the Trade 


Expert diamond cutting for the 
Best jewelers in the country for 
the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 
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by the AGS members. Noteworthy among 
the presentations was a preliminary list of 
gemstone nomenclature, which was _ pre- 
sented by Dean Edward Kraus of the Uni- 
versity of Michigan, in behalf of the Edu- 
cational Advisory Board of the Gemological 
Institute of America. The Educational 
Advisory Board of the GIA is endeavoring 
to develop an accepted world-wide list 
covering the nomenclature of gems. 

William Bender of William Bender & 
Associaté&, Los Angeles, led a discussion 
of the advertising and publicity possibili- 
ties available to membership. 





Pictured at the I6th annual conclave of 
the American Gem Society, which was held 
in Washington from March 17 to 20, are 
William S. Preston of F. J. Preston & Son, 
Burlington, Vt., immediate past president 
of the AGS; Alfred L. Woodill, executive 
director; and Kenneth Mappin, F.G.A., 
C.G., of Mappin's Ltd., Montreal, Quebec, 


who was elected president of the Society. 


— _____— 


Fire Destroys Cutlery Plant, 
But Carvel Hall Carries On 


In spite of the fire which nearly de- 
molished the plant of the Charles D. Brid- 
dell Corporation on March 3, representa- 
tives of that company report that they are 
still very much in business. The Charles 
D. Briddell Corporation, manufacturers of 
Carvel Hall Cutlery, is located in Crisfield, 
Md. 

Cutlery orders which had been sched- 
uled for March shipment will begin to 
move again in April. The company expects 
to be back in limited production by 
April 15. 

Exploding chemicals and burning oil 
brought near-destriction to the 45,000 
square-foot cutlery plant. The blaze ran 
its course in 80 minutes. 

Evidence of the spirit which is carrying 
this disaster-stricken company through this 
period is seen in its decision to think in 
terms of more advertising rather than less. 
Temporary buildings are being used to 
house some Briddell installations so that 
some operations can be continued. New 
machinery is being rushed in by the com- 
panys equipment manufacturers. 

No attempt will be made to repair the 
gutted plant. Instead, plans are now under- 
way for the construction of a new plant. 
Company representatives report that con- 
struction will begin as soon as possible, 
and that every effort is being made to have 
the new plant in operation by the end of 
1951. 


THESE RINGS 


Keb geting / 


OVER AND OVER AGAIN 

















GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal! 


stones. 
To retail @ $2.95 each. 

















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 





BULLETIN! 
GOLD-FILLED on copper base 


has gone to war!!!! 


FOR THE TIME BEING these 
rings are available in gleaming 
sterling silver. 


LATE IN THE SPRING we will 
introduce our new line of rings 
made with gold filled on a ster- 
ling silver base. 


See Them At Your Wholesalers 


In June 














J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 
Through Wholesalers Only 
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DEFENSE WORK 


in Jewelry Casting Shops 


@ The jewelry casting 
plant is a potential defense worker. 


@ The jewelry casting 
process is very similar to industrial 
precision casting used today to 
produce airplane, automotive and 
many other important parts re- 
quired for defense. 


@ With a minimum of 
new equipment, accomplished gold 
and silver casting firms can be- 
come producers of non-ferrous in- 
dustrial castings by the “lost wax" 
process. 


@ To convert your plant 
to defense work, call on our experi- 
ence in servicing industrial preci- 
sion casting firms. Send for our 
new booklet, “Modern Precision 
Investment Casting.” 


ALEXANDER SAUNDERS & CO. 


95 Bedford St. New York 14, N. Y. 
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Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 
Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of America 


20 years of cencentrated experience 


in this field. 


Bank and Trade References Supplied 


Cerrespondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auetion is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


637 SCRANTON AVENUE, LYNBROOK, N. Y. 
TELEPHONE: LYNBROOK 3-8044 
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J. E. Hansen, Washington representa- 
tive of the New England Manufacturing 
Jewelers’ & Silversmiths’ Association told 
the members of the association at the 70th 
annual banquet in Providence on Febru- 
ary 24 that the jewelry industry must con- 
tribute a full share to the defense program. 

“IT feel that Washington concurs in the 
belief that the jewelry industry—as an in- 
dustry—be maintained as a part of the 
nation’s economy and our way of life inso- 
far as it is possible,” Mr. Hansen told the 
600 jewelry manufacturers and guests at 
the banquet. He stated that the jewelry in- 
dustry could contribute greatly because of 
its capacity, its equipment and its ability 
to concentrate its skills upon items needed 
by the armed forces. 

“It is up to you,” Mr. Hansen said, “to 
strike a balance between ‘business as usual’ 
and making what Uncle Sam wants. And 
don’t lose sight of the fact that over-zeal- 
ousness on the ‘business as usual’ front 
may bring repercussions.” 

Mr. Hansen urged that the Washington 
point of view be considered in regard to 
restrictive orders now affecting the normal 
operations of the industry. He said, “These 
orders may be unduly severe but don’t 
forget that Washington must view the 
problem objectively and what they do is a 
means toward an end.” 

It was reported that the jewelry indus- 
try’s story had been given courteous recep- 





As a souvenir of the occasion, each guest 

at the NEMJ&SA banquet received this at- 

tractive silverplated water pitcher, manu- 

factured by the Poole Silver Co., of Taun- 
ton, Mass. 


Leading Trade Figures Attend NEMJ&SA Banquet 
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tion in Washington and that people in 
authority have been willing to listen to jt 

Attendance at this banquet, the associs. 
tion’s outstanding social event of the year 
surpassed that of any previous annual bap. 
quet. Ths Sheraton-Biltmore Hotel ball. 
room and foyer were filled to capacity, 

Edgar E. Baker, Association president, 
was the toastmaster. Edward O. Otis, Jr, 
immediate past president, was presented a 
sterling silver Paul Revere bowl and tray 
by the association. Stephen H. Garner 
made the presentation. 

Peter Donald, radio and television per. 
sonality, was the guest speaker. 

The guests of honor included Dr, Earl 
Hollier Tomlin, executive secretary of The 
Rhode Island Council of Churches; The 
Honorable J. Howard McGrath, Attorney 
General of the United States; Honorable 
Theodore Francis Green, United States 
Senator from Rhode Island; Honorable 
John O. Pastore, United States Senator 
from Rhode Island; Honorable Dennis J, 
Roberts, Governor of the State of Rhode 
Island; Honorable Aime J. Forand, United 
States Representative First District of 
Rhode Island: Honorable Joseph W. Mar. 











CALIBRE EMERALDS 
in Ist, 2nd & 3rd Qualities 


Cut for mountings in 
M/M sizes. 
Also: Matched Emeralds 
for straight row bracelets. 


Prices upon application 





Memorandum selection sent 
to responsible jewelers. 


MIRABEAU C. TOWNS & SOK 


Est. 1910 


3 Maiden Lane New York 7,N. Y. 


WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


72 N. Atlantic Ave. Daytona Beach, Fla. 
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; ‘ted States Representative, 
i eS District of Massachusetts; 
Honorable Walter H. Reynolds, Mayor of 
the City of Providence; Honorable Cyril 
K, Brennan, Mayor of the City of Attle- 
boro; Fred A. Bullock, Sr., president, The 
Jewelers’ Board of Trade; William M. Sel- 
berg, president, Diamond Peacock Club. 
Also present at the President’s Table were 
Howard H. Sweet of the Sweet Manufac- 
turing Co., Attleboro, Mass., chairman of 
the banquet committee; Peter Donald, the 
speaker; J. E. Hansen, Washington Repre- 
sentative of the association; and George 
R. Frankovich, executive secretary of the 


association. 
Pettegrew Appointed by Swank 


Swank, Inc., manufacturers of men’s 
jewelry and leather accessories, announced 
that Marion E. Pettegrew has been ap- 
pointed to direct all manufacturing opera- 
tions, J. Carlton Bagnall, president of 
Swank, made the announcement on March 
12. 

Mr. Pettegrew is supervising produc- 
tion at both the Attleboro and Taunton, 
Mass., plants of Swank. 





MARION E. 
PETTEGREW 





He moves to his new position after 
nearly three years as director of public 
and industrial relations for Swank. He 
was manager of industrial relations for 
the Baton Rouge Plant of the Ethyl Cor- 
poration before joining Swank. Before join- 
ing the Ethyl Corporation, Mr. Pettegrew 
was superintendent of manufacturing, then 
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WATER RESISTANT 


MEN'S $10.25—LADIES’ $11.25 
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IMPORTERS SWISS WATCHES & MOVEMENTS 
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VILLEREUSE WATCH COMPANY 


5 West 42nd Street New York, N. Y. 


No More Hard-to-Find 
Swiss and American Watch Parts! 
We carry ALL makes in stock. 
Same Day Mail Order Service 


FREE!—Write Dep't J for 
Catalog @ Ligne Gauge @ Stationery 


JOHN A. POLTOCK & CO. 
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personnel director of the Cleveland plant 


of the Chase Brass & Copper Co. 


Chicago Firm Elects Officers 


At the annual meeting of the board of 
directors of I. H. Noble & Co., pioneer 
Chicago manufacturer of Jewelry Findings, 
Boxes and Trophies, the following officers 
were elected for 1951: Mrs. L. Noble 
Keene, chairman of the board; Frank M. 
Bedinger, president and treasurer; Victor 
R. Morton, vice-president; Thomas E. 
Doonan, 2nd vice-president and secretary. 

Raymond A. Rushton was elected as a 
new member of the board. Mr. Rushton 
has been with the firm since 1926, serving 
in several appointive capacities since that 
time. 

Other board members are: Dewey J. 
Conover, manager of sales, and Arthur A. 
Poff, manager of Chicago city sales office. 





Giant Sapphire Attracts 
Thousands to Boston Store 


One of the world’s largest faceted sap- 
phires, while on display for the week of 
March 5th at the Smith-Patterson store, 
Boston, Mass., attracted some 10,000 vis- 
itors and received considerable editorial 
mention in local newspapers. One of the 
most famous among the Russian crown 
jewels of Catherine the Great, the stone 
was a feature of the store’s 75th anni- 
versary celebration. 

Originally owned by Catherine the Great, 
who ruled Russia from 1762 to 1796, the 
337 carat sapphire is now part of the 
famous “Court of Jewels” collection of 
Harry Winston. The blue, fiery sapphire 
was given to Catherine of Russia by an 
unknown admirer. For 150 years of the 
Romanov dynasty, the gem was considered 





An excited gasp comes from Miss Martha 
Lee of Wellesley, Mass., as she peers at 
the huge 337-carat sapphire in the hands 
of Frank M. Libbey, general manager of 
the Smith-Patterson Co., Boston, Mass. 


among the most beautiful of the Imperial 
Crown. It remained in possession of the 
ruling family of Russia until World War 
I, when Nicholas II was forced to sell the 
sapphire to raise money for a_ hospital 
train for the Russian Army, which was 
fighting on the Eastern Front. 

The giant gem was later bought by Mrs. 
Kim Moran, who sold it in 1948 and gave 
the money to charity. Valued at more than 
$250,000, the stone is now a part of Mr. 
Winston’s world-famous collection of stones 
which includes the Jonker, the Vargas, 
and the Hope Diamond. 




















Two New 


MASONIC RINGS 
created by Gran 


Three side 
emblems set 
in recessed 
shank, 32° 
and 14° on 
one side and 
Rose Croix 
on the other. 





Blue enam- 
eled Plumb 
and Trowel 
setinre- 
cessed shank. 
White gold 
emblem on 
sun-ray back. 
ground. 


These new Masonic Rings have 
beautiful contrasting colors with 
Rhodium plated white gold em- 
blems on black enamel sun-rays. 
Shanks are of yellow gold. They 
are exquisitely designed and 
have the well known “fine finish” 


of all GRAN Emblem Jewelry. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 25, Ind. 
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Write for Information 


Kansas City School of Watchmaking | 
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guaranteed to fit 
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Staffs & eee bg Mail Service 


AMLET WATCH CO. 
New York 38 


BEZELS, BACKS, ETC., MADE TO 
ORDER—IN ANY METAL 


MICHAEL KAHANE 


36 West 47th Street, New York 19, N. Y. 
Judser 2-4539 
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For the very best in 
quality and design at the 
very lowest in price, Alice’s 
#1728 comes richly plated in 
Hamilton Gold or Silver, sturdily 
fashioned with earwires or clip backs. 
Write for samples of this complete 
tailored earring line... the earrings 
with the guaranteed finish! 
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8 Slocum St., Prov., R. |. 













THE 
Lesher, SPORTS LINE 
ALL EVENTS 
QUALITY EAR 28. Ly 


CHARMS AND MEDALS 
7O YEARS OF 

~~ 

SPORTS CATALOG ON REQUEST 





3. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLERFORO, MASSACHUSETTS 











~~ eX ABA Fine STERLING 
HOLLOWWARE 
So Ys 


and 
AUTHENTIC ANTIQUE 


REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 


ig 


‘GO D 
fs coll 


DIMES co. 








a... sal 
Seld only direct ro Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 
CO. 


THE SEYMOUR MFG. 


SEYMOUR, CONN. 








4 Jewelers and jewelry-trade workers in 
the Province Building, 333 Washington St., 
Boston, have heen showing great activity 
during recent weeks, preparing to organize 
the Greater Boston Association of Jewelers. 
The first meeting was held on March 6. 
Max Mendelstam was named president pro 
tem. A committee of eleven was chosen to 
draw up a constitution and by-laws and to 
prepare for the formal election which will 
be held in April. Membership in the new 
jewelers’ association will be open to re- 
tailers, wholesalers, engravers, watchmak- 
ers, repairmen, and others actively asso- 
ciated in the trade and industry in this 
area. The purpose of the organization is to 
promote better relations among all branches 
of the trade, to broaden associations and to 
acquaint members with government regu- 
lations. 

4 Members of the New England Guild of 
the American Gem Society met for a labo- 
ratory session on March 14 in the new 
Museum of Science, Science Park, Boston. 
The meeting was devoted to testing and 
observing various stones. Four sets of in- 
struments were available for members’ use, 
along with stones for testing. Instructors 
were on hand to assist members during the 
session. 

q Plans are complete for the annual meet- 
ing and banquet of the Massachusetts and 
Rhode Island Jewelers Association, which 
will be held at the Parker House, Boston, 
on April 4. 

4 Officers and members of the dance com- 
mittee of the Diamand Peacock Club met 
on March 13 to complete plans for the 
annual dinner-dance, which will be held at 
the Hotel Somerset on April 14. 

4 Henry Nolin, jeweler of 79 Lisbon St., 
Lewiston, Maine, held the formal opening 
of his new store, just a door away, at No. 
83 Lisbon St., on March 14. 

q Stanley Glaser, who has been associated 
for several years with his father, Jack 
Glaser, of Glaser Bros. Co., Inc., 910 Jewel- 
ers Building, left there on March 10th to 
join his brother-in-law at S.O.S. Cleansers, 
Springfield, Mass. 

¢ Sherburne E. Miller, engraver, 402 Jewel- 
ers Building, has been ill for several 
weeks at the Winchester, Mass., hospital. 
q.C. L. Birdsall, watchmaker, and form- 
erly instructor at the Massachusetts Trade 
Shop, is now located with Imperial Jewelry 
Co., Inc., 602 Jewelers Building. 

q Quimby & Quimby, Inc., jewelers of 
Claremont, N. H., have remodeled and en- 
larged their store quarters in the same 
location. 

q The Ferguson Jewelry Store, since 1895 
located at 189 Main St., Norwich, Conn., 


will move to a new location at 291 Main 
St. in April. 

q Anthonys 
Chapel St., 


Jewelers, formerly of 645 
New Haven, Conn., has moved 
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into a newer, more modern location at 733 
Chapel St. 

q Little Miss Christine Lynn Stranger, 
daughter of Bert, Jr., and granddaughte 
of Mr. and Mrs. Herbert W. Stranger, 3 
Washington Building, was duly christeneg 
on Feb, 25. Mr. and Mrs. Stranger, Senior, 
and son Robert, spent their two week 
winter vacation at their home in Truro, 
Cape Cod, Mass. 

q David C. Percival, Sr., president of D,¢ 
Percival & Co., who has been with the firm 
since 1892, celebrated his 81st birthday op 
March 9, at which time employees pr. 
sented him with a big basket of fruit. 

q George Downie, jeweler of 28 Pleasan; 
St., Malden, Mass., has been ill in the 
Malden Hospital for several weeks, 

q Thomas “Tom” Wilson, of Sanger & Co, 
Washington Building, has been out jl] fo; 
several weeks, and finally was taken to the 
Mount Auburn Hospital, Cambridge, {o) 
an examination and checkup. 

q Frank Hodgkins of Salem, Mass., well. 
known in Greater Boston jewelry circles, 
is up and around after several weeks of 
extreme lameness. 

q Harry H. Solomon, Jr., has joined his 
father, Harry H. Solomon, at 300 Washing. 
ton Building. 

q The Jewel Box, with stores at 175 Tre. 
mont St., and 517 Washington St., Boston, 
is closing out the latter with an auction 
sale, and will not renew its lease. 

4 Rogers Jewelry Stores, in several Greater 
Boston locations, is remodeling its store 
front at 385 Washington St., with business 
continuing “as usual,” despite alterations, 
A temporary show-window, cut through the 
boarded-up front, gives access through to 
the store. 

q Church & Co. is now settled in its new 
quarters at Two Newbury St., Boston, with 
plans under way to do over the store front 
in chartreuse enamel with chromium trim. 
q Patrick Marino, 713 Washington Build. 
ing, deserted his crack bowling a few 
weeks to drop down to Sarasota, Fila, 
where he met Harold Barry of Barty & 
Epstein, 400 Washington Bldg., and both 
took in several Red Sox baseball games. 
Mr. Barry, together with Mrs. Barry, left 
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AT LAST! A NEW NUT 
FOR PIERCED EAR WIRE 


The earring nut 
turns as simply « 
the pierceless af: 
wire nuts. Sixteen 
full threads on the 
nut. 

Plenty of protection 
for expensive ¢af 
rings. 


Patent Applied Fer Minimum order 3 
Price for Wire and Nuts: pairs. Quantity 
14K Yellow gold $1.50 pr. Prices on request. 
14K Pink gold $1.50 pr. Platinum Price also 
14K White gold $1.65 pr. on request. 


MURGIA CORPORATION 


99 Essex St., Lawrence, Mass. 
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Mexico. : | 
4 Thompson's Jewelry Store, Brattleboro, 


Vt, was the subject of a news story re- 
centl¥ in the local papers when it was 
nounced that the firm had been doing 
ne 0 on the same location through four 
sence of femily ownership. The cur- 
ss president, Alfred S. Thompson, came 
ng father’s store on July 1, 1895. The 
frm was started in 1817 by Isaac Thomp- 
on, and the original wooden structure in 
which he began business was later re- 
placed with a modern building. 
4 Miss Deena Coss, assistant bookkeeper 
with the Colton-Lewis Co., Inc., 703 Wash- 
ington Bldg., became engaged on March 11 
10 Marvin Wolk, of New Jersey. 
¢ Harold Battis, 701 Washington Building, 
‘s still confined to the New England Dea- 
coness Hospital, Brookline, Mass. 
4 Herman Hirsch, of Paul’s Jewelry Store, 
Biddeford, Me., and Dover, N. H., opened 
his third store on Congress St., Portland, 
Maine, recently. John Ellis, formerly with 
Hub Furniture Co., Portland, is to manage 
this new store. 
4 Majoric A. Noury, jeweler of Manches- 
ter, N. H., was operated on recently at 
the Notre Dame Hospital, Manchester. 
4 Henry Desjardins of Desjardins-Jeweler, 
Salem, and Desjardins & Sacon, Beverly, 
Mass. and James Blessington of J. B. 
Blessington & Sons, Lynn, Mass., while 
sojourning on a Florida beach on March 3, 
put their North Shore swimming training 
to good use when they were able to join 
in the rescue of the daughter of the Cuban 
Consul, Senor Gomez, who had been caught 
in the surf. The Consul held a reception 
in their honor. 
4General remodeling has been taking 
place in the quarters of the Boston Jewelry 
Mfg. Co., 1001 Jewelers Building, with new 
partitions and showcases installed, provid- 
ing larger sales space. The whole place has 
been undergoing extensive redecoration. 
qL. Blain Libbey, jeweler of Milford, 
Mass., and former president of the Boston 
Jewelers Club and the Massachusetts & 
Rhode Island Retail Jewelers Association, 
Is recuperating at his home following an 
operation at the Milford Hospital. 
q Mrs. N. I. Goodman of the Nathaniel I. 
Goodman, Inc., firm, 1006-7 Jewelers Build- 
ing, left for the West Coast on March 11. 
She expects to be gone for two months. 
Joseph Stone, salesman with the firm, ex- 
pects an early call from Uncle Sam. 
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4 Mr. and Mrs. Walter J. Johnston, jewel- 
ers of Great Barrington, Mass., have re- 
turned from a Florida vacation trip. 

q The long-kept secret is out, with the 
announcement that Mendel “Gus” Gustat, 
formerly with Kay Jewelry Co., Washing- 
ton Jewelry Co., and the Malden Jewelry 
Store, and well-known in Greater Boston 
jewelry circles, joined the army of bene- 
dicts last Nov. 18, when he was married to 
Miss Wanda Garons of Cambridge, Mass. 
q Miss Katherine A. Murphy, of the Kath- 
erine A. Murphy Co., 509-11 Jewelers 
Building, Boston, traveled to Florida, Key 
West, Miami, Fort Lauderdale, and Holly- 
wood, between the Boston Jewelers Club 
banquet on Feb. 3, and the opening of the 
Spring Gift Show at the Parker House, 
March 4. 

q Arthur S. Kelley, treasurer of Norling & 
Bloom Co., Washington Bldg., and Mrs. 
Kelley spent several weeks in St. Peters- 
burg. Fla. 

q Mr. and Mrs. Reuben Parritz, of Harry 
Parritz & Brother, 315-316 Washington 
Building, spent a winter’s vacation in 
sunny Nassau. 

q Roy Landry, partner in the firm of 
Landry-Boulay, Woonsocket, R.I., has taken 
over as sole cwner of the store, which will 
be known in the future as Landry, Jewel- 
er, at the same location, 255 Main St. 

q@ Mrs. Rose Marshall, secretary of the 
Travis-Farber Co., 909 Jewelers Building 
will fly via Air France with her husband, 
Joseph Marshall, of the Boston Post, to 
Europe, visiting France, Italy, and the new 
State of Israel, just after Easter. 

q Louis Mascerelli of Marlboro, Mass., 
sold his jewelry store recently to Milton 
Wisch and Joseph Lacritz, who will operate 
it as Marlboro Jewelers. George Mascerelli, 
a brother of Louis, also has sold his store 
in Clinton, Mass., to Milton Artz of Web- 
ster, Mass., and Willimantic, Conn, who 
will operate the store as Art Jewelers. 

q Murray Lourie, formerly located with 
Frank Greene in 610 Jewelers Building, 
has opened his own store at 1459 Hancock 
St., Quincy, Mass., to be known as The 
Murray Jewelry Company. 

¢ William Schwind of R. C. Jewelry Co., 
Rumford, Maine, and Mrs. Schwind were 
surprised with a party on their 20th wed- 
ding anniversary, Feb. 25. Many friends 
were present, including Mr. and Mrs. Phil 
Israelson of Small’s Jewelry Store, Liver- 
more Falls, Maine. 

q Mr. and Mrs. Richard Case, of Wolmer & 
Case, Willimantic, Conn., returned recently 
from a Florida trip. 

q Samuel Russakoff of Skowhegan, Maine, 
who has been busy remodeling his store 
since Christmas, expects to announce 
formal opening soon. 

q Walter Kersey, of Kersey’s Jewelry 
Store, Rumfcrd, Maine, announced the 
formal opening of his new store on Con- 
gress St., March 15. 

q The Boston Jewelers’ Club announced 
the date of the summer outing, to be held 
at the New Ocean House, Swampscott, on 
Wednesday, June 20, with a variety of 
sports events to be followed by dinner and 
entertainment. 
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q Myer B. Barr, president of Barr’s Jewel- 
ers and Silversmiths of Philadelphia, was 
honored recently by the Pennsylvania Ga- 
zette, a University of Pennsylvania publi- 
cation. The Gazette saluted Mr. Barr, 
Class of ’33, as “a leading gemologist and 
diamontologist.” 

q Oliver Cocciolone of 1238 Federal St. is 
preparing for an extended vacation in 
Wildwood, N. J. 

¢ Two jewelers in this area have tied in 
promotional ideas with the motion picture 
“King Solomon’s Mines.” Kay’s Son Co. of 
Upper Darby used a diamond hunt promo- 
tion. A diamond was included among other 
stones in a lobby display in a local theater. 
Prizes were offered to contestants who 
could identify the diamond. The Clifford 
A. Kay store of 3736 Midvale Ave., spon- 
sored a “diamond story” series of posters 
in a Philadelphia theater. 

q Roy A. Ramsey, who formerly operated 
a repair shop at 535 Western Savings 
Building, has returned to Lassen’s, at 5817 
Germantown Ave., as a watch repairman. 
Mr. Ramsey was associated with Lassen’s 
for 17 years before he opened his own 
shop. 

q Stanley Ratay, HIA certified watch- 
maker, has joined the staff of Ringold’s 
Credit Jewelers at 4316 Germantown Ave. 
q After sixty years in the jewelry business, 
Mr. and Mrs. James Tinsley of 526 West 
Lehigh Ave.,, are considering retirement 
to a Main Line suburb. 

q The Interboro News of Norwood, Pa., 
has begun a new advertising program. A 
single sheet of newspaper, which contains 
nothing but advertisements, is distributed 
to all non-subscriber homes within the con- 
centrated shopping area of Norwood. The 
Charles E. Flinchbaugh store of 21 West 
Winona Ave., is participating in the new 
program. 

q The Sansom Street Business Men’s Asso- 
ciation, under the guidance of the Civil 
Defense Commission, has made plans for 
the protection of the area’s inhabitants in 
case of emergency. 

q Ed Milner of Jewelers’ Row has been 
vacationing in Florida. 

q George Hughes, watchmaker, has joined 
the staff of C. R. Smith & Son. 

q Thomas Satterthwaite, designer of cus- 
tom made jewelry, is now affliated with 
Coronet Jewelers of the new City Line 
Shopping Center. 

¢ George S. Hagstoz of T. B. Hagstoz & 
Son, refiners at 709 Sansom St., has suc- 
ceeded his father, the late Arthur T. 
Hagstoz, as head of the business. 

q Leo J. Devine may return to work in the 
same plant in which he worked during 
World War II. The deterrent is the pros- 
pect of closing his jewelry shop at 146 S. 
45th St. 

q Mr. and Mrs. Heims of Heims Jewelers 
at 4405 Frankford Ave., who have recently 
returned from a vacation in New York 
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City, report that they have cancelled Plans 
to promote the industrial end of their 
business. 

q Victor’s Jewelers, with stores at 6305 
Woodland Ave. and 3000 Kensington Ave 
announced that their recent promotion 7 
“one dollar surprise packages” was a “tre. 
mendous success in both stores.” The three. 
day promotion will be repeated some time 
next fall. 





H. W. Coulthurst Joins Anson 


H. William Coulthurst has Joined the 
staff of Anson Incorporated of Providence 
R. I. Olof V. Anderson, president of 
Anson, stated that Mr. Coulthurst’s pos. 
tion would be that of administrative as. 


H. WILLIAM 
COULTHURST 





sistant with the immediate goal of further 
coordinating advertising, sales and sales 
promotion. 

Mr. Coulthurst’s most recent position 
was that of assistant advertising manager 
of Speidel Corporation, which post he re- 
signed to accept the appointment with 
Anson. 





Sir Allan Gordon-Smith, 70, Dies 


Sir Allan Gordon-Smith, leading British 
industrialist, president of the British Clock 
& Watch Manufacturers Association and 
chairman of the board of governors of the 
National College of Horology, died on 
March 12 in England. Sir Allan was 70. 

He developed one of the first automo- 
bile speed and mileage indicators, selling 
the first of these instruments to King 
Edward VII. In 1913, S. Smith & Sons 
(Motor Accessories), Ltd., was registered 
as a public company. In a span of ten 
years, the motor accessories side of the 
Smith organization had outgrown the 
whole of that which had originally been & 
jewelry business. 

He ranked with the leading British in- 
dustrialists and for his services to industry 
he was Knighted in 1939. He was hor 
ored with the K.B.E. in 1941 for his work 
as Controller of Construction and Regional 
Services. 

He had hundreds of friends, including 
many ministers and ex-ministers of the 
Crown, high officers in the services and 
civil service, in industry, the press and the 
sporting world. 
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NEW OFFICERS OF DIAMOND COUNCIL OF AMERICA 





Newly elected officers of the Diamond Council of America are shown above. Seated left 

to right are Jess McEntee, chairman of the board; Barney Helzberg, chairman of the execu- 

tive committee; Leo Weisfield, president; Professor Paul J. Storm, educational director; and 

tsadore Horwitz, treasurer. Standing, left to right: Myer B. Barr, chairman of the educational 

committee; Vice Presidents: Meyer Rosenbaum, Walter Greenabaum, George Gerber and 
Harry Horwitz. 


More than one hundred members of the 
Diamond Council of America attended the 
fourth annual luncheon meeting at the 
Waldorf-Astoria Hotel on January 13. Leo 
Weisfield, President of the Council, who 
presided at the meeting, called attention to 
the educational and promotional activities 
of the Council and emphasized that they 
are adding to the deserved prestige of 
jewelers. Jewelers from all parts of the 
United States and Canada attended the 
meeting. . 

B. C. Helzberg, President of Helzberg’s 
of Kansas City and Chairman of the Board 
of Directors of the Diamond Council, re- 
ported that the growth of the Council has 
been phenomenal. Mr. Helzberg said that 
in four years the Council has grown to a 
total of 143 members in 42 states, with a 
total of nearly 500 stores. 

Myer B. Barr, President of Barr’s Jewel- 
ers & Silversmiths of Philadelphia and 
Chairman of the Educational Committee of 
the Council, reported that over 450 men 
are now taking the Council’s course in 
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gemology, conducted via correspondence 
for the Council by Professor Paul J. Storm, 
head of the Earth Sciences Department at 
the University of Pennsylvania. Mr. Barr 
also announced that an advanced course in 
Diamontology will soon be given by Pro- 
fessor Storm. 


The following men were elected to serve 
as officers for 1951: Leo Weisfield, Seattle, 
President; B. C. Helzberg, Kansas City, 
Chairman of the Executive Committee; 
J. M. McEntee, Jr., Oklahoma City, Chair- 
man of the Board; Myer B. Barr, Phila- 
delphia, Chairman of the Educational Com- 
mittee. The following men were elected 
Vice Presidents: Oliver A. Jenkins, Jack- 
sonville, Fla.; Meyer Rosenbaum, Detroit; 
George Gerber, Providence, R. I.; Harry 
Horwitz, Sioux City, Iowa; Walter Greena- 
baum, Baltimore. 

Melvin Rudolph of Syracuse was elected 
Secretary. Isadore Horwitz of Fargo, N. D., 
was elected Treasurer. The following men 
were elected to positions on the Board of 
Directors: Arthur Licht, Oakland, Calif.; 
S. H. Deutsch, Cleveland; Myer B. Barr; 
Irving Chayken, Hammond, Ind.; H. A. 
Goldberg, Porismouth, Va.; Nathan Fink, 
Roanoke, Va.; Louis Horwitz; Leo Kind, 
Trenton, N. J.; Wm. N. Kingoff, Wilming- 
ton, N. C.; Sol Blickman, Indianapolis; 
Robert Savitt, New Haven, Conn.; Marvin 
Wexler, Janesville, Wis.; Albert Steinhoe- 
fel, Chattanooga, Tenn.; Morris Mallove, 
New London, Conn.; Abraham L. Rysman, 
Brockton, Mass.; J. W. Hamilton, Colum- 
bia, S. C.; William H. Horwitz, Tucson, 
Ariz.; Barnett Shaw, San Antonio, Texas; 
Ben Belon, Chicago; Wm. N. Savitt, Hart- 
ford, Conn.; Lewis L. Silberman, Pitts- 
burgh; Max Getz, Cincinnati; Ralph H. 
Cohen, Los Angeles; Irvin Rosenberg, Co- 
lumbus, Ga.; Joe Goldman, Milwaukee, 
Wis.; and Isadore Lesser, Charleston, S. C. 











Our three 
salesmen 
wont ring 
your bell! 


















































Even though our star salesmen 
won't call on anybody, we're 
mighty proud of the way they sell 
fire insurance! These “salesmen” 
are: 


1. High Dividends. Current- 
ly 30%. 


2. Sound Protection. Few 
companies have a stronger com- 
parative financial statement. 


3. Prompt Loss Payment. 
Every loss in our 38 years has 
been paid as soon as adjusted. 


A post card will bring you 
complete information . . . brought 
to you by our only ‘‘representa- 
tive’ who will ring your bell — 
the postman. 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


Jewelers Insurance Bidg., Neenah, Wis. 


Offices in 
New York, Chicago, Milwaukee 
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Around the Calendar 


DEC. 
NOV. JAN. 





THE SOUTH 





FEB. q The Army Jewelry Co.. 121 West Hous- Pyron, of George T. Brodnax, Inc,; Dave 
ton St., San Antonio, Texas, has been sold Stegbauer, of Stegbauer Jewelry Ca: 
M AR by the Landers interests to M. M. Bergel, Joseph Laguzzi, of Laguzzi & Barrasso, ang 
. owner of the Bergel Jewelry Co., 1905 N. Philip Perel, of Perel & Lowenstein, ine. 
New Braunfels Ave., who will operate both 
APR, stores. Davis Buys Louisville Firms 


q At a meeting of the Austin Gem and 
Mineral Society, held on Thursday eve- 
ning, February 8th, at the Texas Me- 
morial Museum in Austin, Dr. T. R. 
Hanines, of Brownwood, Texas, spoke on 


James G. Davis recently announced that 
he has purchased the manufacturing jewel. 
ry firm of W. G. Buschemeyer & Sop and 
the retail jewelry firm of Hafner Bros, 








® “Stone Collection Areas in Central Texas.” — - hg — —_ of the oldes 
/ByR q Gordon’s Quality Jewelers has _ pur- Poona ie e, Duschemeyer & Son wa 
GESS chased the 93-year-old Loftis Jewelry Co., ~ : han : al b F 
BONDED 710 Main St., in Houston, Texas. The | ones a a manaee under the 
store was first established in 1859 by _— te n f ot i aa (James G. 
DIAMOND RINGS Peter Swift Loftis in Philadelphia. Gor- wing wi oe ery located 
eT a don’s have operated seven stores in the cit. sateen - Fourth $, 
— weenie Houston trade area and 20 in Texas, ; . 
unique Free Replacement Feature. Louisiana, Mississippi and Arkansas but Albert Frech, 82, Dies; 
Write for details on the the Loftis purchase gives them their first Eisenstadt Mfg. Co. Official 


PRINCESS PROMOTION PLAN downtown Houston store. 
q Christopher Bryant resigned his post at 


Lemon & Son, jewelers of Louisville, Ky., 
on March Ist to establish the Christopher 
Bryant collection of old English silver and 
furniture. He was associated with Lemon 
& Son for 30 years. Bryant’s new show- 
rooms will be at Bryfield Farm, near Simp- 
sonville. Bryant became vice president of 
Lemon & Son in 1926 and president in 
1929. He has been general manager of the 
 eeemaammsemsaseemenrren =] | firm since 1940, when the corporation was 


Albert Frech, chairman of the board of 
directors of the Eisenstadt Manufacturing 
Company of St. Louis, died on February 23 
after an illness of several weeks. Mr. Frech 
was 82. 

Mr. Frech joined the Eisenstadt Manufae. 
turing Company in 1884, at the age of 14, 
He founded the National Jewelers Publicity 
Association, which is known today as the 
Jewelers Industry Council. He was the 

















© 4 | dissolved and the firm became a proprietor- 


eee ship. 


241 | @ Regero Jewelers has opened for business 


24 | at its new location, 368 Second St., Macon, 
Ga. Miss Rose Regero, owner and man- 
ager, announced the store’s recent change 
from their former location at 575 Cherry 
St. Regero’s has been in continuous oper- 
ation since 1931. 
q Charles L. Wells, Jewelers, has signed 
a lease on a new location at 220 West 
Adams St., Jacksonville, Fla. The jewelry 
firm is now located at 124 West Adams 


ALBERT FRECH 





| Lighters 
y Ronson LIg 


originator of some of the best selling items 


: St. Alterations on the new store will begin , 
munity Silverplate in a few months, according to Mr. Wells, of their time, such as the Bob-O-Link brace- 
vA Com and it is expected the site will be ready let, the Tatting Shuttle, and the Claspet 
: | te for occupancy in mid-summer. watch bracelet, which was the first flexible 
1847 Silverp q 4 The S. T. Little Jewelry Co. of Cumber- all metal expansion watch bracelet. 
v land, Md., is celebrating its 100th anni- In addition to his wife, Alvina Gere 


Speidel Watch Bands versary this year. Mrs. Cara Little Ebert, on he = — Dy ; —T 
J granddaughter of the firm’s founder, is ulenore, who 1s the wile 2 . Pe 
¢ - Westclox | president of S. T. Little, Cumberland’s Hetzel, president of Eisenstadt Manula 


, -_ , h 
oldest jewelry store. turing Company, and a grandson, Ralp 


Seth Thome Hetzel. 


Gold Filled Jewelry Memphis Jewelers Association The Berger Jewelry Co. of Syracuse, 


° N. Y.. has moved its offices and salesrooms 
ne es Say See from 215 Denison Building to larger and 


7: . - ; 
William Snyder, of Snyder Jewelers, has more modern guarters at 204 Foote Build- 


Onder Yow / been elected president of the Memphis ing. 316 South Warren St., that city. 
= e Retail Jewelers Association. The group’s 





vA 



























———— 





annual election and banquet was held at —$—_$________ 
the Peabody Hotel. Mr. Snyder succeeds 
John H. Mednikow of John H. Mednikow ALBERT S. SMYTH CO. 
O b4 \ 2 - & Co., Inc. WHOLESALE 
Wao tesaLe JEWELERS etches, Other officers elected were: George Tid- DIAMONDS - WATCHES 
| ey Ge ig well, of Geo. Tidwell Jewelers, vice presi- © JEWELRY 


21 W. BALTIMORE ST. dent; Robert Udelsohn, attorney, secre- 5 HOPKINS PLACE, BALTIMORE, MD. 
BALTIMORE 1, MARYLAND tary, and the following directors: Ira 
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SILVERWARE OFFICIALS ATTEND DALLAS SHOW 





Officials of leading 
pictured, le 
William A. Roger 
Heirloom Sterling, 


T. Schubert o 


Many top officials from the nation’s lead- 
ing silverware manufacturers met in the 
Baker Hotel in Dallas from February 18 
to 23 for the Dallas Spring Gift Show. 

This was the first visit to the Dallas 
Show for several of these executives, al- 
though most of their firms have been ex- 
hibitors there for a number of years. 

The silverware industry officers who at- 
tended the Dallas Show for the first time 
were: Craig D. Munson, vice-president and 
a director of the International Silver Co., 
and William T. Hurley, Jr., sales promo- 
tion manager of Reed & Barton. Other 
silverware manufacturers who were repre- 
sented at the meeting were: Oneida, Ltd., 
Frank M. Whiting Co., R. Wallace & Sons, 
Gorham Co., Towle Mfg. Co., and Lunt 
Silversmiths. 

Executives of other industries who made 
their first visit to the show were: David 
Dalzell, general sales manager of the Fos- 
toria Glass Co., and A. M. Franklin of 
the Franklin Picture Co. 

Approximately 3,000 retailers and a 
record number of exhibitors registered at 
the Dallas Show. Sales topped those of a 
year ago in many lines. In general, busi- 
hess was good, and exhibitors described 
themselves as well pleased and_ looking 
forward to a good year. Fred Sands, di- 
rector of the show, reported that sales of 
sterling silver were particularly good, and 
interest in these lines high. 

A peak crowd of 400 attended the Dal- 

las Gift Show Party, a deluxe buffet sup- 
per-dance, which was held in the Peacock 
Terrace atop the Baker Hotel on Wednes- 
day evening, February 21. 
_ The Southwestern Merchandise Exhib- 
Itors have announced that the Dallas Fall 
Gift Show will be held from September 2 
to ’. Dallas officials anticipate another new 
high in exhibitor-buyer attendance. 


J. A. Murray Buys Brod & Co. 


The business of Brod & Company, manu- 
facturing Jewelers of 26 Beecher Street, 
Newark, N. J. has been purchased by 
J. A. Murray. The business has been in- 
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silverware manufacturers who attended the Dallas Spring Gift Show are 
ft to right: Patrick Corbin of International Sterling Hollowware; John Keller of 
s, Oneida, Ltd.; S. D. Pelz of Frank M. Whiting & Co.; Fred Hartwig of 
Oneida, Ltd.; Robert Landon of Community Plate, Oneida, Ltd.; Don 
Watt of R. Wallace & Sons; Stuart Hemingway of International Sterling, Flatware Division; 
Burrill M. Getman of Gorham Company; William T. Hurley, Jr., of Reed & Barton; Harold 
f the Hollowware Division, Oneida, Ltd.; John O'Connell of the Towle Mfg. 
Co.: Don Leach of R. Wallace & Sons; Denham C. Lunt, Jr., of Lunt Silversmiths; and Evarts 
Stevens, Jr., of International Promotion Flatware. 








THIS VALUABLE WATCH- 
MAKER'S GUIDE BOOK 


FOR ONLY 25 CENTS 





“The Chronograph Watch Calibre 
Guide” gives immediate identifica- 
tion for all popular chronographs 
currently sold in U.S.A. — with 
48 pages, 137 illustrations. A page 
for every calibre shows manufac- 
turer's name and trade mark, 








corporated and the members of the firm 
are J. A. Murray, President and Secretary; 
David Deits, Vice-President and FE. B. 
Murray, Treasurer. Oscar J. Brod, former 
owner of the firm, has retired. 


Pilgrim Jewelers Re-open | 


The Pilgrim Jewelers of 159 Washington | 
St., Boston, Mass., which was completely 
gutted by fire during Christmas week, has 
been completely renovated and recently re- 
opened for business. 


bridge setting and 3” photo- 
enlargements of movement side 
and dial side of mechanism. Send 
only 25 cents in coin TODAY! 


DESK J-18, ESEMBL-0-GRAF 
RESEARCH LABORATORIES DIV. 


Western Pennsylvania Horological Institute 


807 Ridge Ave., Pittsburgh 12, Pa. 



































‘“Our experience last Christmas proved that 
Meeker will outsell by far, two other lead- 
ing makes of billfolds, when placed side 
by side in our display cases. | feel that's 
because Meeker has the right work- 
manship, finish, and color, also the 

better new features. And Meeker 
national advertising definitely is 
effective."’ 


—A Kansas Leather Store 
(name on request) 
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MEEKER BILLFOLD No. 450 
Smooth brown calfskin, 


hand-laced 


g-Established 
Quality. 


New Styling. 
Craftsmanship. 


THE MEEKER CO., 
New York: 347 Fifth Avenue © € 











Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 
IF NOT... 
Ask Your Jebber Today! 
a 


EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 
Chieage 2 iinels 




















| Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 
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WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 








CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
6 Se. WABASH AVE., CHICAGO 3, ILL. 

















SILVER 
TARNISH 


STOP 


| One simple application cf Pro-Tex-Sil 











= 5 * 
bSil “bead 
- 


will protect beautiful silver from 


tarnish for many weeks. 

FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
1787 N. Campbell, Dept. 24, Chicago 47 
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DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
31. N. STATE ST. CHICAGO 2, ILL. 
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q Ralph Milhenning of the J. Milhenning 
Company, 27 East Monroe St., Chicago, 
is the new president of the Jewelers’ Club 
of Chicago. The new vice president is Jack 
Prins of Son and Prins, 55 East Washing- 
ton St. Jack Montgomery of M. A. Mead 
and Co., 109 North Wabash Ave., is the 
treasurer and Melvin Goldman of 30 North 
Michigan Ave., was elected secretary for 
the fourth consecutive time. 

Mr. Milhenning also revealed the ap- 
pointment of the following as chairmen of 
the club’s committees: Richard Dehnert, 
Stein and Ellbogen, finance; Howard 
Bohlander, A. C. Becken, membership; 
Walter “Bull’ Connor, house committee; 
Sieg Gottlieb, Frederick M. Gottlieb Co., 
good and welfare; and R. H. Zelke, 
National Jeweler, sports and pastimes. 

q The March luncheon meeting of the 
Chicago Jeweleis’ Association was held on 
Thursday, March 15 at the Palmer House. 

At its Feb. 15 luncheon meeting the 
group heard a talk on “China in Revolu- 
tion” by Frank Smothers, noted newspaper- 
man and authority on international affairs. 
q At its last meeting on March 7, Norman 
Kernis, president of the Jewelers’ Asso- 
ciation of Greater Chicago, revealed that 
plans were set for member stores to coop- 
erate in a banner promotion by the Elgin 
National Watch Company in late March. 
4 Mr. and Mrs. Kurt Jonatat returned to 
Chicago in mid-March after spending a 
three-week vacation in California. Mr. 
Jonatat operates a retail jewelry store at 
135 South LaSalle St. 

q More than 365 members and guests at- 
tended the Ladies’ Night dinner-dance of 
the Golden Roosters on February 17 at the 
Congress Hotel. 

q Leonard Jewelers, 3243 West Madison 
St., announced the firm’s new store, located 








New Golden Rooster Officers 





New officers of the Golden Roosters are 
pictured at the organization's annual ladies’ 
night party in Chicago on February 1!7th. 
Left to right: Vincent Newman of the Jew- 
elers' Board of Trade, re-elected Keeper of 
the Nest Egg, or treasurer; Irving G. Jen- 
sen, Jacoby-Bender, outgoing chanticleer 
or president; Richard Showerman, manufac- 
turers representative, incoming chanticleer, 
and Robert Lieberman, Stein & Ellbogen 
Co., seratcher, or recording secretary. 


CHICAGI 










in the Loop at 21 East Madison §t, Was 
scheduled to open March 15. 

q The Berco Watch and Jewelers’ Supply 
Co., 29 East Madison St., announces that 
Gilbert Hackman is now the firm’s gale 
representative covering the Chicago metro. 
politan and suburban area. 

Mr. Hackman, who has served on the 
firm’s inside sales staff for 10 years, a 
sumed his new duties in late February 
after returning from his wedding trip to 
New York. 

q Melvin L. Goldman announced  thjg 
month that the partnership of Goldman, 
Allhouse and Healy terminated on March 
10. Mr. Goldman has established a ney 
office at 30 North Michigan Ave. 

q Dodge, Inc., 707 North Hudson St, ap. 
nounced that Herbert H. Reichelt hag rp. 
placed Richard Revnes as the firm’s adyer. 
tising manager. Mr. Revnes has joined the 
sales staff of Louis F. Dow, advertising 
specialties firm. 

Mr. Reichelt reported that the firm hag 

been unable to prepare its new lines be. 
cause of government metals restrictions 
He said, however, that the Dodge company 
hopes to come out with its regular jewely 
and trophy lines soon. 
q Hy Mink, salesman for the Litt Jewelry 
Company, 16 West Madison St., spent a 
two-week vacation in Florida during March, 
q Miss Laura Harvey of Barclay Jewelers, 
Inc., 365 South State Street, reported that 
Marvella Pearls, represented by the Bar. 
clay firm, has added a new designer to 
its staff. He is Michael Paul, who formerly 
was associated with Hattie Carnegie. 








C. I. W. Appoints Burgio Dean 


Peter Burgio, former senior instructor 
of the Chicago Institute of Watchmaking 
and for many years proprietor of Oak 
Leaves Jewelers in Oak Park, IIl., was 
recently named dean of the Chicago Insti 
tute of Watchmaking, at 6 East Lake St. 

During World War II Burgio instructed 
Army Air Force personnel in aircraft in- 
strument repair. 

The Chicago Institute of Watchmaking 
has an enrollment of 250 men and women 
from all parts of the United States and 
several foreign countries. 




















14K GOLD EARRINGS 
AND SCARF PIN MOUNTINGS 


Also available set with diamonds 





Memo Selection Upon Request 


JACK T. GOLDMAN & CO. diiicago 2 1 
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imperial Peart Expands, 
adds Three to Sales Staff 


Joseph Goldstone, president of the Im- 
perial Pearl Syndicate, Chicago, reports 
that his firm is now established in its new 
location on the eleventh floor of the build- 
ing at 5 North Wabash Avenue. Mr. Gold- 
stone said that the new location, which 
covers 9000 square feet, is nearly twice 
the size of the firm’s former quarters, which 
were on the fifteenth floor of the same 
building. 

Assembling of all of the firm’s necklaces 
and other jewelry items is done at this 
Jocation. 

The Imperial Pearl Syndicate was 
founded in 1933. It has always dealt ex- 





Joseph Goldstone, president of the Imperial 
Pearl Syndicate, is pictured in his private 
office in the firm's new quarters. 





A pearl-like texture dominates the walls of 
Imperial Pearl's new showroom. 


clusively in cultured pearls. The firm’s 
most recent nationwide cultured pearl pro- 
motion centered around the famed “Lot 
88,” which is believed to be the most 
fabulous collection of cultured pearls ever 
assembled. The collection represents a 
selection of the most perfectly matched 
strands accumulated by Japanese growers 
over a twenty-year period prior to World 
War II. It was purchased by Imperial 
Pearl in 195 and since then has been 
used throughout the country as a promo- 
tional display by jewelers featuring cul- 
tured pearls. 

With its expanded quarters, Imperial 
has also increased its sales force. New 
sales representatives are Leslie Hersch- 
man, A. T. Nelson, and De Coursey 
Coombs. 





N. Kahn, Chicago Jeweler, 
Marks 50th Year in Trade 


Fifty years in the jewelry business! 
That’s the enviable record of Nathan Kahn, 
retail jeweler, 29 East Madison St., Chi- 
cago, Ill., who recently was honored at a 
party given at the home of his son Robert, 
an advertising executive. Mr. Kahn’s wife, 
Ida, and more than a dozen suppliers and 
old customers with whom the jeweler has 
done business for 50 years were present. 

While reminiscing, Mr. Kahn explained 
that when he opened his first shop in 1901 
at the intersection of Western Ave. and 
Division St., a prairie stretched from his 
front door to Chicago Ave., one mile south. 
He recalled the rickety wooden sidewalks 
and the clop of horses’s hooves on the 
cobblestone street. As years passed, Mr. 
Kahn’s customers scattered, so in 1939 he 
moved his business to a more central loca- 
tion at 29 E. Madison St. 

Mr. Kahn, who lives at 2341 Common- 
wealth Ave., said life was much cheaper 
in those early days. “My store rent was 
$18 a month,” he commented. 

Born in Russia, he came to Chicago in 
1899 and worked at odd jobs until he 
saved enough money to open his business. 

“I've had a lot of customers in the last 
half-century,” Mr. Kahn said, “some of 





Jensen Announces Store Opening 


Jensen Jewelers of Seattle, Wash., has 
announced the addition of a second store 
in the Queen Anne Shopping District, at 
520 Queen Anne Ave. The firm operates 


another store at 6415 Roosevelt Way, 
Seattle. 
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them still stop by my new place. We like 
to talk about the old days.” 


Open Classes in Jewelry Skills 


Classes in jewelry manufacturing and 
repair, diamond setting and engraving were 
started February lst at the Jewelry Train- 
ing Service, 226 S. Wabash Ave., Chicago. 

The Jewelry Training Service is operated 
by the organized jewelry trade in Chicago, 
and classes are sponsored by the Chicago 
Jewelers Association, Jewelers Association 
of Greater Chicago and the Manufacturing 
Jewelry Association of Chicago. 


3,675 Elgin Employees Earn 
Fifteenth Consecutvie Bonus 


Employees of the Elgin National Watch 
Company earned a profit-sharing bonus of 
$382,999 during 1950. The company an- 
nounced that 3.675 employees of the Elgin, 
Ill., and Lincoln, Neb., plants are eligible 
to share in the bonus. 

This marks the fifteenth such consecu- 
tive annual payment. It brings the amount 
Elgin has declared in wage dividends since 
1936 to $4,736,527. The bonus equals 3.856 
per cent of eligible workers’ gross income 
during 1950. 

One-half of the 1950 bonus will be paid 
in July and the other half next Christmas. 

All employees who had completed at 
least six months’ continuous service on 
December 31 are eligible to participate in 
the bonus plan. The fund is set aside from 
company earvings before making pro- 
vision for federal income and profit taxes, 
dividends on capital stock, or any other 
profit-sharing bonus plan. 





| GRAFNER BROS. 


| GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 




















24 Hour Service 


WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 
Prices from 75¢ 
ALL WORK GUARANTEED 
Send for Our Price List 
M. MARTIN & CO. 
Rm. 611 5 S. Wabash Ave. 


CHICAGO 3, ILL. 
707 So. Broadway, Room 308, Los Angeles, Cal. 

















2.” 


oad ; <3 RRS 
Tyco ae Siena ae Sis: 


th 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, til. 
Students may enroll at any time of the year 














Witch Case Tepairing 


Our work costs no more 
than ordinary work @ 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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WATCH MATERIAL DEALERS SELL | 
we * 
SINCE 1863 


for the ultra fine polishing 
of Steel, Pivots and Jewels. 





THE DIAMONTINE CO. Stis*s, cific, Pe. ees 
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DIAMOND-CUTTING \ ( IVVATI 
SF _ aE. 
EXPERT WORK ¢ Charles J. Fabso, New York sales repre- | and Jack Laumann, son of Albert J. Lau. 
FAST Ly 4 VAT @s sentative for Telechron, Inc., since 1948, mann, retailer, 2454 Gilbert Ave, 
has been promoted to manager of the q Cincinnatians who attended the recent 
newly created Cincinnati district, with of- convention of the Indiana Jeweler’s Agoo. 
fices in the Schmidt Building, 431 Main ciation in Indianapolis were Eug 
LITWIN & LO}. B St. The new district includes Ohio, Michi- gart, E. and J. Swigart Co., Pra 7 
114 West 6th Street. Cincinnati, Ohio gan, Kentucky, Tennessee, eastern Indiana plies, and company salesmen Charles 
and western Pennsylvania. L. C. Taylor. Braun and William H. Food; Howard 
who formerly covered the Cincinnati area, Rosfelder, Rosfelder Brothers and (o. 
has been transferred to the New York manufacturers; Emmett Fitzpatrick, Cisne 
office. Brown Co., wholesalers; Maury Solomon, 
q Recently on the sick list have been D. Jacobs Sons Co., wholesalers; and 
Di AMONDS Charles Jock, salesman for A. G. Schwab Walter Meyer and Floyd Dellen, Schumer 
and Sons, Inc.; Louis Tennenbaum of the Brothers Co., manufacturers. 
—— Macey Jewelry Co., Inc., in suburban New- € Robert Brown, son of George E. Brown 
LOOSE port, Ky.; Mrs. Russell Schneider, wife of vice president of the Gerwe Brown Ca. 
Russell Schneider, retailer at 2632 Vine St., wholesalers in the Temple Bar Building 
AND and Ed Jacobs of D. Jacobs Sons Co., who has joined the firm and been assigned to 
MOUNTED is recovering from an operation. the watch department, working under 
q Recent visitors here have included Lee Charles Eyermann, department manager, 
— Schlenker, retailer of Eaton, O.; Robert 4 Mr. and Mrs. Irvin B. Goodman of the 
THE GERWE BROWN co. Landon, factory representative for Oneida, I. B. Goodman Mfg. Co., combined busi- 
Ltd.; Heber W. Roe, retailer of Washing- ness with pleasure on a trip to Nassau, 
CINCINNATE © WEW ORLEANS © DALLAS ton C. H., O.; George Spellmeier of the Miami and New Orleans; Mr. and Mrs. 
R. F. Simmons Co., Attleboro, Mass.; Ben Albert Sauer of A. Sauer and Co., manv- 
a Guth and his son, Ben Guth, Jr., repre- facturers, have returned from a month’s 
senting the Opalite Co.; Charles Davis and vacation in Florida, and Mr. and Mrs. John 
Sidney Seligman, retailers of Richmond, Schira of Schira Brothers, manufacturers, 
We SPECIALIZE Ind.. and Julius Spievack, retailer of Mo- have returned from an extended trip to 
eee bile, Ala., who was here for the funeral of Mexico and South America, with fine 
in special order work. Sond us your his father, Isaac Spievack. pictures of the sailfish and dolphins caught 
; q Among those now in service from the by Mr. Schira. Julian Schwab of A. G, 
specifications. We ll submit a design Greater Cincinnati area are Edward Schwab and Sons, Inc., wholesalers, and 
without obligation. Schulz, son of Henry S. Schulz, store man- his family enjoyed a Caribbean cruise 
ager for the Motch Jewelry Store, Coving- during March, and Boris Litwin of Litwin 
ton, Ky.; Robert Vogelpohl, son of Stanley and Sons, Inc., manufacturers, and his 
Vogelpohl, watchmaker for Elmer T. Her- family, vacationed in Miami Beach, Fla. 
SCHUMER BROTHERS CO. zog, retailer, Covington, Ky.; Frank following the return from Florida of Jacob . 
Th cabaidiiting * hie 2 Decker, a salesman in the Herzog store; Litwin of the same firm, and his family. 
a Joseph Lonneman, Jr., son of S. J. Lonne- 4 Ken Matsumoto and Co., jewelry dis- 
5 EAST THIRD STREET + CINCINAATI, ONI0 man, a of Cleves and Lonneman, retail- play specialists, have expanded their or: 
ers, Bellevue, Ky.; Edward Cleves, Jr., son ganization. Edward Hewitt, a graduate of 
serinemnetiteennianieeneienntaiaanemeitns of Edward Cleves, Sr., of the same firm: the Cincinnati Art Academy, who was a 
Exclusive Franchise Plan Offers ; scholarship student in Europe and _ has 
WE All These Selling Aids: Stern Elected President of taught at the Cincinnati Art Museum, has 
MICK S Eftective Advertising Cincinnati Jewelers Assn. joined the staff as designer and illus 
SELL Y © Distinctive Boxes Charles K. Stern, Secretary-Treasurer of trator; while Walter Dorman, who has 
proF TAB et ieee the Wallenstein-Mayer Co., was elected been a retail jewelry store manager for 
e National Brands president of the Cincinnati Wholesale and many years and understands jewelers dis- 
Write for Information play problems, is now midwest representa- 
A ¢ SC HWA ote tive for the firm. 
Wiesisac 2 sg its Poteet isto | q Paul Schmidt and James Heldman rep- 
a TIRSINMATS 2, OKIO resented A. G. Schwab and Sons, Inc., at 
a the Michigan jewelers convention; while 
the Gerwe Brown Co. was represented at 
: the recent Atlanta Gift Show by George 
The Wallenstein-Mayer Co. ainenasiiecunes E. Brown, Robert Brown and William 
31 E. Fourth St., Cincinnati 2, O. Owen, and at the Dallas Gift Show by 
Maury Gerwe, Joseph Acker and Jule 
WEOCeESass Courtois. The Flanagan Kovac Co., whole- 
Distributors of Nationally-Known salers in the Enquirer Building, were 
Makes of —— — —_—_——= 
DIAMONDS WATCHES Manufacturing Jewelers Association at a i EXPERT . 
JEWELRY SILVERWARE recent meeting of the directors. He suc- PEARL RESTRINGING 
CLOCKS APPLIANCES ceeds George T. Gruen of the Gruen Watch |} re re are ee certentiy matched 
Company. Other new officers are J. Paul clasps, clicks, etc., replaced at reasonable 
Write for our new Knight, Vice-President; Arthur Hirschfield, prices, All jobs a eememmaaine 
1951 Catalogue einen a Gheigen b. aes, 31 N. an St., Chicago 2, Illinois 
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The Jewelry Industry Council, as part 


f its continuing promotional efforts, sends 
, : ~ ‘ 

ws releases and photographs at appro- 
more than 600 newspapers 


nation which have fashion 


ne 
priate times to 
throughout the | 
and woman's page editors. ) | 
are but two of the many spring jewelry 
fashion photos which were recently dis- 
tributed by Martha Percilla, JIC Fashion 


Shown above 


Director. 
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JEWELS WITH A TOUCH OF SPRING 








In the photograph above (left), ombre 
shades of lavender stones are interspersed 
with rhinestones to make this matching 


comb, bracelet and earrings by Trifari. 
Color and line from the depths of the 
ocean are borrowed by Marcel Boucher to 
make this good looking trio of earrings, 
brooch and bracelet which 
the photograph above 
Rings in both photos are by Ciner. 


shown in 
(right). 


are 


second 





among the exhibitors at the local Gilt 
Show in the Netherland Plaza Hotel. 

4 Road trips were made during March by 
George Schwab, C. B. & S. Jewelry Mfrs., 
534 Vine St.: Robert Faigle, Faigle 
Brothers, manufacturers, 528 Walnut St.; 
Joseph Faigle, Joseph Faigle and Sons, 
manufacturers, 2219 Quebec Ave.; L. F. 
Rohan, of A. R. Jester, manufacturer, 
Lyric Building; Robert Starker, Rosfelder 
Brothers and Co., manufacturers, 413 Race 
St. and Julius Jacobs, Jr., of D. Jacobs 
Sons Co., who has fully recovered from a 
back injury. 

q Ohioans were sorry to learn of the deaths 
lae in February of two prominent re- 
tailers. They were L. R. Poe of Eaton, 
Ohio, and Elmer Zeisler of Chillicothe, 
Ohio. 

q Bihl Brothers have moved from 123 East 
Eighth St., Newport, Ky., to larger quarters 
at 927 Monmouth St., Newport. 
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RAY C. EIBEL =©=-R. J. FROMMEYER ~—- BOB GAU 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 


The Line Beautiful 
617 VINE ST. CINCINNATI, OHIO 
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#116 STAR 
#714 CRESCENT 


- ++ With these proven sales leaders!—finest 
grade Austrian machine-cut Rhinestones. 


All pieces heavily rhodium plated before stones are set, assuring absolutely 
perfect stones not darkened by plating acids. 








FOR APRIL, 1951 


















@ The Cineianati Wateh Repair Co. has 
moved from 626 Broadway to larger and 
more convenient quarters at 435 Main St. 
q Eugene Korn has returned to A. G. 
Schwab and Sons, Inc., after having re- 
ceived a medical discharge from the Navy. 
q Charles FE. Richter, retailer at Sixth and 
Main Sts., was recently elected president 
of the Main Street Businessmen’s Asso- 
ciation. 


¢ John Donahue is a new salesman for the | 


Schumer Brothers Co. He will cover the 
Southern territory. 


q M. and S. Jewelry Co., manufacturers, 


recently moved from 522 Riddle St. to 


larger quarters at Sixth and Vine Sts. 

q James Klare, clerk for the I. B. Good- 
man Mfg. Co., 205 West Fourth St., re- 
cently visited his brother, Thomas, a former 
employee of the firm, who is stationed at 
the Great Lakes Naval Training Station. 


q Kurt Iverson, who formerly operated a 
retail jewelry store in suburban Fort 
Thomas, Ky., has opened a new shop on 
the ground floor of the downtown Dixie 
Terminal Building in this city. 


q Maury Gerwe of the Gerwe Brown Co., 
wholesalers in the Temple Bar Building, 
had a really rugged time trying to drive 
over icy roads while on a Southern business 
trip in February. He finally had to leave 
his car in Nashville, Tenn., and return 
here by plane. Chris Schilz, head shipper 
for the firm, later went to Nashville to 
drive the car back. 


q Edward F. Herschede, Jr., certified gem- 
ologist, 208 Keith Building, gave an illus- 
trated lecture on “Diamonds in the Rough” 
at a meeting of the University of Cincinnati 
student chapter of the Ohio Society of 
Professional Engineers on Jan. 14 in the 
University YMCA. 
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REFINERS SMELTERS ASSAYERS 
WE REFINE— FILINGS . 
SWEEPINGS - OLD GOLD - SILVER 
AND PLATINUM. 

WE SELL—FINE GOLD - 
PLATINUM - ALLOYED GOLD .- 
. FINE SILWER 
RLING SILVER - 
ALL KINOS 


CINCINNATI, OHIO 











Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry ond Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 
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Sales making 
newspaper mats 
and literature 
on request. 





Write for full details— 


THEVICTOR corp: 


ENQUIRER BUILDING 
Cincinnati 2, Ohio 


“Value Is Ever Victor” 














Please send complete details regarding |! 
the Victor Diamond Cluster Rings. 
NAME ! 
ADDRESS 
CITY STATE 





ih: ens al an ae Sab ane aan ce eine ane ene 


219 








BETTER 
MOUNTINGS 








WALLACH 


A COMPLETE LINE OF 


QUALITY RINGS 


TO THE WHOLESALE TRADE 


WALLACH 


JEWELRY MFC. CO. 


213 S. BROADWAY 





LOS ANGELES 12, CAL. 
a 
WEST REPR. J. RAICH 





SOUTH REPR. J. WHARTON 











KRUEGER 
STONE HOUSE 


fmporters and Cutters 


LARGEST IN THE WEST 
448 South Hill St., Los Angeles 13, Calif. 

















Distinctive JEWELRY DISPLAYS 


Made to your 
Individual Specifications 


LOS ANGELES WINDOW DISPLAY CO. 


342 E. 2nd St. Los Angeles 17 
Michigan 0510 

















DIAMONDS 


EMERALDS — SAPPHIRES — RUBIES 


|. WIDESS & SONS 


220 W. Sth ST.,. LOS ANGELES 13, CALIF. 
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World’s biggest selection of 14K Geld and 
Sterling Silver Charms classified and beauti- 


fally illustrated for easy selling. Keystone 
Prices. Write now to David Gordon, Manu- 
facturing Jewelers, 448 S. Hill St., Los An- 
geles 13, Calif. 
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q Congratulations are in order for Mr. and 
Mrs. Howard Osborn, who are celebrating 
their twenty-fifth year in the jewelry busi- 
ness in Banning, Calif. 


_@ At the February meeting of the Jewelers’ 
24 Karat Club of Southern California, 


~ ee eee ee 





what was planned as a tribute meeting in 
memory of I. Behrstock, was tragically 
interrupted by the sudden death of one of 
the members, Joseph A. Clemmons, West 
Coast representative of the Jewelers Board 
of Trade and close personal friend of the 
late Mr. Behrstock. A record attendance 
with a most outstanding guest list was 
present to do honor to the late Isador 
Behrstock when the sudden death of Mr. 
Clemmons caused the meeting to be ad- 
journed. 

q August 12 ito 15 are the dates selected 
for the third Western Jewelry and Silver- 
ware Show according to announcement 
made by Ellictt Hine (Broadway Dept. 
Store), show chairman. Timed for Christ- 
mas selling, the event, sponsored by Los 
Angeles Trade Fairs, will again be held at 


the Biltmore Hotel. Serving with Hine on 








the committee are Vice Chairman Frank 
Stirling (E. W. Reynolds) and Walter 
Dorrer (Higbee & Dorrer) and seventeen 
members selected from buying offices, 
manufacturers, wholesalers, representatives, 
department stores, and jewelry retailers. 
q Brehms Jewelry Store, located in the 
Gadsden Hotel Building, Douglas, Ariz., 
has been purchased by Walter Gogert. 

¢ Sam Stranskey has purchased the jewelry 
store formerly operated by Chester Hansen 
of Bell, Calif. 

q Remodeling of their long established 
firm has resulted in a very noticeable in- 
crease of business for Ackerman Jewelry, 
2030 Chestnut St., San Francisco, accord- 
ing to announcement from the owners, Mr. 
and Mrs. Ackerman. The new decor fea- 
tures blonde display fixtures, cases and 
cabinets. Indirect lighting has been in- 


| stalled. As a result of the remodeling, the 


shop not only appears larger but it is pos- 
sible to display a greater part of the in- 
creased stock now carried. 

q Woodrow Wilson, formerly of Monk 
Jewelry Co. in Sacramento, has opened his 
own store under the name of Woodie’s 
Jewelers, at 1132 Broadway, Burlingame. 

q The Albert Comroe jewelry store located 


_ at 5255144 W. Adams Blvd., Los - Angeles, 





has been purchased by Max Lieberman. 

q Lynwood, Calif., has named Louis Fisher, 
jeweler of 11451 Long Beach Blvd., as the 
town’s “Man of the Year” for 1950. Mr. 
Fisher was chosen for this honor because 
of his efforts in leading the campaign for 
the establishment of a high school in the 
Southern California community. 

q Wade Siler has sold his Oceanside 
jewelry store located at 415 Second St. 
The new firm will be known as Randall’s 
Jewelers. Manager of the new store will be 
Mrs. Rae Joy Sheldon. 


WEST COASTS 
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q William Horn & Co., designers and Man- 
ufacturers, have purchased the Bierre 
Jewelry Display Co., 11937 Vost St. North 
Hollywood. Former owner was Arthur 
Bjerre. 

q Charles Jewelers, 323 N. San Fernando, 
Burbank, was recently purchased by Noy. 
man and Harry Saul from Charles F 
Mischke. 

q Pacific Jewelers Supply Co. has ap. 
nounced the formation of a subsidiary 
company to be known as Pacific Jewelers 
Service. New firm will maintain a full 
equipped and staffed shop for crystal ft. 
ting, hairspring vibrating, jewel setting 
store setting, engraving, and dial work 
Entire operation will be at 424 S. Broad. 
way, Los Angeles. Pacific Jewelers Supply 
has also opened a branch office at 320 W 
Central Ave., Albuquerque, N. M. 

q I. Widess & Sons, importers of diamond 
and precious stones, have moved into larger 
quarters at 220 W. Sth St., Los Angeles 
New room number is 305. 

q Marvella Pearls of New York have ap. 
pointed Al Goldberger. manufacturer; 
representative with headquarters at 448 §. 
Hill St., Los Angeles, as their new Pacific 
Coast representative. 

q Assets of the E. Bastheim Co., wholesale 
jewelers, 220 W. 5th St., Los Angeles, have 
been purchased by Sam L. Bryson, who 
will continue operation of the firm under 
the name, Sam L. Brvson, Successor to 
E. Bastheim Company. 

q American Clock Company, with offices 
at 315 W. 5th St., Los Angeles, celebrates 
its 25th anniversary this year, according to 
announcement from Bert B. Isaacs, mana 
ger, The firm carries many top lines and 
also specializes in custom order clocks, a 
well as maintaining a complete repair de 
partment. 

4 Gomez and Sons, jewelry manufacturers, 
140 Geary St.. San Francisco, have at- 
nounced the appointment of Herbert Holtei 
as Pacific Coast representative for their 
new line of unset mountings and matched 
sets. 

4 B. J. Brock & Co., Inc., Lawndale, Calif, 
has announced the appointment of the fol 
lowing new representatives to handle their 
line of California provincial ceramics: 
Edwin F. Bokee representing Delaware, 
Virginia, Maryland, Washington, D. ¢; 
and Harry M. Bortz, representing the fim 
in eastern Pennsylvania and southern New 
Jersey. Thomas Hogan, who now replt 
sents the firm in New York State, wil 
cover the New England territory as well. 
q Ben Goldberger has _ been appointed 
merchandise manager and _ controller of 
Edises Jewelers, Sacramento, Calif. a& 
cording to an announcement made by . E. 
Edises. Edises also operates Kuechler’ 
Jewelers of Stockton, Calif., and Griffin’ 
Jewelers, Reno, Nev. Goldberger will have 
full charge of operations for all thre 
stores. Goldberger formerly represented 
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Benrus Watch Co. in the Pacific Northwest 
D . . e e - 
; hern California territories. 


rt 
— Marv. Minzel Co. of Seattle has 
, creatly enlarged display 


ved into a - M4 
wa on the eighth floor of the building 
r0 


at 1417 4th Ave. in Seattle. 

4B. J. Brock & Co. Inc., has announced 
the completion of a new tunnel kiln which 
will increase production capacity at their 
Lawndale, Calif., plant by over 25 per cent. 
4 The Chime Shop of Bellflower has be- 
come known as Chime Jewelers with the 
move of the firm into new and much larger 
quarters in the same Southern California 
community. The firm is owned and oper- 
ated by Mr. and Mrs. George Pratte, long 
active in the retail jewelry business. 





Western Jewel & Silver Show 
Draws 1600 Buyers To L. A. 


Fifty exhibitors participated in the sec- 
ond Western Jewelry & Silverware Show. 
held in Los Angeles, February 11-14, draw- 
ing over 1600 buyers from a broad cross- 
section of the West, Alaska, and_ the 
Islands. 

Exhibits included jewelry, silverware, 
china and glassware. The show is spon- 
sored by the Los Angeles Chamber of 
Commerce Trade Fairs department. Ac- 
cording to announcement made by Woody 
Klingborg, head of Trade Fairs, the show 
led all others in the number of new ac- 
counts opened by exhibitors. 

Attracting much comment and attention 
from jewelers attending was the exhibit of 
the Horological Association of California. 
The association presented a display of an- 
tique watches and clocks dating back to 
1600, as well as the mobile display unit 
which they have created to aid in stimu- 
lating public interest in the Watchmakers’ 
Assembly Bill No. 2076. Display is avail- 
able to interested California jewelers as is 
the stereopticon exhibit on the evolution 
of time developed by the association for 
use by jewelers and watchmakers before 
service clubs. 

Costume jewelry dominated the jewelry 
offerings. Drawing much comment from the 
Los Angeles press was the abstract line 
of sterling jewelry from Frank Miraglia, 
Inc., of New York. This trend to modern 
and abstract design was also noted in other 
costume lines. An increased number of 
patriotic designs were also noted. 





Record Number of Buyers 
Attend Denver Gift Show 


Nearly 3500 buyers thronged the mez- 
zanine and five floors of the Albany Hotel 
in Denver during the four-day run of 
the Denver Gift and Jewelry Show from 
March 4 to 7. This figure was almost 
twice the number of inter-mountain jewel- 
ets ever recorded at any previous Denver 
gift market. 

Indian jewelry accounted for an im- 
pressive portion of the total business writ- 
ten by jewelry manufacturers at the show. 
Buyers were looking for color in costume 
Jewelry. Mauve and canary shades in the 
Kramer showing were particularly popular. 

City buyers favored bold ensembles by 
name. couturiers. But, except in the case 
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of such show pieces, buying in general 
favored more conservative design. Floral 
motifs were favorites throughout the 
jewelry displays. 

Watches showed a scarcity of new de- 
signs, but jewelers seemed eager to accept 
the older models in noticeably restricted 
variety. 





J. A. Ludy, buyer for the Lee Jewelry stores 
in Denver and Pueblo, admires a new simu- 
lated sapphire and rhinestone ensemble, 
shown by Chink Pomer (right), representa- 
tive of the Kramer Jewelry Co., at the 
Denver Gift and Jewelry Show. 


More than 450 persons attended an in- 
formal party in the Albany Hotel follow- 
ing the opening session. Guests received 
prizes of U. S. Goverment Defense Bonds, 
dinner services and complete sets of flat- 
ware. The Denver Gift and Jewelry Show 
dinner dance was held on March 5 in the 
Hotel’s Cathedral Room. 

The event was sponsored by Allied Ex- 
hibitors, Inc., with H. W. Johnson, Presi- 
dent, and Mildred M. Dalton, show-direc- 
tor, supervising management details. 




















Just Released! 


WIL TAL ean 


HOME STUDY 
_— Pf otpod 


(nye ing 


This ENTIRELY NEw MeEtTHOpD of 
teaching Engraving is an innovation in 
Home Study Training. 

With the help of the “Silent Teacher” 
you can now learn the fine techniques of 
Engraving at home—in your spare time. 

The “Silent Teacher” enables you to 
see your errors, and correct your own 
work; it helps you progress faster and 
more accurately. 

The “Silent Teacher” Method is under 
the direction of a staff of Expert In- 
structors; it is written in clear, easy- 
to-understand lan- 
guage; each project "=" 
is illustrated. 
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Write for Information 
* 
Gustave Van Erp © 


Master Engraver— 


originator of the 
“Silent Teacher” 


Method i ; 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missouri 




















Gems 
Sapphirized 
Titania—it means 
profit for you. 
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SIERRA GEMS INC., Sierra Madre, California 
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made-to-order for the 
manufacturer or 
retailing jeweler 


Decorative holders for cigarette case, 
lighter, compact. etc. Custom-designed 
to protect and enhance your fine 
accessories in alligator. lizard, bro- 
cade, suede, morocco. or beaded— 
protected by exclusive styling. 


From an exciting group of Leather 


Accessories Styled and Manufactured by 


AALLER & Gompany 


207 E. 49TH ST. e NEW YORK 17, N. Y. 


the CASE ond FINERY 





POCHETTE 

















Importers of 
ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., 
149 Fifth Ave. wed York 10, N. Y. 





AL. 4-01 


INC. 























WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 


EN — 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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DAVIDSON SALES STAFF 









MEETS IN NEW York 





The Davidson & Sons Jewelry Co. sales 
staff met recently with executive members 
of the firm in New York to discuss the 
newly developed Automatic Merchandising 
Supply Plan, which is now in_ force 
throughout the nation. The plan has won 
retailers’ acclaim since its recent introduc- 
tion. 





Simons Addresses Meeting 
Of California 24K Club 


In a most informative talk to retail 


hts , ; 
_ jewelers, Leonard N. Simons of Detroit 


gave members of the Jewelers’ 24K Club 
of Southern California a real insight as 


to how a progressive jeweler operates. 


Simons, in addition to being the head 
of two suburban credit retail jewelry 
stores in Detroit, is an advertising execu- 
tive as well as holding other important 
civic posts. 

Highlights of his talk: Advertising really 
pays off. Full page ads are run each week 
in suburban papers, then these same ads 
are reprinted in a four-page circular for 
direct mail circulation. Stores have an 
active mailing list of 20,000 people, all of 
whom have been in the stores at some time. 
This program brought fantastic results, as 
reprints are mailed in small lots each day, 
so effect is spread over a thirty-day period. 

Cash specials are run on a minimum of 


| once a week. Bulk of the business comes 


from old customers. Stores spend 8 per 
cent on advertising, which really pays off. 
While promoticnal merchandise is offered, 


stores concentrate on diamonds, watches 


' and jewelry, with this merchandise ac- 


counting for the major part of sales. 

Customers will readily accept carrying 
charges on appliances and T-V sets, finds 
Simons, who is of the opinion that carry- 
ing charges should be added to all mer- 
chandise sold by all jewelers. 

Premiums are not used by Simons, but 
he has found the giving of baby orchids 
to women on such special occasions as 
Mother’s Day to be a very effective good- 


will builder. 


The club donated $100.00 to the Heart 
Fund in memory of the late James A. 
Clemans. 

Arrangements are being made for a gala 
dinner-dance and installation of officers at 
the Elks Club, April 10. 

The club’s newly elected “‘fficers are: 
Manny Lippett, President (Shaw’s Jewel- 
ers, Santa Monica & Hollywood); Harry 
Prezant, Vice President (Bulova Watch 





Davidson associates who attended the 
meeting are, left to right; Sam Frank. 
Leon Simon; Morry Harr; Sydney X. 
Davis, sales manager; Joe Berenzon; So 
Grossman and Nat Efronson. Seated, lef 
to right: Norman Schwartz; Leo Frank: 
Henry Davidson, president; Leo Davidson, 
Sydney Davidson and Joe Colvin. 
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Company); Stanley Jacobs, Treasurer 
(wholesaler); Herman Siegel, Secretary 
(Robbins Jewelry). New members of the 
board of directors are: Jules Lindenbaum 
(King Jewelry, Santa Monica); Irving 
Gold (Bond Jewelry, Los Angeles): Her. 
man Siegel; David Lieberman (Morris 
Jewelry) ; Manny Lippett; Sam Behrstock 
(Barry Jewelers) ; Harry Prezant; Richard 


R. Gallien (material wholesaler); May 
Wolman (wholesale jewelry); Stanley 
Jacobs; Joseph Korsen (wholesaler): 


Irving Kaufmann (Allison Kaufmann), 


Baldwin-Miller Co. Plays Host 
At Indiana Jewelers Convention 


Baldwin-Miller Co., prominent Indian. 
apolis wholesalers, held open house at their 
offices during the recent convention of the 
Indiana Jewelers Association. Taking ad- 
vantage of one of the leading appliance 
manufacturer’s cooperation, the company 
had freshly made coffee on tap at all times 
during the two days the convention was 
under way. 

The affair was publicized to the retailers 
by direct mailings during January and 
officers and salesmen at Baldwin-Miller 
were more than pleased with results. Miss 
Edith Hyden of the company’s office staff 
made a charming hostess as well as eéf- 
ficient brew-mistress. 
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TEDMAN IMPORTING CO. 


225 Fifth Ave. Tele.: MU 5-5324 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENW ARE 




















CRYSTAL by BRODEGAARD 

from SWEDEN e Made in U.S. A. 

Stemware — Drinkware — Accessories 
Send for new 1951 Catalog 


R. F. BRODEGAARD & CO. Inc. 


225 FIFTH AVENUE NEW YORK 10,N. Y. 
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April 


j—Associated Credit Jewelers of New 
York and New Jersey, Annual Banquet, 
Waldorf-Astoria Hotel, New York. 

1-4—California Retail Jewelers Associa- 
tion, 18th Anuual Convention and Jewelry 
Industry Exhibit, Palace Hotel, San Fran- 
cisco, Calif. 

1-4—Cincinnati Gift Show, Hotel Gibson, 
Cincinnati, Ohio. 

4—Massachusetts—Rhode Island Retail 
Jewelers Association, Annual Convention, 
Parker House, Boston, Mass. 

7-11—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

8.10—Minnesota Retail Jewelers Associa- 
tion, Annual Convention, Hotel Nicollet, 
Minneapolis, Minn. 

8.10—Oklahoma Retail Jewelers Associ- 
ation, Annual Convention, Hotel Skirvin, 
Oklahoma City, Okla. 

8-12—Northwest Gift, Art & Housewares 
Show, Hotel Radisson, Minneapolis, Minn. 

14—Diamond Peacock Club, Annual 
Dinner-Dance, Hotel Somerset, Boston, 
Mass. 

14-16—Kansas Retail Jewelers Associa- 
tion, Annual Convention, Allis Hotel, 
Wichita, Kan. 

15-17—Michigan Retail Jewelers Associ- 
ation, Annual Convention, Hotel Pantlind, 
Grand Rapids, Mich. 

15-19—Philadelphia Gift Show, Benjamin 
Franklin Hotel, Philadelphia, Pa. 

22-23—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Berkshire 
Hotel, Reading, Pa. 

22-23—Texas Retail Jewelers Associa- 
tion, Annual Convention, Hotel Adolphus, 
Dallas, Texas. 

22-24—North Carolina-Virginia Retail 
Jewelers Associations, Annual Convention, 
John Marshall Hotel, Richmond, Va. 

29-30—Arkansas Retail Jewelers Associ- 
ation, Annual Convention, Hotel Marion, 
Little Rock, Ark. 

29-May 1—New York State Retail Jewel- 
ers Association, Annual Convention, Powers 
Hotel, Rochester, N. Y. 

29-May 1—Wisconsin Retail Jewelers 
Association, Annual Convention, Hotel 
Pfister, Milwaukee. Wis. 


May 


6-7—Maryland-Delaware-District of Co- 
lumbia Jewelers Association, Annual Con- 
vention, Hotel Dupont, Wilmington, Del. 
_6-8—Florida Retail Jewelers Associa- 
tion, Annual Convention, Columbus Hotel, 
Miami, Fla. 

20-21—Alabama Retail Jewelers Asso- 
ciation, Annual Convention, Thomas Jef- 
ferson Hotel. Birmingham, Ala. 
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June 


4-5—National Wholesale Jewelers Asso- 
ciation, 44th Annual Convention, Ritz- 
Carlton Hotel, Atlantic City, N. J. 
24-25—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 
Wentworth-by-the-Sea, New Castle, N. H. 


July 


1-6-—New York Lamp Show, Hotel New 
Yorker, New York. 

8-11—Fourth California Lamp and Pic- 
ture Show, Biltmore Hotel, Los Angeles, 
Calif. 

15-20—National China, Glass and Pot- 
tery Show, Hotel New Yorker, New York. 

22-25—Southern Jewelry Show, Atlanta 
Biltmore Hotel, Atlanta, Ga. 

22-26—Kansas City Gift Show, Municipal 
Auditorium, Kansas City, Mo. 

22-27—33rd California Gift Show, Mer- 
chandise Mart, Brack Shops, Alexandria 
and Biltmore Hotels, and Individual Show- 
rooms, Los Angeles, Calif. 

29-August 2—National Association 
of Credit Jewelers, Annual Convention 
and National Jewelry Fair, Stevens 
Hotel, Chicago, IIl. 

30-August 10—Chicago Gift Show, La- 
Salle Hotel and Palmer House, Chicago, 
Ill. 

30-August 10—Registered California Gift 
& Dinnerware Show, Morrison Hotel, Chi- 
cago. Ill. 


August 


5-9—Allied Jewelry Show, Biltmore 
Hotel, Los Angeles, Calif. 

5-9—San Francisco Gift Show, Civic 
Auditorium and Palace Hotel, San Fran- 
cisco, Calif. 

12-15—Third Western Jewelry & Silver- 
ware Show, Biltmore Hotel, Los Angeles, 
Calif. 

12-16—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York, N. Y. 

19-23—Seattle Gift Show, Olympia Ho- 
tel, Seattle, Wash. 

20-24—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

26-29--Ohio State Gift Show, Hotel Stat- 
ler, Cleveland, Oiio. 

26-29—Portland Gift Show, Poriland 
Hotel, Portland, Ore. 


September 


2-6-—Fall Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

2-7—Allied Gift and Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

3-7—Boston Gift Show, Hotel Statler, 
Joston, Mass. 

12-15—Denver Gift and Jewelry Show, 
Albany Hotel, Denver, Colo. 

16—Missouri Retail Jewelers Associa- 
tion, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

16-18—Ohio Retail Jewelers Associa- 
tion, Annual Convention, Deshler-Wallick 
Hotel, Columbus, Ohio. 

16-20—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 
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A Practical Course in Artistic Engraving 






by R. ALLEN HARDY 


Section G—Cutting Block Alphabets, Parts 2-5 





Section G—Block 


*!. Preparing and sharpening tools for cut- 
ting all types of block lettering. (a) flat 
tools; (b) round tools; (c) liners. 

2. Drawing on paper. Plain Block Alpha- 
bet and numerals; principles of con- 
struction. 


3. Cutting stems and bars squaring off 
ends with triangular shade cuts or 


4. Cutting plain block alphabet and num- 
erals. 


. Cutting names, dates, inscriptions. 


. Construction of Capped Block Alphabet; 
method of cutting. 


. Cutting names, dates, inscriptions. 

. Wriggling with flat tool. 

. Cutting with liner—names, dates, in- 

scriptions. 

. Wriggling with liner. 

. Combination cutting using wriggle and 

bright cut, liner and fiat tool, etc. 

12. Drawing (on paper) Gothic Alphabet 
and Numerals for cutting with round 
tool; principles of construction. 

13. Cutting Gothic Alphabet and Numerals. 

14. Cutting Names, dates, inscriptions. 

15. Cutting large block letters for fill-in 

work and shading. 


ow 


— oo oon 


(*Subjects completed in previous installments 
of this section. ) 





2. DRAWING ON PAPER 


Design on paper the plain block 
alphabet and numerals as shown in 
Figure 62. Use letters 34 of an inch in 
height. This alphabet can be mechani- 
cally constructed. Each letter should 
be the same width with the exception 
of the “M” and “W.” These two letters 
can be made a trifle wider since they 
have four stems. The numbers are also 
the same width. In constructing the 
corners, be sure all corresponding cor- 
ners are parallel, and by all means the 
same in length of cut. The bars are 
made one-half the length of the stems. 


3. CUTTING STEMS AND BARS 


A careful study of Figure 63A-A’ 
will help to form a clear conception of 
what is wanted in flat graver cutting. 
(A) shows a correct flat graver cut of 
uniform depth (cross-section). (A’) 
shows the same cut, top view. Figure 
63D shows an incorrect flat graver cut 
(cross-section). One side is cutting 
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deeper. For uniform depth the graver 
must be sharpened correctly and must 
not be tilted to one side when executing 
the cut. (D’) shows the same cut, top 
view. 

Lay out a series of parallel perpen- 
dicular lines about 14 of an inch in 

















height on a practice plate. With a No, 
38 flat graver, cut these lines and 
square off the ends with a triangular 
pick using a script graver or a No. 40 
flat graver. Direction of cutting a pick 
is shown in the lower center of Figure 
62. These picks are most important 
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1. CUT STEMS FIRST. 


"2 CUT BARS NEXT. 
3. CuT PICKS LAST. 
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FIRST. 
NEXT. 

3. cCuT CORNERS LAST. 


| 
1 CUT STEMS 
Rk. CUT BARS 


uSE SINGLE 
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OPTICAL SPACING 
coanRecT -——” 


DALTON _ <—~ 


STANLEY. 


Figure 62. Block alphabet mechanically constructed on paper. 
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No maiter what World conditions may arise, an 
active period of watch repair work lies ahead. 


Now is the time to get prepared. Watch testing 
equipment is essential — and for long life 
and dependable operation, it is just good busi- 
ness to get THE BEST. 


Naturally, that means the 








Write for a 
DEMONSTRATION 
E WATCHMASTERS ARE | . 
BEING SOLD THAN ALL — of . 
MACHINES COMBINED. montniy paymen 
THERE MUST BE A REASON. plan 
THERE IS — /T'S THE BEST. 


American Time Products, Inc. 
580 Fifth Avenue New York 19, N.Y. 
OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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Figure 63. Top and cross-section views of graver and liner cuts. 


because when placed crooked, too high 
or too low, the letter becomes distorted. 
Much practice is necessary because the 
handling of the tool is so different from 
the script graver. It will be found in 
the beginning that a straight line is 
difficult to execute. The graver may 
want to pull to the right or the left. 
If the cutting edge is _ perfectly 
straight, this tendency will be mini- 
mized. Try to get evenness of depth 
in cut. A common error is to cut 
deeper on one side. This will pull the 
cut out of line and interfere with 
proper control. 


4. CUTTING PLAIN BLOCK 
ALPHABET AND NUMERALS 


In designing, preliminary to cutting, 
it is not necessary to use a double line 
for each cut placement. On the con- 
trary, a single line is more desirable. 
See Figure 62. The letter “E” should 
be designed as shown in the “letter 
formations’ and cut in the order shown 
by steps 1, 2, and 3, under the large 
letter “E.” To cut the stem, the graver 
may be placed directly over the ver- 
tical line. The top bar may be cut 
with the graver following the lower 
edge of the line. The bar at the bottom 
of the letter is cut with the graver foi- 
lowing the top edge of the line. The 
center bar may be cut by placing the 
graver directly over the line. The order 
of cutting letters having corners is 
shown in Figure 62, Steps 1, 2, and 3 
under the letter “O”. 

In cutting the alphabet, first cut all 
letters that are without corners. This 
involves straight stems and bars which 
are squared-off alike. When a corne) 
is formed as at the bottom of the “EK”, 
a full pick is not made (see Figure 62. 
lower left), but a very small pick is 
used coming in from the same angle 
as in cutting a Roman serif. The corner 
only needs to be accentuated, not 
squared-off. Next, cut the letters with 
corners. All stems and bars are cut 
first, the corners last. After cutting the 


226 


alphabet, the cutting of numbers pre- 
sents no further problem. 


5. CUTTING NAMES, DATES, 
INSCRIPTIONS 


As in Section E—-Roman—lItem 4. 


follow the same procedure in cuttin 
deen ons — one 
names es and inscriptions. Startin 
with the No. 38 graver, gradually te. 
duce the size of the graver as smalle 
letters are cut. The smallest flat grayer 
used is made from the No. 1 knife édge 
tool. The belly can be faced to the de. 
sired width (2/3 the width of a No, 3% 
graver). Practical work on a flat plate 
would be a name and date cut with 
gravers No. 38, No. 37 and No. 36, ip 
that order; a four or five line ingcrip. 
tion with the No. 38 and No. 36 com 
bined. Use the No. 38 flat graver for 
the principal lines and the No. 36 for 
the least important lines, a good rule 
to follow. This is shown in Figure 64. 
In laying out and cutting a small 
five-line inscription using the No. | or 
No. 36 flat tool it is best to design all 
lines the same size. If emphasis js 
wanted on one or more lines the first 
letters of words appearing on these 
lines may be made slightly taller. 
(To be continued) 
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Figure 64. Flat plates are used for practice in cutting inscriptions. 
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The brilliant design talent of Henry 
Dreyfuss has brought distinguished 
beauty to many of America’s most 
popular products. 


The Sentinel Little Pal alarm clock, received so 
enthusiastically for its handsome styling, is a 


Henry Dreyfuss design. 


Dreyfuss is now continuing the Sentinel Line 
design program. First sketches and mock-ups of 
redesigned models are excitingly interesting. They 
will feature the latest advances in timepiece 
movements and production. “The Sentinel Line, 
designed by Dreyfuss,” will be your key to 
smart good looks, dependability, competitive 
pricing and... popular appeal. 
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SENTINEL |ine 


~ 


Dreyfuss-designed Sentinel Little Pal Alarm 


40 hour movement. Compact...but accurate 
and easy to read. Single key — can’t be over- 
wound. Felt-padded base. Ivory-enameled case. 
Electronically inspected and radar timed. Little 
Pal plain — price to retailer, $2.76; retails for 
$3.95*. Little Pal Radium — price to retailer, 
$3.15; retails for $4.50*. 


*Plus tax. Prices and specifications subject to change. 


The SENTINEL &- 
of Clocks and Walehes 


THE E. INGRAHAM COMPANY, BRISTOL, CONNECTICUT 





of clocks and watches 





yt 
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IVOT DRILLING—How can I tell before starting 

work which staffs need detempering for pivot-drilling, 
from those that can be drilled just as they are? (Ques- 
tion No. 6315) F. M. L. 

Answer—We recommend drawing temper on every 
job, before drilling the hole for a plug. It may be said 
that in every watch of worthwhile quality, the balance 
staff is so hard (blue-temper) that it would be difficult to 
drill a pivoting hole in it without softening the steel first. 
A short piece of copper or silver wire, as thick as the 
body of an average pocket-watch balance staff, mounted 
on a thinner piece of steel or brass wire, with its other 
end set in a small wooden handle, makes a good heater 
for drawing temper. Saw a short slot lengthwise of the 
copper or silver wire, to press partly over the part of staff 
to be detempered. Hold this tool until very hot in your 
alcohol lamp flame and apply to the staff. By the time 
the tool has cooled off, the steel will be well annealed. The 
plug driven into the hole, on which to form the new pivot, 
should be slightly tapered, and made of steel wire of a 
blue temper. 


Bf SUING GLASS—In our shop there is a job that has 

us stumped. For a fine French carriage-clock, we had 
a beveled plate-glass pane made to replace a broken one. 
But the original pane has a monogram cut into the glass; 
the bottom of the design is like ground glass, a matted or 
frosted surface. How can we etch the lettering into the 
new glass? (Question No. 6316) E. R. 

Answer—tThe two methods mostly used for this are 
(1) by sandblasting; and (2) by exposing the glass to 
the fumes of hydrofluoric acid. 

If you have a jewelers’ sandblasting outfit, you may 
coat the glass with beeswax, rubbing a cake of the wax 
on the heated glass, then draw the design to be etched, 
with a pegwood point, leaving the places to be etched 
free from wax. Hold the glass so prepared in the jet of 
air-driven sand until the design is as deeply cut as desired. 

If you prefer to do the work with acid fumes, place the 
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hydrofluoric acid in a vessel made of lead and arrange 
any sort of wooden box conveniently to cover the acid 
pan with room enough for the prepared glass to be set 
above the plan inside the box. Be careful that you do not 
breathe fumes from the acid. The glass should be exposed 
long enough to obtain the desired results. 

We urge that if you have had no practical experience 
in chemical manipulations, you had better obtain the 
help or advice of a chemist in getting started in doing this 
work. Hydrofluoric acid is dangerous to handle and 
experienced advice right on the job is a wise precaution 
to take. 


LD CLOCK—Enclosed is a rough sketch of a cus- 

tomer’s old mantel-clock; the printed label in it says 

it was made by Ansonia Clock Co., New York (Question 
No. 6317) S. W. P. 

Answer—This company is still in business at 103 
Lafayette St., New York 13, N. Y. It is possible that they 
have a collection of the catalogs of their lines of clocks 
eoing back to the time when your clock was made and 
that if you would write the firm and enclose a more com: 
plete sketch or better, a good photograph of the clock, 
they might be able to tell from their catalog, data, when 
vour clock was being manufactured, hence an approxi- 
mate idea of its age. 


EMAGNETIZING—Would like advice on a watch 

that we have trouble in demagnetizing in the ordi- 
nary way. Also, what should be used as leather for 
cuckoo-clock bellows, and where can it be obtained? One 
more question—What is the age and value of an old clock 
with wooden wheels, maker’s name “Burr & Chittenden”? 
(Question No. 6318) W. A. 

Answer—(1) In this problem of a watch that you 
cannot demagnetize, please write us fuller information: 
The name and model of the watch, whether it has nor 
metallic or bimetallic balance, steel or brass escape-wheel. 
Also describe your demagnetizer, and exactly how you 
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NATIONAL WINDOW-POSTING MACHINE insures that amounts posted 
to customer’s record are identical with the store’s. 





NATIONAL WINDOW-POSTING MACHINE al 
customer’s time at the cashier’s window. 





on 
~, 


so reduces considerably the 


“Our National Window-Posting Machine 





saves valuable time, enforces accuracy, 
speeds service, builds good-will. 


NV 


MR. A. W. MOLIN, Partner, 
Roy & Molin, Jewelers, 
Portland, Oregon. 





‘We installed a National Win- 
dow-Posting Machine in 1942. 
The control features of this 
machine enforce the correct re- 
cording of every transaction. It 
insures that the amounts posted 
to the customer’s record afe the 
same as those posted to the 
store’s records. This reduces 
the possibility of disputes 
with customers. 

‘*A summarized report of the 
day’s activities is ready at the 
end of the day. And information 
concerning the day’s activity is 


available to management at any time. The summarized 
report provides quick, accurate figures for entry into 


the general ledger. 


“This system handles customers’ accounts efficiently: 
and the customer’s time at the cashier’s window is re- 
duced considerably. The customer gets a clear, neat, 
legible passbook for installment accounts; or a similar 
statement for 30-day accounts.”’ 


THE NATIONAL CASH REGISTER COMPANY — | 


FOR APRIL, 1951 


So writes Mr. Molin concerning the National Window- 
Posting Machine in operation in his busy jewelry store. 
In a single operation this remarkable machine posts the 
customer’s bill, the account card, the audit sheet, and 
certifies the posting medium. All printings are originals 
and identical. No carbons are used. All amounts posted 
are under the direct control of the auditor. All charges 
are automatically departmentized as a by-product of 
the posting operation. And all records are printed in 
clear figures, unalterable without detection. 

Have your local National representative show you 
how this machine will quickly save its purchase price— 
and then go on for years making money for you. Call 
him in today. Or, write to the National Cash Register 
Company at Dayton 9, Ohio. 





ACCOUNTING MACHINES 
CASH REGISTERS * ADDING MACHINES 
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have been using it. We must have this before we can 
advise you practically. 

(2) Use leather of the thinnest and most flexible kind 
you can obtain, for the bellows of cuckoo clocks. You 
may be able to find this in old kid gloves; or write for 
it to G. Levor & Co., Inc.. Gloversville, N. Y. 

(3) The makers of your old wooden-movement clock, 
Burr & Chittenden, were in business in Lexington, Mass., 
between 1833 and 1840, so your clock is between 110 and 
117 years old. We might be able to say whether the clock 
has any elements of value (as a collectors’ specimen), 
if you would send us clear photographs of it, showing as 
much detail as possible. 


AILROAD WATCH—We sold to a railroad man, an 

Illinpis 16 size 23-jewel watch, adjusted to tempera- 

ture and 6 positions, motor barrel. This watch was turned 

down by a local railroad watch inspector. It was new, 

having been in our stock for years, but never used. Is it 

a fact that these watches have been debarred from use by 
railroad employees? (Question No. 6319) H. B. G. 

A nswer—tThe successor to the manufacturer of Illinois 
watches. was the Hamilton Watch Co., Lancaster, Pa. 
Since 1938, the Hamilton Co. has not marketed Illinois 
watches, although they continued to sell Illinois repair- 
parts to material dealers, and some of the latter have 
Illinois material still in stock. We have asked the Hamil- 
ton Watch Co. whether they know of any ruling by rail- 
road watch inspection authorities debarring Illinois 
watches from use on the roads. Their answer is that they 
know of no such ruling; in fact that they would under- 
stand that in the present scarcity of railroad-grade 
watches, any such watch, new and in good condition, 
would be very welcome in the trade as an article of 
merchandise. 

Their representative who gave us this information sug- 
gested that if a local inspector has ruled out the watch in 
question, a railroad employee who wishes to buy the 
watch, might ask for a review of the adverse decision on 
the watch, by either the railroad management, or by its 
general Watch Inspector, if the railroad company has 
such an official. 


RILLING GLASS-—How can [| drill holes in glass 
watch crystals? (Question No. 6320) I. N. 

Answer—On a piece of steel wire of diameter equal 
to the hole to be drilled, file one end to a point with four 
faces, these to form an angle of about 90 degrees to 
each other, to produce a drillingpoint having the shape 
of a pyramid. Taper the shank to reduce its diameter 
slightly away from the point. Harden the steel and draw 
the temper to a medium yellow color. Grind the faces to 
meet at sharp edges, on an oilstone. This drill may be 
used in the lathe, or by hand held in a pinvise. Start a 
center for the hole, using light pressure, then wet the 
drill with turpentine, or oil of rosemary. Proceed with 
drilling, using a delicate, sensitive touch, to avoid any 
chance of cracking the glass or enamel. 

The method explained above is suitable for drilling 
single holes of various sizes which require a way to make 
drills quickly and inexpensively. In manufacturing, where 
a great many holes of the same size are to be drilled, a 
diamond drill is most economical; it remains sharp for 
thousands of holes, which justifies its high cost. 
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OILING RHINESTONES—Our firm has been think. 
ing of going into manufacture of imitation gem. 
stones for use in costume jewelry. What books can you 
recommend on this or any other source of information? : 
Some of the stones would be the type that has meta] 


applied to the back of the stone to reflect light through it, 
(Question No. 6321) B. R. 


A nswer—About information on processes for foilino 
rhinestones and other foil-backs used in costume jewelry. 
we will say that this work is not done in this country on 
any important scale; the industry is centered largely jp 
Czechoslovakia, and in some parts of Germany. Any 
important literature of the subject would, therefore, be jy 
other than English language. and we cannot refer you to 
books that would be useful in the broad scope of study 
indicated by your inquiry. 

Among leading importers of these imitation gemstones 
are: Teller Importing Co., 29 West 34th Street, New 
York 1, N. Y.; Edward May Co.. 15 Park Row, New 
York 7, N. Y.; Merchants Overseas Co., 2 East 23rd 
Street, New York 10, N. Y. Possibly someone of these 
firms could help you find a source of information, if you 
could find the right approach to the matter. 


INSING LIQUID—I am not satisfied with results 

gotten from using carbon tetrachloride, for rinsing 
watch parts after putting them through my cleaning ma- 
chine. This goes, too, for cleaning clocks. Can you 
recommend some other liquid that in your opinion would 
be better for these purposes? (Question No. 6322) 
3. & Bt. 


A nswer—From reports made by many who have used 
carbon tetrachloride for rinsing, we believe that a better 
rinsing liquid is one of the products sold by the petro- 
leum industry made from “casing-head gas.” and widely 
sold as dry-cleaning fluid. You could inquire of local 
dealers in petroleum products about the dry-cleaning 
liquids they could supply. One of these that we know has 
very good properties as a watch-cleaning rinse, is sold 
under the trade-mark “Neuvogene,” made by Neuvogene 
Corp., 104 Bridge Street, Etna, Pittsburgh 23, Pa. Prob- 
ably similar products under other trademarks can be 
bought of your nearby dealers. It may be more effective 
to use these rinses in the rinsing jar of your cleaning 
machine than in a bench-cup. 


LOCK MOVEMENTS—tThe enclosed sketch gives di- 
mensions of a ceramic clock case of which we have 
about two dozen, and wish to find a source of movements 
we could fit in, some spring and some electric, and of a 
variety of grades, to make a local sales-feature, the cases 
being made by a local lady who is physically handicapped. 
and our newspaper featuring her case in helpful spirit. 
(Question No. 6323) R. H. 

Answer—We are returning your sketch of the di- 
mensions of the movement wanted, and suggest that you 
send it to General Time Instruments Corporation, 107 
Lafayette St., New York 13, N. Y. This firm is a holding- 
company including numerous clock manufacturing firms, 
and would know which of their members could supply 
your want and could inform you. Another source might 
be Lux Clock Mfg. Co., Inc., 1107 Broadway, New York 


10, N. Y., who specialize on small clock movements. 
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with a Pittsburgh open-vision store front 


You can stop 








yE more merchandise you show the 
Beate public, the more they'll want 
to buy. And with a Pittsburgh open- 
dine store front you can turn your 
entire jewelry store interior into one big 
display that will catch the passer-by’s 
attention, stimulate his desire for the 
displayed merchandise . . . and bring 
him inside to make a purchase. And an 
attractive, inviting store front helps 
bring customers back again and again. 
So show your merchandise . .. and 
reap the profit rewards. Modernize your 
jewelry store with sales-boosting Pitts- 
burgh Glass and Pittco Store Front 
Metal. And remember: modernization 
is an investment in the future of your 





business. So don’t skimp ... for the 
biggest returns in increased _ business 
modernize completely—inside as well as 
outside. 

Meanwhile, why not send for our 
modernization booklet? It’s full of illus- 
trations of actual Pittsburgh installa- 
tions as well as complete information 
about Pittsburgh modernization mate- 
rials. And it’s free. Just return the cou- 





pon below. 


SEEING OFTEN MEANS BUYING. And this jewelry store in Atlanta, Georgia, uses a large 
\ area of ciear Pittsburgh Polished Plate Glass, set in lustrous Pittco De Luxe Store Front 














Metal, to show off its merchandise to the best advantage. Two Herculite Doors add to the 

attraction power of the inviting front. Herculite is a tempered glass that is four to five 

times as strong as regular plate glass yet has the same brilliance. Architects: McDonald & 

Store fronts Company, Atlanta. 
CO SS LS SS LS a eS a ea eae ea eae ae Se cela enn cee ae nS “" 
° | Pittsburgh Plate Glass Company | 
an nteriors ) 2102-1 Grant Building, Pittsburgh 19, Pa. | 
| Without obligation on my part, please send me a rree copy of your booklet on store | 
modernization, “How To Give Your Stcre The Look That Sells.” 

. P | 
| 
Address CN a ee ee | 
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PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 


PITTSBURGH PLATE GLASS COMPANY 
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Largest Mido Ad Campaign 
Planned For Spring Market 


Louis Aisenstein & Bros., Inc., American 
distributors of Mido watches have re- 
leased for Spring, 1951, the largest Mido 
consumer advertising campaign to date. 
Steady insertions throughout the Spring 
are planned in the Saturday Evening Post; 
the New York Times Magazine Section, 
which is distributed throughout the coun- 
try, as well as in Holiday Magazine. The 
program is climaxed by a beautiful full 
page advertisement in Life, May 21st. 


An added feature of this Spring’s pro- 
gram, a Mido television commercial has 
been prepared. Copies of the film are 
available on request to Mido dealers who 
wish to use the films in their own TV 
programs. They can be secured by writing 
to Louis Aisenstein & Bros., Inc., 16 East 
40th Street, New York, N. Y. 





O-B Mother's Day 
Display Available 


An appealing new Mother’s Day display 
has been prepared by Ostby & Barton Com- 
pany as part of the continuing O-B pro- 
gram of passing on to the retailer the 
benefits of selling direct. This display 
is now available, and will be supplied 
free of charge to O-B dealers, upon request. 


MOTHERS 
Ty 





The display is ten inches high, and holds 
five rings on a pad of rich velour. It is 
suitable for either window or counter use. 

Suggested assortment of O-B “Fashion 
Originals” has been carefully selected to 
include rings with proven popularity as 
gift items for women. A unique feature 
of this nation-wide promotion is the exact 
reproduction of the display in current trade 
advertising. 
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King Edward Silverplate “Famous Host" Ad Series 
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The National Silver Company recently 
announced the inauguration of a new con- 
sumer advertising campaign in the maga- 
zines shown above. These ads are all of 
a substantial size, as required by the na- 
ture of the theme of the series. 

In these ads, “Famous Hosts” will fea- 
ture sophisticated male personalities, se- 
lected for their personal appeal to women 
customers. Each ad will feature a person- 
ality (the first will feature Rex Harrison, 
star of stage and screen) and will mention 








the King Edward silverplate selected by 
each “sophisticate.” 

The silverware company says that the 
advertisements will appear in consumer 
publications, appealing to silverware pros. 
pects of all types, with a total circulation 
of 22 million. Information on dealer pro- 
motion aids, in the form of ad mats, coun- 
ter cards, displays, folders, etc., designed 
to tie in with this campaign are avail- 
able from the National Silver Co., 295 Fifth 
Ave., New York City. 





Duplex Electric Clock Continues 
To Operate When Current Fails 


A new clock manufactured by the Du- 
plex Electric Clock Co. has a synchronous 
motor with a hand-wound spring move- 
ment which starts to function the instant 
that the electric current is interrupted. 
There is a negligible loss of time-keeping 
in the transition. The clock will continue 
to run for 30 hours on one winding of the 
spring mechanism. When rewinding is 
necessary, a vertical slot indicates when to 
wind. 

When the current is cut off, a balance 
wheel is immediately released and _ the 
main spindle keeps moving. These move- 
ments are cased in attractive plastic and 
wood shapes. They are sold directly to 
retail jewelers. The manufacturer’s address 
is 150 Wakelee Ave., Ansonia, Conn. 


New Goddard Products 
Announced 


J. Goddard & Sons of 299 Madison Ave- 
nue, New York 17, N. Y., makers of God- 
dard’s Silver Polish and Goddard’s Silver 
Cloth, have now brought to the market 
an equally fine Goddard’s Brass Polish 
and Goddard’s Brass Cloth—perfect for 
cleaning and polishing utensils, andirons 
and fixtures. 





Naomi Reveals New Packaging 
Method For Jewelry Findings 


A revolutionary method of packaging 
jewelry findings has been developed by 
Naomi of New York. The packaged Naomi 
findings will be called Naomi-Pac. 

Gilbert L. Cohen, General Manager of 
Naomi, said, “a handy protected package 
of jewelry findings has long been the de 
sire of the trade, and now the unique 
Naomi-Pac is the answer.” 


NAOMI PAC 


Jewelry Fingings For {he Craftsma® 











Jewelry findings packaged under the old 
method lay unprotected and tarnished, and 
when the jeweler had a specific repaif 
job to do, the necessary finding was difi- 
cult to locate. ‘“Naomi-Pac does away 
with all these difficulties,” said Cohen. 
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Not a trace of dust escapes the 


LEIMAN 


GRINDER ¢ POLISHER ¢ DUST COLLECTOR 
‘‘ALL-IN-ONE’’ UNIT 


e No danger to health 
e No soiled clothing or premises 
e Easy recovery of precious metals 


— your own workshop! Are you tak- 
ing chances grinding, buffing or polishing 
without the latest, foolproof dust collecting 
equipment? You can do these operations eff- 
ciently—yet clean and safe for yourself or 
workers—by using the time-tested Leiman 
Grinder—Polisher—Dust Collector. In one 
machine, you get the most modern production 
equipment, with job-speeding conveniences— 
plus the famous Leiman high-suction dust 
removal system. Years and years of skop ser- 
vice and health protection, at a few cents cost 














MODEL 47F. Needs only 18 x 29 inches 
floor space. Ideal for small shop, small 
work or restricted space. Has 1/3 h.p. 
motor for wheels or buffs up to 4”. Also 
Y4 h.p. interior motor, suction fans and 
dust collectors. Adjustable dust hoods 
have wet pumice pans and electric light 
sockets. Very quiet running. May be used 
with your own polishing motor. Plugs 
into any standard 110 volt outlet. 





MODEL A. Needs only 2x4 
foot floor space. Top pro- 
duction machine for all 
classes of jewelry and sil- 
ver work. Accommodates 
two wheels or buffs up to 
8”. Adjustable dust hoods, 
with electric light sockets. 
Available either with Y2 
h.p., 110 volt motor or 
1 h.p. 220 volt motor. Two 
dust collecting cabinets 
permit separate collection 
of gold, platinum or other 


dust for recovery. 





per day. 





171 Christie St. 


WRITE FOR FREE DETAILED BULLETIN showing 
Newark 5,N. J. 


various models and prices. No obligation. 














NOW READY FOR DISTRIBUTION! 


THE JEWELERS DICTIONARY 


NEW COMPLETELY REVISED 


* SECOND EDITION * $6 ,00 POSTPAID 


| 





THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 
Check or Money Order Must Accompany Order. DO NOT SEND CASH 
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S U GOLD PALLADIUM 
, : | PLATINUM SILVER 
— WAT C H 0 | L | | than any other known method 

: R fe. | | of refining. 
. the worlds finest . | That’s why Williams pays 


| you more for every ounce of 
grindings, filings, sweepings, 
polishings, watch cases and 
dust. A broad statement? Let 
us prove it! Send us a trial 
shipment NOW. Prompt cash 
returns. 


WILLIAMS Gotp REFINING CO., INC. 


BUFFALO 14,N. Y. | 
HAVANA, CUBA’ 





WILLIAM F- 









2978 MAIN ST., 
FORT ERIE, ONT 
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Ring Merchandiser Available for 
Lampl's “Jewelrings” Line 


A handsome point-of-sale ring merchan- 
diser has been designed to display a 
selection of 18 of Walter Lampl’s new 
“Jewelrings” line. Offered free to the re- 
tailer with his initial “Jewelrings” order, 
the new display shows nine different rings 
on each of two graduated boxes. Each 
ring is attractively gift-boxed, in a box 
with satin and silver interiors. 
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The “Jewelrings” line comprises 36 dif- 
ferent 1/20 12K Gold Filled rings. Some 
are plain Gold Filled; others are with 
pearls (cultured and simulated). Still 
others come with genuine stones such as 
onyx and cameo. Retailing from $6.95 to 
$15.95, the group includes highly styled 
rings of dramatic design, as well as tradi- 
tional classic types of more conservative 
taste. 

The rings were introduced to the public 
for the first time in a full-page, 2-color ad 
in Vogue on March 15th. 





Short Order Department 
at Niash Inaugurated 


For the jeweler who is constantly in 
need of odd size pieces of metal in gold, 
silver, platinum, and palladium, as well as 
the jeweler who is always calling for a 
variety of findings, the Niash Refining Co. 
of 116 Nassau St., N. Y. C., has introduced 
a new service whereby these needs can be 
satisfied. 


CHARLES CLAPS 


Niash Sales 
Manager. 





Charles Claps, sales manager for Niash, 
said, “Now, we hope to be able to give 
fast service to the manufacturing jeweler 
who is always looking for some type of 
jewelry finding or a certain type of solder, 
alloy, or precious metal in almost any 
shape and form. Within the limitations of 
the present times a constant supply of 
these items will be kept on hand.” 
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Schick Ad Drive Continues 


The intensive advertising campaign 
which introduced the new Schick “20” 
anniversary model of Schick Electric 
Shavers last Fall, is continuing with a 
Spring campaign that uses the “follow the 
crowd” theme, based on the sales response 
throughout the world. 

The Spring ads, four pages in full color, 
are scheduled for the Saturday Evening 
Post and Life magazine. 





Community's 1951 Ad Campaign 
To Reach More Bride-Age Girls 


More Community silverware full pages, 
more color pages and more covers than 
in any previous year are scheduled for 1951 
by Oneida Ltd., according to Harley H. 
Noyes, advertising director, who predicted: 
“We will reach more bride-age girls 
through this campaign than ever before.” 


Plans provide for nearly 115,000,000 ~ 


reader impressions in these 14 national 
magazines: Life, Glamour, Mademoiselle, 
Quick, Ladies’ Home Journal, Charm, 
Look, Good Housekeeping, Bride's, House- 
hold, Cosmopolitan, Redbook, Woman's 
Home Companion, and American. 
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Jon Whitcomb paintings will be fea- 
tured, with some of the illustrations mod- 
eled by four of the winners in last year’s 
talent hunt for “The Whitcomb Girl.” 
Dealers, incidentally, were offered cash 
prizes for identifying correctly the models 
used in the advertisements, an achieve- 
ment not as simple as it appeared because 
of the artist’s style, the setting for the 
paintings and the models’ varying moods. 

Theme of the campaign is “Patterns to 
Live With ... Patterns to Love,” repeated 
in each advertisement throughout the year. 





Telechron House Organ 
Awarded 


“Synchro-News,” the employee magazine 
of Telechron JInc., was given an award of 
merit by the Massachusetts Industrial Edi- 
tors Association, it was announced by Dora 
L. Anderson, president of that organization. 





Feature Ring Reveals 
Mat Service 


Henry Peterson, president of the Fea. 
ture Ring Co., Inc., announced the re. 
lease of a completely new mat service 
catering to every conceivable need of retail 
jewelers. 

“Predicated on the theory that hard 
selling is requisite to retail success, each 
ad is designed for impact and emphasis 
on dealer identification,” Peterson said. 
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“The retailer must identify himself with 
brand name merchandise to evoke interest 
on the part of the consumer. For only then 
does he gain the value of the vast adver- 
tising program effected for his benefit. 

“Tt is our intention to continue to pro 
vide retail jewelers with advertising aids 
based on the dictates of market trends to 
increase the level of retail sales, which in 
the final analysis is the guidepost of the 
jewelry industry. 


Lighter Parts, Inc., Sparks 
Extra Business for Jewelers 


To make the repair of cigarette lighters 
easy and profitable for jewelers, Lighter 
Parts, Inc., 2 East Stockton Ave., Pitts 
burgh, Pa., has nearly 10,000 lighter parts 
available to fit over 200 makes of light- 
ers. The parts are carefully organized into 
various sizes of repair kits, priced from 
$10 to $50 and up. 

Lighter Parts, Inc., is operated almost 
entirely by disabled veterans. According 
to Jack Levin, proprietor of the firm, one 
of the biggest problems facing the veterans 
in repairing old style lighters is the lack 
of parts for them. Levin stated that he 
will gladly pay cash to jewelers and Te: 
pairmen who have no further use for parts 
lying around on their shelves or replace 
with new style parts of any make lighter 
they desire. All they have to do is send 
them to the company. Levin will also buy 
up the stock of any jeweler who has dis 
continued the lighter repair business. 

Gilbert J. Gaugler, a disabled veteran, 
is general manager of the concern. 
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Community Tie-Ins For Silver 
Parade Available to Dealers 


Community Division of Oneida Ltd. an- 
nounces the following plan in conjunction 
with the 1951 Silver Parade. 

For the Silver Parade Promotion there 
will be available a new window display, 
size 16” x 20” set up, showing one of 
Community’s Jon Whitcomb paintings. It 
‘; lithographed in six colors and gold 
bronze and when set up looks like a very 
handsome framed painting. It can be hung 
on a wall or set up with an easel back. 
This display will be furnished Community 
dealers upon request as long as the supply 
lasts. 

The mailing of this display will be made 
to reach the dealers in time for the Silver 
Parade Promotion, April 12 to 28. 


They have also produced 3 Club Plan 
newspaper ads suitable for use during the 
Silver Parade or at any time thereafter 
with a change of headline. These come in 
1 column x 854”, 2 column x 10” and 3 
column x 10%” sizes. Mats will be sent to 
Community dealers upon request. 


Air King Appoints Olchak 
Assistant Sales Manager 


D. H. Cogan, president of Air King 
Products Co., Inc., New York manufac- 
turer of television receivers, radios and 
wire recorders, recently announced the 
appointment of Samuel Olchak as assistant 
sales manager. 

For two years prior to his present assign- 
ment, he was advertising and sales promo- 
tion manager of Air King Products. Be- 
fore joining Air King, Olchak was assistant 
to the vice president in charge of sales at 


Tele-Tone Radio. 


lrons & Russell's Emblem Display 


Irons & Russell’s new emblem display 
case, designed in the modern trend of 
maximum display through the use of glass 
and clear lucite, is offered through whole- 
salers for $9.75 with the purchase of any 
24 Irons & Russell emblems. To completely 
defray the cost of the case, a free offer is 
made of one No. 8400 series Tie Chain and 
one No. 5200 series Ti-Glide, with a total 
retail value of $9.75. 





For those who prefer the case alone, 
without emblems or free merchandise, it 
may be obtained at a cost price of $9.75. 
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Keepsake Wins Fashion Academy Award For Second Year 
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Keepsake 


For the second consecutive year Keep- 
sake Diamond Engagement and Wedding 
Rings have won the Fashion Academy Gold 
Medal Award. 


Announcement of the 1951 award was 
made at Keepsake’s recent semi-annual 
sales meeting in Syracuse, New York, 
which was high-lighted by the official pres- 
entation of the Gold Medal to Roland B. 
Pond, secretary of the A. H. Pond Com- 
pany (Keepsake). 

A full array of dealer sales aids is be- 
ing made available to enable Keepsake 
jewelers to spotlight their stores as “Head- 
quarters for the Fashion Ring of the Year.” 
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This material, designed to tie-in local 
dealer promotion with Keepsake’s national 
campaign, includes window displays, coun- 
ter cards, radio and TV _ spots, movie 
trailers, and outdoor posters. There is 
also a new, all-inclusive newspaper mat 
service that in the past has proven a most 
productive sales tool. 

The A. H. Pond Company and the Flack 
Advertising Agency (Syracuse, N. Y.), 
which handles the entire advertising-mer- 
chandising program, see the 1951 Fashion 
Academy Award attracting even greater 
sales and traffic for Keepsake jewelers in 
what already shapes up as a very prom- 
ising year for diamond ring business. 





Paper Boxes 
Vie for Honors 


The National Paper Box Manufacturers 
Association is sponsoring a Set-Up Paper 
Box Competition concurrent with their 
33rd annual convention in Atlantic City 
June 3-6. 

The purpose of the competition is to 
improve the quality and sales appeal of 
set-up paper boxes. 

The Set-Up Paper Box Competition Com- 
mittee, headed by Douglas T. Neale of 
Edwin J. Schoettle Co., Phila., includes 
C. C. Vatter of Bradley and Gilbert Co., 
Louisville; Raymond H. Dowd of Dennison 
Manufacturing Co., Marlboro, Mass.; Wil- 
liam C. Milson of F. N. Burt Co., Buffalo; 
and Gustave L. Nordstrom, executive secre- 


tary of NPBMA. 


New Arvin Distributor 


Bauchman-LaPrelle, Inc., 2026 Richard- 
son St., Dallas, Tex., has been appointed 
an exclusive distributor for Arvin tele- 
vision receivers and radio sets, according 
to an announcement by Raymond P. 
Spellman, director of sales for that divi- 
sion of Arvin Industries, Inc. 








Milglo Idents Packaged In 
Two-Color Display 


A counter display equally suited for 
hanging on the wall or placing in a 
counter case has been designed and de- 
veloped for Milglo dealers and distributors. 
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The display, of rich velvet, comes in two- 
color combinations, and is given away with 
the Milgo Deal 872. This includes six ster- 
ling silver identification bracelets and is eco- 
nomically priced to retail at $25.00. Sell- 
ing prices of the six indents is $66.25. 
The Milglo Jewelry Mfg. Co. is at 302 
5th Ave., New York City. 
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Three New Men's Eterna-Matics 
Available to the Trade 


Three new-style men’s steel Eterna- 
Matics, with special dials and attractive, 
faceted, triangular “Dauphin” hands, de- 
signed to retail at $95.00 (FTI), are now 
available to the trade, it was announced 
by Jacques H. Monod, vice president of 
the Eterna Watch Company of America, 
Inc., 580 Fifth Avenue. 

These new models have 18K applied 
gold Arabic numerals and markers which 
add high fashion and a definite luxury 
appearance to the watches. All have direct 
sweep second hands. Except for the dials 
and “Dauphin” hands, these models are 
counterparts of the three round men’s 
watches introduced by Eterna last Fall. 

Monod, who just returned from a 
month’s tour in the South, reported a con- 
tinuing demand on the part of retailers for 
both ladies’ and men’s Eterna-Matics. He 
said Eterna sales have greatly increased in 
the past two months. 

He believes this upward sales trend to 
be a reflection, in part, of the overwhelm- 
ing and ever-increasing consumer prefer- 
ence for the self-winding watch as opposed 
to the old-fashioned stem winds. 


Round-The-World Tests for 
Gubelin Watch Made By Air 
Line Hostesses 





Werner Gubelin, president of Gubelin In- 
ternational Corporation, receives the much 
travelled "Ipsomatic" from United Air Line's 
hostess Ardis Rogers at La Guardia airport 
in New York. In an effort to check the 
accuracy of the 25-jewel timepiece under 
a variety of climatic, altitude, and tem- 
perature conditions, it has been worn by 
airline hostesses around the world, chang- 
ing wearers and being clocked against time 
in the world's major cities. It will con- 
tinue its journey from here and will eventu- 
ally end up at the Gubelin Brothers labora- 
tory at Lucerne. 





Men Demand Diamond Wedding 
Rings Again, Golber Says 


Repetition of a big jewelry trend of the 
last war, men’s diamond wedding rings 
that match the bride’s set, is reported by 
leading ring firms in New York. In the 
last quarter of 1950, according to Arnold 
Golber of Bristol Seamless Rings, more 
such rings were purchased by grooms than 
in the entire preceding year. 

Most men want the palladium or plati- 
num and gold rings in the $25 to $100 
price range, he said. 
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Elgin American ‘Year-Round Compact Stands 





Something new in point of sale is Elgin 
American’s turquoise blue plastic stands 
for its compacts. The stands come with 
five pennants and staffs for the year’s vari- 
ous gift occasions. Both stands and pen- 
nants are available free of charge. 





The pennants are designed in attractive 
colors for occasion promotions such 43 
Birthdays, Graduation, Mother’s Day, Vg. 
entine’s Day and Christmas. Later op, 
Father’s Day and weddings will be added 
to the collection. 





Marshall Offers New 
Jewelry Cleaning Package 


A new ingredient, Anorcene, and an 
entirely new package with all that is 
needed to clean jewelry in the home, are 
outstanding improvements made in Jewel- 
Re-Clean, according to the manufacturer, 
C. & E. Marshall Co. of Chicago. Anorcene, 
the manufacturer claims, is a new in- 
gredient that quickly and safely restores 
original luster to jewelry. Each jar, with 
a bright two-color label, is now being 
boxed in an individual container, also in 
two colors. | 

Other changes in this new improved 
jewelry cleaner include a stainless steel 
jewelry holder and new brush with welded 
bristles. An added feature is an envelope 
containing 100 lintless diamond tissues for 
drying jewelry. 

For dealers, an eye-catching counter dis- 
play with each order heads up the firms 
stepped-up jewelers’ aid program. Cir- 
culars imprinted with the jeweler’s name 
are also available free of charge. Each 
box contains a card reminding customers 
to have their watches inspected and re- 
paired in order to help jewelers build store 
traffic and good will and to help make the 
public jewelry store conscious. Those in- 
terested in this product should write the 
firm at Box 7737, Chicago 80 or any dis- 
tributor of Marshall Products. 





Remington Rand Publishes Facts 
On Its Latest Computers 


“Facts About Office Figures” and “New 
Tempo In Figure Production With The 
Printing Calculator” are the titles of two 
new bulletins recently issued by Reming- 
ton Rand, Inc. Both illustrated bulletins 
describe Remington Rand Printing Calcu- 
lators that multiply directly, divide auto- 
matically, add and subtract, and print the 
proof on the tape. 
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Bruner-Ritter Introduces Bretto, 
identification Expansion Bands 


Bruner-Ritter, Inc., announced the intr. 
duction of Bretton Identification Expa 
sion Bands, with special  mirror-fnis; 
identification plaques. 





Bretton man’s expansion identification 
band is available either with 1/20-1X 
gold-filled top and stainless steel back, « 
all stainless steel, with sterling silver ider 
tification plaque. The gold-filled bracel 
retails for $12.95 (federal tax included). 
In pink, natural and white. Stainless ste 
version, with sterling plaque retails ff 
$10.95 (federal tax included). 


Smartly sophisticated lady’s expansiil : 


identification bracelet has 1/20-12K gol 
filled top and stainless steel back. 1 
natural or white. Retail price is $104 
(including federal tax). 





Goldberger Retained by 
Cramer-Tobias-Meyer 


Cramer-Tobias-Meyer, creators of adi § 
tising mat services and direct mail malt ® 
rial for retail jewelers, announced tl ® 
Maurice M. Goldberger of Grammercy At 


vertising Co., Inc., of New York, has beé 
retained as advertising counsel to plan at 
direct their promotional jewelry sem 
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New Ring Case By Dennison 


It’s easy to display rings at the eye- 
appeal, buy-appeal angle with this new 
single or double ring case recently intro- 
duced by the Dennison Manufacturing 
Company of Framingham, Massachusetts. 

Ring case number 7750TX comes with a 
| wire stand that tilts the case for dis- 
nd swings flat under case 
If not needed, wire stand 


nove 
play purposes—a 


ps out and can be discarded. 
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This unique twin heart case is molded 
of gleaming Pearl Plastic in white, blue, 
pink or green. 7750TX offers rayon satin 
cover cushions and velvet ring pads. Its 
design combines an attractive take-home 
package with an outstanding salesmaking 
display feature. 


Stern Offers Display Card 
For Glamor Jewel Earrings 


Louis Stern Co., jewelry manufacturers 
of Providence, R. I., is now distributing an 
attractive display card, designed to help 
jewelers sell Glamour Jewel earrings. 
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Standing 12 in, high, the display is 
lastefully printed in three colors and will 
old 12 pairs of earrings, which are shown 
against a plush background. The display 
is furnished complete with an assortment 
of earrings. Retailers who are interested 
can secure complete information from any 
Stern wholesaler. 
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Eversharp Starts Ad Campaign 
In Spring Consumer Market 


A feature advertising campaign, point- 
ing up the four advantages of Eversharp 
writing instruments, started in March in 
magazines, newspapers, and on TV, the 
company announced recently. It is esti- 
mated that the advertising, being placed 
through Biow Co., Inc., will reach more 
than 75,000,000 persons. . 

Magazine ads in color will be concen- 
trated in the Saturday Evening Post, Life, 
Colliers, and Look. Newspaper ads are 
scheduled for 115 newspapers in 100 cities. 
During May and June, the Eversharp pen 
story will also be carried to an estimated 
6,500,000 TV sets in major city receiving 
areas. 


Jewelers Like Elgin's New Sales 
Training Course for Retailers 





Neal Schenet, Elgin's director of sales 
training, receives first batch of letters from 
jewelers in which the watch company's new 
sales training program is praised highly. 
Some of the material used in the training 
course and furnished to jewelers free of 
charge is seen on the desk. Nancy Hoff- 
man is the secretary. 





Saint Paul Companies 
Hold Open House 


More than 4,000 people were guests of 
the Saint Paul Companies at an open 
house hold recently at their home offices 
in St. Paul, Minn. The occasion was the 
completion of a new five-story addition 
and the over-all renovation and decoration 
of the old building. 

On Wednesday, February 14th, about 
2,000 employees and their families viewed 
at first hand the complex operation of a 
modern insurance company. On the 15th, 
approximately the same number of stock- 
holders, directors, and friends visited the 
home offices. Everyone toured the entire 
building, visiting all the various depart- 
ments which had set up exhibits explain- 
ing their vast operation and organization. 
Prizes were offered to the departments 
for the most interesting and informative 
exhibits. First place was won by the 
Marine Department, second place by the 
Automobile Department, and third place 
by the Service Supply Department. 





New Swank Tie Clips Revealed 
In Mother-of-Pearl Designs 





Pearly weapons for winning manly 
hearts is the way Swank describes its 
newly fashioned Pin-Klip tie clips. The 
clips, designed in dagger, sabre, and 
scimitar styles, keep the tie centered, give 
the illusion of piercing it, but, of course, 
do not. For the first time, the blades are 
crafted in lustrous mother-of-pearl to give 
a rare achievement in natural pearl beauty. 


-__——_ —-—-— a 


Santa Anita Dinnerware Line 
To Tie In with New Film 


Santa Anita Potteries, a division of the 
National Silver Cc., and Twentieth Cen- 
tury Fox Films Corp., have completed 
plans for a joint promotional and merchan- 
dising tie-up between the film company’s 
new film “Bird of Paradise” and Santa 
Anita’s newest dinnerware pattern of the 
same name in the colorful “Flowers of 
Hawaii’ line. 





The movie, starring Debra Paget and 
Louis Jordan, was filmed in the Hawaiian 
Islands and affords a natural tie-in with 
the dinnerware which is an authentic 
reproduction of the Hawaiian flower re- 
produced in natural color. 

17,000 theaters and most of the many 
Santa Anita dealers are expected to take 
part in the promotion which will utilize 
newspapers, radio, magazines, store and 
theater lobby displays. A complete promo- 
tional package will be made available to 
dealers, including counter cards in full 
color, newspaper layouts featuring star 
Debra Paget with dinnerware, ad mats, 
and window display blowups. 
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News of Personnel 








R. C. MALONE 
(Libbey Glass) 


G. A. CURRIE 
(Libbey Glass) 


To intensify its sales efforts further as 
a result of broadening market conditions, 
Libbey Glass, Division of Owens-Illinois 
Glass Co., is establishing branch sales 
offices at Denver, Colo., and New Orleans, 
La., according to W. M. Beckler, general 
sales manager. 


G. A. Currie, Philadelphia branch sales- 











E. J. LANSHE 
(Libbey Glass) 


J. A. BAUGH 
(Libbey Glass) 


man, has been placed in charge of the new 
Denver branch, and R. C. Malone will 
move from Libbey’s Buffalo sales office to 
handle the New Orleans branch sales 
responsibilities. 

E. J. Lanshe will succeed Malone at the 
Buffalo office and J. A. Baugh has been 


named Currie’s replacement at Phila. 








James Schulz, distributor of Schulz 
watches, 304 E. 45th St., New-York City, 
announced the appointment of John Paul 
of Dallas, Texas, as sales representative in 
the Southwest. 


JAMES A. JONES 
(Sheaffer Pen Co.) 


James A. Jones has been named mana- 
ger of a newly created sales promotion and 
market research department of the W. A. 
Sheaffer Pen Co. at Fort Madison, Iowa, it 
= announced by Craig R. Sheaffer, presi- 

ent. 


Promotion of five salesmen to the status 
of District Manager was announced by M. 
J. Dunn, Field Sales Manager, Clock Di- 


vision, of Telechron, Inc., Ashland, Mass. 


G. H. Neilson, T. M. Sparks, Jr., and E. 
J. Keefe, who have served in sales capaci- 
ties in Syracuse, Pittsburgh and Kansas 
City, respectively, have become District 
Managers in those areas. A new district 
office has been opened in Syracuse at 
Room 317 State Tower Bldg. 


C. J. Fabso, formerly a salesman in the 
New York office, has been appointed Dis- 
trict Manager in charge of the newly 
opened Cincinnati Telechron Clock Sales 
office at 416 Schmidt Bldg., 431 Main 
Street. 


H. J. Murphy, Jr., formerly salesman in 
the Minneapolis area, has been appointed 
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District Manager at St. Louis. 

H. D. Stanton, formerly District Man- 
ager at Cleveland, is now District Manager 
in the newly opened Detroit office at 
Room 500, 600 Woodward Ave. 

J. F. Tigue, formerly in St. Louis, has 
been transferred to the Chicago office. 

M. K. Simpson, formerly salesman in the 
Chicago territory, has been transferred to 
Philadelphia. 

J. T. Casey, Jr., has joined the Tele- 
chron Inc. Clock Division in Los Angeles. 

James Schulz, distributor of Schulz 
Watches, 304 East 45th St., New York 
City, announced the appointment of John 
Paul of Dallas, Texas, as sales represen- 
tative in the Southwest. 


HERMAN EPSTEIN 
(Meyer Koulish Co.) 


Meyer-Koulish Co., Inc., 228 E. 45th St., 
New York City, announced that Herman 
Epstein will represent them in the Mid- 
west. 





Elgin Appoints Young & Rubicam 


Elgin National Watch Company has ap- 
pointed Young & Rubicam, Inc., Chicago, 
to handle all advertising on Elgin watches 
and the products of Elgin’s newly acquired 
subsidiary the Wadsworth Watch Case Co. 
of Dayton, Ohio. 








Hamilton New 
York 
Representa- 


tive Named 


D. F. CHAPMAN 
N. Y. Sales 
Representative 





Dave F. Chapman was appointed N 
York sales manager, March Ist, to a 
the Hamilton sales staff now selling ‘i 
rect to Hamilton jewelers in the "Nex 
York City area. The announcement made 
by Lowell F. Halligan, vice-president and 
sales manager, also stated that John Hall 
will continue as district sales manager jn 
the New York and New England sales 
territory. 


Challacombe 
Named 
At Elgin 


DR. CARL N. 
CHALLACOMBE 


Chief Product Engineer 





Appointment of Dr. Carl N. Challa- 
combe as chief product engineer for Elgin 
National Watch Company was announced 
recently by William M. Brandes, vice-presi- 
dent in charge of manufacturing. 

Challacombe joined Elgin in 1942 as a 
research engineer and was cited by the 
government during World War II, when 
the company was converted 100 per cent 
to military production, for developing a 
new system of predicting the performance 
of mechanical time fuses used in naval 
anti-aircraft guns. 


—_—— -——— 


Zone Sales 
Manager 
at Hamilton 


W. E. PIERPONT 
Zone Sales Manager 
Hamilton Watch Co. 





On March lst, W. E. Pierpont, veteran 
Hamilton sales representative, was named 
Zone Sales Manager in the territory com 
prising New York and New England, ac 
cording to an announcement made by 
Lowell F. Halligan, vice-president and 
sales manager. 
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Over 6000 Buyers Attend 
Dallas Gift and Jewelry Show 


Attendance at the 21st Allied Gift and 
Jewelry Show in the Hotel Adolphus, 
Dallas, February 18-23, exceeded the target 
total of 6,000 buyers by a considerable 
margin. 7 

It would appear from the merchandising 
pattern at this show that the spasmodic 
scare-buying provoked by recent restric- 
tions seemed to be simmering down. AIl- 
though the volume of business done at the 
show was in excess of normal spring mar- 
kets, it was fairly evenly spread among 
different commodities. 

Dinnerwares were in steady demand. 
Haviland’s new platinum-banded American 
china service plates scored an emphatic 
hit, as did their latest patterns, “Orange 
Blossom,” “Wethersfield,” “Cherryville,” 
“Fuschia,” “Glenbrook,” and “Beekman.” 

There was an exceptionally strong de- 
mand for diamonds and colored stones. 
Karat gold jewelry was plentiful and per- 
mitted selective buying. 





Sara Freeland (Sanger Brothers’ jewelry 

buyer) inspects Trifari's spring collection, 

shown by Joe Stadtman (right) at the 

Allied Gift and Jewelry Show in Dallas. 

Herb Venzer (Paul Flato representative) 
lends a helping hand. 


Fashionwise, in the Dallas market, color 
scored an emphatic victory with most 
buyers over the perennially popular white 
stones. Mauve seemed to be the preferred 
shade, paced by topaz and a moonstone 
revival, 

Floral designs, predominating in most 
of the collections, received ready approval. 
Tailored gold was a runaway favorite with 
buyers fearful of substitute alloys which 
will of necessity make their appearance in 
the near future. 

With inventories generally up to par, 
watch sales are consistently strong, but 
without stampede tendencies. <A sign of 
the times, however, were six to eight 
months deliveries in place of the normal 
six to eight weeks. 

Exceptional activity at the Allied Gift 
and Jewelry Show was stimulated by the 
local press, radio, television and newsreels 
which made much of the exhibits at the 
Adolphus and stressed the variety, quality 
and value to retailers of the Allied event. 

A party for buyers, held at the Roof 
Garden of the hotel on Monday, February 
19th, was attended by more than 900. The 


following night, 500 exhibitors and buyers . 


— the Century Room to capacity 
or the semi-annual Allied dinner-dance. 
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"Sterling Salesmanship" Now 
Covering 21 Western Cities 


“Sterling Salesmanship,” the sales train- 
ing program sponsored by the Sterling 
Silversmiths Guild of America, has begun 
its circuit tour through 21 of the larger 
cities in the middle and far west. The 
SSGA concluded its schedule tour of con- 
ference presentations in Eastern cities in 
mid-February. Participation of dealers in 
the mid and far west is expected to be 
even greater than during the program’s 
tour through Eastern cities, according to 
advance indications. 

The training program consists of three 
half-day conference presentations, motion 
pictures, sample recordings of _ tran- 
scribed sales conversations, as well as a 
series of nine instructional booklets and 
other supplementary training aids. John 
Heaslip, Guild Conference Leader, 
is presenting all three half-day conferences 
on one single visit to each city in his 
Western itinerary. Conferences are re- 
peated several times in each city to allow 
store managers to send their sales people 
to the meetings in small groups. 

Exceptions to this plan are the cities 
of Cincinnati, St. Louis, Memphis, and 
Birmingham. Beginning conferences in 
these cities have already been given. Con- 
cluding conferences will be held as in- 
dicated on the schedule below. 

The schedule of “Sterling Salesmanship” 
Conference presentations in western cities 
is as follows: Los Angeles (Biltmore), 
March 26, 27, 28, 29, 30, April 2: San Fran- 
cisco (Mark Hopkins), April 4, 5, 6, 9, 10, 
11: Portland, April 13, 16, 17; Seattle 
(Olympic Hotel) April 18, 19, 20; Denver 








Various methods of enlarging the sale and 
encouraging repeat business are analyzed 
by John Heaslip, conference leader for the 
sales development program sponsored by 
the Sterling Silversmiths Guild of America. 


(Cosmopolitan Hotel), April 23, 24, 25; 
Kansas City (Phillips Hotel), April 27, 30, 
May 1; Omaha (Fontanelle), May 2, 3, 
4; Minneapolis, May 7, 8, 9, 10, 11; Mil- 
waukee, May 14, 15, 16, 17, 18; Chicago, 
May 21, 22, 23, 24, 25, 28; Detroit, May 
29, 31, June 1; Indianapolis (Severin Ho- 
tel), June 4, 5, 6. The concluding con- 
ference in Cincinnati will be held on 
June 7, in St. Louis on June 8, in Memphis 
on June 11 and in Birmingham on June 12. 
Conference is repeated morning and after- 
noon in each of above four cities. 





Rogers Sponsor TV Show 


The Rogers Jewelry stores of Cleveland, 
Ohio, recently signed a 52-week contract 
with WTAM-WNBK for the midnight news 
“simulcast.” Cleveland’s first regularly 
sponsored five-a-week program to appear 
simultaneously on radio and television. 








Obituaries 


JosepH A. CLteEmMmons, 72, West Coast 
representative of the Jewelers Board of 
Trade, was stricken with a fatal heart 
attack while attending the February meet- 
ing of the 24 Karat Club of Southern 
California. A native of Fort Smith, Ark.., 
Mr. Clemmons had lived in California for 
four decades and in Los Angeles for nearly 
25 years. He is survived by his widow, a 
son and a sister. 
~Max Epstein, 52, vice president of the 
Monarch Watch Co., Inc., 1 West 47th St., 
New York, died February 5th. Mr. Epstein 
was long active in various philanthropic 
causes, particularly the Heart Fund drive. 
In addition to his widow, he is survived by 
his sister, Ida, and three brothers, Morris, 
William and Sam. 

Raymonp S. Horton, 66, for 42 years 
an engraver for E. J. Scheer, Inc., jewelers 
of Rochester, N. Y., died February 25th. 
A native of Pawtucket, R. I., Mr. Horton 
joined the jewelry firm in 1908 and is 
described by associates there as an out- 
standing craftsman. In addition to his 
widow, he is survived by a son, a daughter, 
a sister and two grandchildren. 

Leo W. Kaye, 68, one of the Pacific 
Coast’s pioneer diamond importers, died 
in San Francisco on February 7th follow- 
ing a brief illness. Mr. Kaye and Maurice 





Knox founded the diamond importing firm 
of Knopfmacher & Kaiser in the Bay City 
in 1910. Later the firm’s name was changed 
to Knox & Kaye. In 1941, the company 
ceased operation and the business at 704 
Market St. was turned over to C. A. Mce- 
Coy, who had been with Knox & Kaye for 
several years as a salesman. Surviving Mr. 
Kaye are his widow and two sons. 

Harry Kouwane, 56, of Cincinnati, di- 
visional sales representative for the Benrus 
Watch Co., died January 16th in his room 
in the Neil House, Columbus, Ohio, ap- 
parently from a heart attack. He had 
been talking on the telephone with a 
friend when he suddenly became silent. 
The friend notified hotel officials who in- 
vestigated to find Mr. Kohane dead. Sur- 
vivors include his widow, mother, two 
sisters and one brother. 

Joun M. Stinson, 80, jeweler of Cam- 
den, Ark., died February 7th of a heart 
attack. Born in Camden in 1869, Mr. Stin- 
son had been in the jewelry business for 
more than 50 years. In recent years he 
had been in the jewelry business with his 
son in the firm known as Stinson & Son. 
Survivors include his widow, three daugh- 
ters, and two sons. 

Rocer H. Terry, Sr., 52, manager of the 
Bisanar Co., jewelers of Hickory, N. C., 
died on January Ist. Surviving are his 
widow, a son, a sister, two brothers and a 
granddaughter. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 


“Help Wanted’—*“Lines Wanted” and “Side 
Lines”——regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words: additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 


Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of re endations. 





Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 
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Situations Wanted 





DIAMOND expert, including cutting; rep- 
utable gentleman; salary $5,000 to 
$25,000. Address “‘C., 1217,”" care J C-K. 





FIRST class jewelry jobber, stone setter 
and engraver, with long experience; 
best references. Address ‘“W., 1368,” 
care J C-K. 





WATCHMAKER;; thoroughly experienced, 
seeks steady position with retail jewelry 
store: age 56; married. Address “E., 
1429,” care J C-K. 





JEWELER and diamond setter, 25 years’ 
experience, store or trade shop; $2.50 
per hour; Florida preferred. Address 
“D., 1339,” care J C-K. 





MANAGER-salesman; thoroughly experi- 
enced in retail jewelry operations: ex- 
cellent references. Address “K., 1380,” 
care J C-K. 





WATCHMAKER, estimator, salesman; 17 
years’ experience; age 38; wishes posi- 
tion on Long Island: prefer Suffolk 
County. Address “J., 1379,” care J C-K. 





TOP grade watchmaker; 10 years’ experi- 
ence qualified to do all types of work; 
owns full set of tools, including Watch- 
master. Address “‘A., 1388,’ care J C-K. 





BOOKKEEPER; female; full charge; 
many years’ jewelry experience; excel- 
lent background; New York vicinity. 
Address “X., 1270,” care J C-K. 





TOP grade watchmaker for all types of 
work; experienced all kinds of chrono- 
graphs and timers; available April 1. 
Address “‘T., 4904,” care J C-K. 





WATCHMAKER; A-l, seeks position; 25 
years’ European experience in fine watch 
repairing: chronographs and all com- 
plicated timekKeepers. Address “B., 1398,” 
care J C-K. 





MANAGER-salesman; 15 years’ experi- 
ence; draft exempt; take full charge; 
experienced, high class, credit and chain 
—— Address “S., 1406,” care 





YOUNG woman; experience with ring 
manufacturers; full charge of orders, 
sample lines and general detail work; 





references. Address “J., 1407,” care 
J C-K 

WATCHMAKER; experienced; age 37; 
married; sober, steady; prefer central 


States; reference; will answer all cor- 
respondence. E. L. Kepheart, Rt 3, 
Carmi, Ill. . 





WATCHMAKER-factory and retail ex- 
perience; sober, married; plain en- 
eraver; go anywhere; available, salary 
or commission; draft exempt. Address 
‘“‘A., 1334,” care J C-K. 





SALESMAN -manager, age 45; experi- 
enced in retail credit store operation; 
familiar with all phases of collections; 
a3 references. Address “‘V., 1367,” care 
J C-K. 





JEWELER, 10 years’ experience on plat- 
inum, gold; can do light special orders 
and repairing; no setting; wishes posi- 
tion; moderate salary. Address “B., 
1389,” care J C-K. 








ARTIST-designer; good style trend, ex- 
perienced all types jewelry, fine cos- 
tume; working knowledge wax models; 
cooperate and enlarge your ideas. Ad- 
dress “K., 1438,” care J C-K. 





WATCHMAKER, with 40 years’ experi- 
ence desires position preferably around 
New York City, or New Jersey; able to 
take charge of department; A-1 refer- 
ence. Address “‘D., 1313,’’ care J C-K. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 


closely, is seeking position with estab- 
lished concern. Address ‘“‘C., 1035,”’ care 
J C-K. 





DESIGNER; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art School, 217-01 Corbett Rd., Bay- 
side, L. I. 








WATCHMAKER, engraver, jewelry re- 
pairman, experienced, wants permanent 
position, in private owned store in 
Pennsylvania town; population about 
20,000. Address “R., 1205,’’ care J C-K. 





SUCCESSFUL salesman ; managerial abil- 
ity; age 45; available progressive time 
payment store; outstanding diamond 
merchandiser; promotion minded; loca- 
tion secondary; reference. Address “A., 
1460,’’ care J C-K. 





YOUNG lady, desires secretarial position 
in first class jewelry store; college 
graduate; experienced, hearing aids, 
photo supplies, optical receptionist; best 





references. Address “N., 1360,” care 
J C-K. 

WATCHMAKER, clock and jewelry re- 
pairman, salesman; 22 years’ experi- 


ence; repair all makes of chronographs  ; 
B.T.S. graduate; sober; permanent po- 
sition only reply. Address “K., 1357,” 
care J C-K. 





WATCHMAKER;; single; 34 years of age; 
a University graduate; 14 years’ ex- 
perience at the bench, and thoroughly 
familiarized in all phases of the jewelry 
business, desires a change; will go any- 
where. Address “S., 1364,’ care J C-K. 





WATCHMAKER-engraver: light jewelry 
repair, ring sizing; four years’ experi- 
ence; married; 33 years old; would like 
permanent position in Ohio, Michigan, 
New York or Pennsylvania. Address “B., 
1371,” care J C-K. 





SALESMAN ; 18 years’ experience, whole- 
sale and retail; full knowledge of jow- 
elry, diamonds, pearls, precious stones ; 
accustomed to responsible position, in- 
side or outside; married; Metropolitan 
area. Address “B., 1404,’”’ care J C-K. 


BOOKKEEPER ; 
ledger, trial balance; experienced 
monds, precious stones, manufacturine. 
extremely capable, efficient, trustworthy 
personable; prefer small office: yo.’ 
hattan. Address “S., 1053,” care'y CK 





full charge, 


&enera) 





a 


THIRTY-FIVE years diversifieq experi. 


ence on watches and French and p 
glish clocks; can take charge of repair 
department; excellent references: ‘4 
sires connection with reputable Gene: 
New York City or vicinity. Addrec 
“G., 1462,” care J C-K. ” 





————___ 


MANAGER; 25 years’ experience in cap 


and credit jewelry, having owned anq 
operated own store, know all phages of 
credit jewelry business, buying, mer. 





chandising, advertising and Window 
trimming. Address “P., 3,” Care 
J C-K. 

Ee. 


WATCHMAKER ; experienced ; 33; capa. 


ble taking charge of watch department: 
experienced in purchasing cases, dials 
bands, straps, etc., desires position with 
reputable watch importer; New York 
preferred. Address “C., 405,” care 
J 











YOUNG man, selling experience, know). 
edge of watch repairing, jewelry re. 
pairing and manufacturing; student 
gem testing, identification; desires ip. 
terview for selling to retailers; willing 
“7 travel. Address “N., 1441,” care 





WATCHMAKER;; first class, with many 
years’ experience; fast and accurate ip 
all kinds of work; possess own tools in- 
cluding Watchmaster ; capable in taking 
charge of a repair department; desires 
position with a progressive organization. 
Address “G., 1253,’’ care J C-K 








YOUNG man, experienced jewelry sales. 
man, expert gem testing, identification, 
excellent gemological training, seeking 
position, Metropolitan New York, gem 
dealers, retail, wholesale jewelers, ap. 
— Address “E., 1351,” care 
J C-K. 








MANAGER, 13 years’ experience in credit 
chain and independently owned jewelry 
stores; good salesman, window trimmer 
and buyer; am supervising eight people; 
33 years old; married; have two chil- 
dren; desires to locate in Florida. Ad- 
dress “H., 1323,’ care J. C-K. 





DIAMOND man, highly experienced 
in buying, assorting, merchandising 
and selling; capable executive, ac 
customed to responsibilities, seeks 
connection with reliable firm; ex 
cellent references. Address “D,, 


1428,” care J C-K. 








MILLION dollar manager of famous re- 
tail jewelry store; 25-year record of 
increasing sales and net profit by modern 
merchandising methods; registered ie¥; 

cer 


eler American Gem Society, 
gemologist Gemological Institute of 
America: college graduate; $10,000 


year. Address “H., 1463,” care J C-K. 








BOOKKEEPER;; full charge; secretary, 
stenographer; diamond and _ jewelry 
background; unusual executive ability; 
accustomed responsibility; thoroughly 
experienced credits, collections, taxés, 
all office routine; personable; excellent 
~~ Address “A., 1403,” care 


———— ea 





COMPETENT watchmaker ; 16 years’ eX 
perience; now self employed; family 
man, 35 years old; desires permanent 
congenial position in old, establish 
store; southeastern Pennsylvania pre 
ferred; skillful mechanic with store, 
factory, school experience. Address “V» 
1332,” care J C-K. 








aa 
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SITUATIONS WANTED—Continued 





=_-_ 

anager-salesman; top man in 
‘eld presently employed by one of the 
South’s largest borax operators; thor- 
ugh knowledge of every phase of the 
oNsiness ; Must be able to earn at least 
$10 900 annually ; interested in proposi- 
tion whereby can build equity in firm. 
Address “B., 1336,” care J C-K. 


 aslithianennccoeman 
man, 33 years of age, married, 
itn 13 years with leading manu- 
facturer, one year with leading retailer, 
pest of references ; thoroughly experi- 
enced all phases of office routine and 
management, desires to make change ; 
would relocate. Address “A., 1454,” care 


J C-K. 
———————— 


IFIED master watchmaker; four 
ae apprenticeship under_ factory 
watchmaker, plus Bowman _ Technical 
School training; fair knowledge of dia- 
monds; head watchmaker present em- 
ployer for 10 years; age 43; married ; 
two children; must be in town with 
good High School. Address “R., 1365,” 
care J C- 














POLISHED, diamond jewelry retail sales- 
man; at the present employed at a sal- 
ary of $100 per week, wish to connect 
with a high class jeweler where the 
services of a producer and a capable 
diamond man are required; opportu- 
nity for advancement and future; speak 
several languages; free to travel. Ad- 
dress “W., 1423,” care J C-K. 








ATTENTION; I am looking for a good 
employer who pays well and expects 
good returns; better than average 
watchmaker with chronograph experi- 
ence; have knowledge of most phases 
of business ; conscientious, sincere; very 
adaptable and lots of personality; New 
York City or Metropolitan area. Ad- 
dress “A., 1425,” care J C-K. 





RETAIL JEWELRY salesmen, whether 
watchmakers or full time salesmen, are 
in greater demand if they have studied 
diamonds, other gems, jewelry and 
silverware with the Gemological Insti- 
tute of America and received one of its 
diplomas. 5 E. 47th St., New York 17, 
N. Y., or 541 S. Alexandria Ave., Los 
Angeles, Calif. 





DIAMOND setter-jewelry repairman: A-1 
all around mechanic; experienced all 
types setting, including special order 
and jewelry repairs, both for trade and 
retail; personable; reliable family man; 
ability to estimate work and assume re- 
sponsibility for repair department; 
presently employed New York City, but 
willing to relocate for right position. 
Address “P., 1384,” care J C-K. 


a 





MANAGER-salesman ; now employed: for 
past 30 years manager of midtown, 
New York City jeweler; desires to make 
a change; complete knowledge of all 
angles of estimating repairs of watches, 
jewelry, silverware ; jewelry appraising ; 
window trimming, etc.; long experience 
in buying diamonds, silverware, and 
antique jewelry. Address “F., 1119,” 
care J C-K. 








—————_————., 


PRODUCTIVITY : this smartly wrapped, 
powerfully packed package of proven 
dynamic leadership, with 15 years’ un- 
rivaled East Coast chain and major 

department store executive merchandis- 

ing experience ; available anywhere: im- 

mediate delivery, to the ambitious or- 

ganization that really warrants, de- 
mands, distinguished abilities, top per- 
wwrmance ; presently California. Address 

C., 1374,” care J C-K. 


tdiicetitesncteniensiemeses 


GRADUATE of Gemological Institute of 
merica, desires permanent position 
with reputable retail firm where ability 
and conscientious application are ap- 
preciated ; thoroughly capable and ex- 
perienced in store management, retail 
flentie and selling, and gemstone identi- 
“ on and appraisal; young, married, 
mbitious and willing worker; prefer 
rnin England area; will consider ad- 
| rok States. Address “V., 1422,” care 


7 nn nOOUDUDrniernninieasicessitineiestiieeeeee 








YOUNG executive, wishes to make change 
to aggressive reputable credit jewelry 
company; presently employed as buyer 
diamonds, watches, jewelry, silver, etc., 
merchandiser, advertising and _ sales 
promoter, for large jewelry chain doing 
over two and one-half million dollars 
annually ; excellent jewelry background 
and widely known in the trade; min- 
imum starting salary, $10,000, plus 
bonus and commission. Address “C., 
1399,” care J C-K. 





MANAGER; excellent salesman; 38 years 
old; married; personable; 18 years’ 
diversified experience in jewelry field; 
thorough knowledge promotions, ad- 
vertising, buying, window-store trims, 
credits and collections, etc., with out- 
standing New York and New Jersey 
retail credit chains; now residing New 
York City; will relocate for a proposi- 
tion with good future; excellent back- 
ground; finest references. Address “G., 
1377,” care J C-K. 





WATCHMAKER;; 20 years’ experience; I 
repair watches of all types, including 
chronographs, repeaters, and timers; I 
can size rings, do light jewelry repair, 
electric soldering, trim windows, buy 
and sell, or anything else that is to be 
done around a jewelry store; for the 
last eight years I have been employed 
as watchmaker and manager of repair 
department in one of the best stores 
in the country; have had experience as 
store, and department manager, but 
specialize in fine watch repairing; can 
be available soon; sober, dependable; 
best of references. Address “R., 1386,” 
care J C-K. 





OPPORTUNITY;; well established, fine 
quality jewelry store, in the South, 
can obtain the services of a fine 
quality repair supervisor, of proven 
ability; thoroughly schooled in the 
finest kind of watchmaking, jewelry 
repairing and diamond setting; over 
25 years’ experience on the finest 
makes of watches, chronographs 
and repeaters; excellent knowledge 
of material sources and systems; 
capable of and equipped to repro- 
duce unobtainable parts. Address 


“7... 1292,” care J C-K. 





SALESMAN-manager: 30 years’ experi- 
ence with exclusive jewelry stores: an 
experienced executive in this type store: 
very capable with the highest clientele; 
a man of high calibre and congenial: 
have a pleasing personality; neat in 
appearance and habits: business trained 
and experienced in: administration for 
jewelry stores, gemology: custom made 
jewelry: operating a silver department: 
specializing in diamond jewelry and 
watches; gem laboratory: preparing for 
final degree of certified gemologist: 
have a large library for advertising 
and merchandising departments; store 
designing experience: prospective firm 
must be at $200,000 or above annually ; 
no regular credit store considered: a 
weekly salary at the rate of $7,800 a 
year; am married and have a family; 
in good health: permanently draft ex- 
empted, an important asset now; 
available at once: this advertisement 
will run indefinitely until proper firm 
is accepted permanently. Address “G., 
1071,” care J C-K. 





Lines Wanted 





LINES to wholesalers and jobbers; Pitts- 
burgh to Coast: North to South. Ad- 
dress Circular 214, Room 1415, Hey- 
worth Bldg., Chicago 2. 





WANTED: pennyweight wedding ring 
line for the Pacific Coast or Denver 
west; best references, ete. Address “R., 
1330,” care J C-K. 








PACIFIC Coast salesman requires fine 
Swiss watch line; must have unusually 
styled cases for the better trade. Ad- 
dress “P., 1329,” care J C-K. 





GOLD line of jewelry and novelties re- 
quired by Pacific Coast representative ; 
finest accounts; references. Address “N., 
1328,” care J C-K. 





WEST Coast salesman desires cultured 
pearl line: excellent volume assured; 
for particulars and references please 
write. Address “K., 1327,’ care J C-K. 





PACIFIC Coast salesman, with finest con- 
nections, desires platinum or 14K line 
of jewelry, genuine stones; commission 
basis. Address “F., 1352,” care J C-K. 





SALESMAN, seeks competitive line of 
10 and 14K rings, watches, earrings, 
etc., to wholesaler or retailer; able 
ee Address “T., 1421,” care 





SALESMAN; with extensive following 
among wholesale jewelers and watch 
importers, in the East and Middle West, 
seeks top quality line. Address “Y., 
1424,” care J C-K. 





SALESMAN; 31; aggressive, energetic, 
excellent appearance; wants good line; 
any territory; Brooklyn resident; best 
— Address “C., 1427,” care 

-KN. 





PACIFIC Coast representative; estab- 
lished 20 years; large following among 
jewelry jobbers, material jobbers, watch 
importers: top lines wanted; A-l re- 
sults. Address “E., 1402,” care J C-K. 





SALEABLE, priced right, factory line 
wanted, to sell wholesalers and quantity 
users, Pacific Coast territory. J. 8S. 
on 305 W. 8th St., Los Angeles, 

alif. 





WESTERN representative, over 20 years 
in territory, desires prestige line 
watches, or fine jewelry; highest moral 
and financial reference. Address “G., 
1353,” care J C-K. 





WALLET of attractively priced loose 
goods, wanted by highly reputable man, 
calling on best rated retail jewelers: 
immediate interview. Address “P., 14156,” 
care J C-K. 





SALESMAN, with Chicago office; exten- 
sive Middle West following, wants man- 
ufacturer’s line for jobbers and larger 
outlets. Address Circular 213, Room 
1415, Heyworth Bldg., Chicago 2. 





YOUNG man, personable, aggressive, sin- 
cere; veteran; college; desires sales op- 
portunity, watch or jewelry house; 
experienced ; travel or city; car; refer- 
ences. Address “S., 1420,” care J C-K. 





DENVER west salesman, wants compre- 
hensive cultured pearl line, also loose 
pearls; also interested in gold, cultured 
pearl jewelry: established many years 
on coast. Address “T., 1331,” care J C-K. 





SALES representative, to the jobbers 
in New York City, interested in 
watch band or watch case line with 
firm of outstanding reputation only. 


Address “‘A., 1320,” care J C-K. 








EXPERIENCED salesman, with follow- 
ing, interested in representing reliable 
costume jewelry and expansion watch 
band manufacturer: selling jobbers 
only; Metropolitan, New England area. 
Address “R., 1419,” care J C-K. 





—— — 





EXPERIENCED representative, desires 
strong wedding ring line for the Pacific 
Coast; preferably one with some com- 
petitive items priced by dwt; finest 
references. A. Myers, 9925 Robbins 
Drive, Beverly Hills, Calif. 





(Continued on page 242) 
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PACIFIC Coast salesman, wants manu- 
facturer’s line of wedding rings for 
jobbers and larger users; Pacific Coast 
territory or Denver West; fully quali- 
fied and able to produce results. Ad- 
dress “G., 1319,’ care J C-K. 





GOOD man, prepared to do a volume job; 
seeks immediate, exclusive representa- 
tion, extensive competitively priced 
colored stone, emblem, wedding and dia- 
mond ring line, direct to retailers, in 
any lucrative territory. Address “T., 
1393,” care J C-K. 





MANUFACTURERS’ representative with 
excellent following among wholesalers, 
watch importers and chains, open for 
additional volume line for New York 
City and Eastern territory; enviable 
reputation and background. Address 
“k., 1447,” care J C-K. 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
xt stores. Address “H., 2006,” care 





NO. 1 Midwest topflight salesman; re- 
cently resigned former position ; services 
now available for top lines only, na- 
tionally known by the trade, on com- 
mission basis; salesman whose per- 
formances and earnings for past 20 
years in the industry have been out- 
standing, and far above average; have 
seven years’ experience representing top 
watch line; 12 years’ experience repre- 
senting top silver line; three years’ 
experience representing diamond and 
ring line; in Chicago, Illinois, Ohio, Wis- 
consin, Minnesota, Indiana; exception- 
ally well versified in all phases of 
operation; would consider any territory 
of major importance. Address “V., 
1455,”" care J C-K. 





VERY successful, well established, silver- 
ware salesman, covering key cities in 
the Middle Western territory, from 
Philadelphia to Kansas City, for the 
past 20 years, with an excellent follow- 
ing among the department stores, jewel- 
ry, housewares and gift buyers, is open 
for two “top-notch” lines in sterling 
hollowware, custom jewelry or gift- 
wares; I travel about 40 weeks a year 
and personally exhibit at all major 
shows; I am in a position to finance 
myself at all times; will only consider 
representing reliable manufacturers who 
are in a position to make deliveries; 
will consider any portion or entire Mid- 
dle Western territory; can furnish the 
best of references pertaining to my 
ability, honesty, character and integ- 
rity; personal interview solicited. Ad- 
dress “S., 1187,’”’ care J C-K. 


Side Lines 


SALESMEN; with retail following, to 
carry side line of ladies’ gold dinner 
and fancy rings, diamond set: liberal 
ae Address “D., 1247,” care 











ee 


SALESMEN; for domestic boxed pearl 
line; big money-maker, easily carried 
under arm; high commission basis; 
state territory. Write Dept. K., P. O. 
Box 365, Church St. 8, N. Y. 


LONG established manufacturer wants a 
representative with a following for the 
Midwest, to carry a quality 14Kt mount- 
ing line; drawing allowed to the proper 
man. Address “G., 1350,” care J C-K. 


SALESMAN wanted by manufacturer of 
men’s 14K gold jewelry, sold direct to 
retail jewelers in the New York Metro- 
politan area, as a side line, on commis- 
sion. Address “F., 1432,’ care J C-K. 





SALESMAN; Southeastern States; pre- 
fer resident of Atlanta, with follow- 
ing among retail jewelers; fine line 
of identification bracelets. Address 


“H., 1356,” care J C-K. 


es 








SALESMAN, with retail following, to 
carry side line of fine emblem rings, 
ladies’ and gent's stone rings, diamond 
emblem buttons; will pay 12% commis- 
sion. Address “H., 1436,’ care J C-K. 





THE best identification bracelet line; 
hottest item in jewelry; high com- 
mission rate; reorders yours; refer- 
ences required. Write, H. W. Peters 
Co., Watertown, Mass. 


—EE —E —2 





SALESMAN wanted, to carry small line 
of men’s and ladies’ stone rings, high 
styled and priced low for volume and 
easy selling; Midwest and Southwest 
territory open; will work well with non- 
conflicting line. Meier Bros., 17 William 
St., Newark, N. J. 





SALESMEN, with following jewelers, de- 
partment stores, represent importer of 
cuckoo, novelty, 400 day clocks; excel- 
lent, fast-selling side line; commission 
basis; Middle Southwest and several 
East Coast States; references, details, 
7 Address “L., 1411,’ care 





SILVERWARE novelty manufacturer, 
long established; revising sales set 
up; West Coast and Southwest ter- 
ritories open; wants man traveling 
retail jewelers with one or two non- 
conflicting lines; commission; give 
full particulars. Address “J., 1437,” 
care J C-K. 








SALESMEN; to represent manufacturer 
of gold filled jewelry, sold direct to the 
credit, retail and department stores; car 
essential; 15% commission; New En- 
gland States and part of New York 
State; Chicago and Middle West, also 
Pacific Coast. Address “A., 1305,’ care 
J C-K. 





SALESMEN, three, with established fol- 
lowing among retail and credit stores, 
to handle manufacturer’s line of 14 
gold jewelry of antique reproductions ; 
Southern, Central and West Coast terri- 
tories open; give fullest details, age, 
experience and references; all informa- 
tion confidential. Address “L., 13558,” 
care J C-K. 








REPRESENTATIVES wanted, for hand- 
some new line; sterling auto crest keys 
and key tags; heraldic crests of all 
popular make cars; wonderful promo- 
tional gift item; all territories open; 
commission basis; submit complete de- 
tails and references; wonderful oppor- 
tunity for right men. Kimberly Prod- 
a Co., 43 E. 32nd St., New York 16, 

= - 


IDENTIFICATION bracelets. , 
silver, nickel silver, gold filled 
tionally advertised; to be mr Ap 
PX’s and Naval Ship’s Stores. i‘. 
eral commissions; all territor; 
open; prompt deliveries; ay aan 
lent kindred line; now listeg in 
Naval Price Agreement Bulletin. he 
orders yours; a fast selling line, 
state full particulars. Addres< “Dp! 
1490,” care J C-K, . 


ONSEN SE, 
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Help Wanted 





WANTED, A-1 jeweler, who can repair 
“_— = stones. Address “V., 1461,” care 
J C-K. 





Cres 
DIAMOND setter and all around jewelry 


repair man wanted; some new work 
Address ‘“S., 1392,” care J C-K. 








Et Lc 

WANTED, two A-1 watchmakers; per. 
centage basis only. Address “T., 1469” 
care J C-K. , 








ENGRAVER; first class _letterer op 
jewelry and silverware. Weiss & Hauck 
10 W. 47th St., New York 19, N, yY. 








CHASER and carver, with five or more 
years’ experience; capable of taking 
charge of this department. Address “M, 
1362,” care J C-K. 








ORDER clerk; young lady, for large New 
York jewelry manufacturer; state con- 
plete details and experience. Address 
“TD., 1375,” care J C-K. 





LEADING retail jeweler in large Florida 
city needs expert jewek ’ and diamond 
setter; permanent position for right 
man. Address “A., 1162,” care J C-K. 





LARGE jewelry manufacturer can use 
services of intelligent young man who 
can handle orders and make himself 
generally useful; gvod opportunity. Ad- 
dress “E., 1376,” care J C-K. 





SALESMAN; ecarry line of jewelry, 
mounted and unmounted goods of long 
established house: commission basis; 
territory open. Write, Chase Rand Corp, 
64 W. 48th St., New York 19, N. Y. 





COMPETENT, reliable watchmaker, for 
growing business in small Western New 
York town: percentage basis; unlimited 
field for A-1 quality technician. Address 
“W., 1395,” care J C-K. 








WATCHMAKER; A-1 mechanic, accus- 
tomed to close timing; railroad inspec: 
tion; must be sober, steady worker. 
Riley Jewelry Co., 110 S. Main St, 
Livingston, Mont. 


= ee 





SALESMAN wanted; with a good follow: 
ing among jobbers, to sell gold and 
platinum general line of mountings, for 
established jewelry concern. Address 
“B., 861,’ care J C-K. 


MANAGER, for retail jewelry store, must 
take charge of sales, window displays, 
only experienced person with success 
ful record considered; state in detall 
confidential: Newark. Address ‘“E, 
1410,” care J C-K. 

— 











EXPERIENCED diamond setter, 2 
must be able to do some jewelry 
pair work; permanent position, ¢© 
cellent salary. Hillman’s, 612 ¥* 
bash Ave., Terre Haute, Ind. Att 
G. I. Felstein. 
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ND assorter; young lady experi- 
DIAMOND facets and 


in assorting eight 
— for New York jewelry manu- 
facturer | state full particulars and ex- 


ence; reply will be kept confidential. 


adress “y,, 1369,” care J C- 


a 


HUB cutter, for San Francisco jewelry 
manufacturing company; experi- 
enced in making hubs and dies for 
rings; fine opportunity; state expe- 
rience, age, references, Address “B., 


1308,” care J C-K. 





a ssauspsitmncnnansin 
EXPERIENCED watchmaker wanted; 
good permanent position with high 
grade jewelry store now open; good 


working conditions in nice town_ of 
130,000; must be expert mechanic. Carl 
Rose, 826 Calhoun St., Fort Wayne, Ind. 


— ns 
—— 


—_— 


JEWELRY salesman, with established 
following among jewelers, to Carry gold 
and semi-mounted platinum ring line; 
commission basis only; write full de- 
tails and States you are now covering. 


Ord 


Address “A., 1372,” care J C-K. 





rr 
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SALESMAN, to represent nationally 
known ring house, for diamond and 
colored stone line, to cover New 
England and New York State; have 
established accounts. Reply in con- 


fidence to, “H., 1446,” eare J C-K. 








WANTED; watchmaker capable of doing 
light jewelry work, some engraving; 
good proposition for the right man; full 
information about self in first letter; 
established 1882. Louis Selig, Elizabeth 
City, N. C. 





CAPABLE and experienced manager, 
to accept full responsibility of old 
established store, in vicinity of Phil- 
adelphia; good opportunity; excel- 
lent salary; owner ill. Address “*H., 


1378.” eare J C-K, 








JEWELER; with 10 to 15 years’ experi- 
ence, with ambition for a future and 
capable of operating a shop of a few 
men; married man, with a fine back- 
ground, would be considered; reply in 
detail. Address “V., 1361,” care J C-K. 








SALESMEN wanted; to carry side line, 
wedding rings, mountings, diamond 
jewelry; small compact line, styled 
and priced right; replies confiden- 
tial. Address Circular 215, Room 

1415, Heyworth Bldg., Chicago 2. 


(ee 


EXPERIENCED engraver; prefer one 
who has knowledge of jewelry repair- 
ing; permanent position; give age, ref- 
erences, experience and salary expected ; 
old established store and shop. Victor 
Bogaert Co., Lexington, Ky. 














SALESMEN ; to call upon jewelry trade 
with the latest in hot items; antique 
auto Plaques ; a complete line, all in full 
color, beautifully laminated: top terri- 
tories available: send complete details 
to “J., 1822,” care J C-K. 


eee. 


WOMAN with thorough knowledge of gold 
rings, long established concern ; pleasant 
Surroundings; accustomed to handling 
orders; general detail work; accuracy 
Imperative. K. Polishook & Son Corp., 
31 W. 47th St., New York City. 

(tniiatatteinai o 


SALESMEN ; with following, to handle 
sirable fine grade die struck plain and 
sustaved 14K gold wedding rings; ex- 
ensive numbers; competitively priced ; 
commission basis; write references. Ad- 








dress “A., 2256,” care J C-K. 
oa etteiteerteasteeineeeeeeeeeeeie 





SALESMAN; for Southern territory, to 
sell extensive line of diamond rings; 
drawing account; non-conflicting side 
line available if desired; only experi- 
enced men need apply. S. Reiman & 
Sons, Inc., 64 W. 48th St., New York 
City. 





COSTUME jewelry salesmen ; men resident 
in territory with car; call on jewelers; 
high grade G.F. and sterling line, popu- 
lar prices; write stating territory ; high- 
est commission basis. Dept. C., Trump 
iar ag? Co., Inc., P. O. Box 365, Church 

St. bg 


~ , N. + 


EXCELLENT opportunity for man or lady 
formerly connected with a discount 
jewelry firm; must have good connec- 
tions with company buyers, to promote 
sales for a well Known jewelry house; 
all replies confidential. Address ‘“C., 
1310,” care J C-K. 








SALESMAN ; for exclusive line of watches, 
to cover New York City and Eastern 
territory; college graduate, 25 to 35 
years of age; good opportunity for ad- 
vancement; salary and commission; in 





reply give resumé of experience. Ad- 
dress “M., 1381,’”’ care J C-K. 
EXCEPTIONAL opportunity; nationally 


known diamond ring house wants sales- 
man with established following in retail 
jewelry stores; must have car; liberal 
drawing against commission; all in- 
formation kept in strict confidence. Ad- 
dress “D., 1346,’ care J C-K. 





NEW YORK manufacturer, established 50 
years, desires local representative in 
Chicago and one in Boston, to sell 14K 
line of crosses, lockets, chains and wed- 
ding bands to wholesalers and leading 
retailers; commission and/or salary. 
Address “M., 1359,” care J C-K. 


| = 


TWO salesmen, with good appearance and 
personality, for East and Middle West 
territory, and the Pacific Coast terri- 
tory : wanted for long established manu- 
facturer of fine, extensive gold jewelry 
line: non-conflicting side line accept- 
able. Address “E., 1347,” care J C-K. 








MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 








ACTIVE, high caliber salesmen, calling 
on department, gift, jewelry stores and 
buying offices, to carry nationally ad- 
vertised “‘Intercontinental Glove Clips” : 
only qualified men considered. Inter- 
continental, 816 S. Robertson, Los An- 
geles 35, Calif. 





WATCHMAKERS; we have several open- 
ings in our Toledo shop for watchmakers 
who can later be placed in permanent 
positions in many large cities through- 
out the country; state age, experience 
and salary expected. People’s Watch 
oo ge Co., 120 Summit St., Toledo, 

Oo. 





oe 
IMMEDIATE opportunity for first 
class plater and polisher, experi- 
enced in school jewelry and fine 
jewelry; must be capable of making 
and maintaining solutions; located 
in modern progressive southwestern 
factory; write details, including sal- 


ary. Address “J., 1355,” care J C-K. 











SALESMAN; to 


represent established 
wholesaler, carrying top trademarks of 
the jewelry industry, to cover most of 
Missouri and lowa; we are well-known 
and have a large following in this terri- 
tory; excellent opportunity; please give 
full particulars; replies confidential. 
Edwards & Co., 1115 Walnut, Kansas 
City 6, Mo. 





TRAVELING 


salesmen; must be steady 
and reliable; promotional idea; tested 
and proven to be very hot; need 10 
men to cover entire U. S.; ambitious 
top calibre man can average $600 
weekly; give background and financial] 
status and recent photo in application. 
Van Scoy Enterprises, 52 S. Main St., 
Wilkes-Barre, Pa. 





MANAGER ; 


for well established jewelry 
store located in a prosperous industrial 
city, in Indiana; cash and credit opera- 
tion ; one possessing the ability of sales 
promotion and who can set up advertis- 
ing and do window trimming; perma- 
nent position; in reply state salary de- 
sired and experience; replies will be 
held strictly confidential. Address “C., 
1345,”’ care J C-K. 





DIPLOMA HOLDER of the Gemologi- 
cal Institute of America has the advan- 
tages of a training designed to help you 
sell more diamonds, colored stones, sil- 
verware and jewelry, and to increase 
customer confidence in your store; his 
knowledge and training deserve special 
consideration when selecting a new em- 
ployee. G.I.A. located in New York at 
5 E. 47th St., in Los Angeles at 541 S. 
Alexandria Ave. 


— 





WATCH salesman, who is well acquainted 


with retail jewelers in Connecticut, New 
York State, and Pennsylvania, where 
we have a large following; other terri- 
tories are available too; must own an 
automobile; we are importers of com- 
plete competitively priced Swiss watches; 
please give full particulars and refer- 
ences in first letter; no objection to 
non-conflicting lines. Address, E. Von 
Burg, Empire State Bldg., Room 5794, 
New York, N. Y. 





WELL Known manufacturer of men’s and 


——____ 


ladies’ stone rings, mountings and 
matched diamond sets, needs several 
live wire, experienced men now traveling 
in established territories; call on re- 
tailers, credit and chain stores; smart, 
compact, competitively priced line has 
achieved nation-wide recognition ; open: 
Texas and surrounding States, West 
Coast, Southeast; state experience, ter- 
ritory, present line, etc., strictest con- 
fidence. Address “M., 1412,” care J C-K. 





SALESMEN wanted; well known estab- 


lished manufacturer of diamond 
rings, mountings, wedding rings and 
emblem rings, outstanding in crafts- 
manship and value; protected terri- 
tories available for qualified sales- 
men with established following 
among retail jewelers; commission 
basis; write giving full particulars, 
experience and territory covered; 
all replies confidential. Associated 
Jewelry Mfg. Co., 29 E. Madison St., 


Chicago, Ul. 





SALESMEN ; two wanted; old established 


and highly reputable manufacturer with 
a nationwide following, wants an east- 
tern and western salesman with good 
customer’s lists among better retailers 
and important wholesalers to handle a 
complete and extensive line of 10 and 
14K gold jewelry; must not have 
competing nor conflicting line, and must 
be able to show this line to same buy- 
ers; applicants are requested to write 
in detail and supply references with 
first letter. Brod & Co., Inc., 30 Beecher 
St., Newark 2, N. J. 





(Continued on page 244) 





FOR APRIL, 1951 


243 











(Continued from page 243) 








HELP WANTED—Continued 





SALESMAN; jewelry manufacturer of 
nationally advertised “‘Dason” dia- 
mond and stone rings needs a steady, 
energetic man for the following 
States: Georgia, Florida, Alabama, 
Mississippi and South Carolina; car 
essential; we have a well established 
following among the retail jewelers 
in this territory; liberal draw and 
traveling expenses against commis- 
sion; give personal and _ business 
history in first letter; strictly confi- 
dential. Davidson & Sons, 20 W. 
47th St., New York City. 





MANUFACTURERS of Lloyd’s rings; 
our slogan “Everything in Gold 
Rings,”’ popularly priced, highly 
styled and impressive line; estab- 
lished 1898; rated 31; require two 
top representatives with strong cur- 
rent following of retail stores for 
protected territories, Midwest, West 
Coast; will only consider men ac- 
customed to earning $15,000 year- 
ly, we are firmly established in these 
territories; inquiries treated confi- 
dentially; no side lines permitted. 
K. Polishook & Son Corp., 31 W. 
47th St... New York City. 


For Sale 


Stores, Stocks and Businesses 











GENES Variety store, Main St., Rib Lake, 
Wis.; explanatory leaflet; see it to 
appreciate it; don’t miss it. R. C. Davis, 
Agent, 314 Cherry St., Danville, II]. 





YOUNGSTOWN, Ohio; credit jewelry 
store for sale; established 18 years; 
clean stock, reasonable rent; owner 
yg city. Address “G., 1435,” care 





JEWELRY store, Bergen County, N. J., 
good location, shopping center next to 
movie; clean stock; opportunity for 
watchmaker; complete $4,900. Address 
““M., 1440,”’ care J C-K. 





JEWELRY store in State of Maine; 100% 
location, in busy town; excellent op- 
portunity; must sell because of death 
of owner. Address “P., 1443,’ care 
J C-K, or Telephone Ti. 2-5088, N. Y. 





FOR SALE; one of the best jewelry stores 
in central Illinois; good, clean stock; 
37 years in business; reason for selling, 
ill health: will mail picture of store if 
wanted. H. C. Wendt, Altamont, III. 





JEWELRY store for sale, in small town 
of eastern Pennsylvania; reason for 
selling, bad health; reasonable rent, 
long lease; clean stock. Address “D., 
1315,” care J C-K. 





SMALL jewelry store, established 20 
years ; doing good jewelry business, also 
very good repair business; located in 
Southern Connecticut. Address “N., 
1382,” care J C-K. 





KANSAS jewelry store, inventory, fix- 
tures, etc., $7,000; clean stock; low 
rent; ideal for watchmaker; only store 
in town; 2300 population; 100% loca- 
tion. Address “B., 1461,” care J C-K. 


MODERN store; same location 26 years; 
population 76,000; can be bought at 
your price; low rent and 100% loca- 
tion : retiring. Address, I. B., 422 Broad- 
way, Bayonne, N. J. 





SMALL, jewelry store for sale; north- 
eastern seaboard; established 50 
years; general jewelry sales; watch, 
clock and jewelry repairing. Ad- 


dress “C., 1390,” care J C-K. 





SMALL jewelry store in Pennsylvania 
college town, 10,000 students; opportu- 
nity for a watchmaker, excellent repair 
business; $5,000 takes shop complete 
with parts, stock, tools. Address “W., 
1333,” care J C-K. 





NORTHERN Florida jewelry store; top 
location; low rent; modern, up-to-date; 
will sell with or without inventory; ex- 
cellent proposition and a real money- 
maker; good reason for selling. Address 
““T., 1448,’ care J C-K. 





VALLEJO, California; Mare Island Navy 
Yard city; most modern and completely 
equipped, best located store in this city 
of 75,000, for sale; exceptionally low 
rent; long lease. Write, B. L., 1814 
Capitol St., Vallejo, Calif. 





MISSISSIPPI jewelry store; long estab- 
lished in 100% location, with low rent; 
good lease; can adjust inventory for 
purchaser; modern in every respect; 
quick sale; other interests. Write or 
wire, “‘V., 1449,” care J C-K. 





WELL established, active credit jewelry 
store, north central Florida: nationally 
advertised watch and jewelry lines; ap- 
proximately $25,000 will handle; cash; 
reason for selling, other interests. Ad- 
dress “TL., 1439,” care J C-K. 








BRANCH credit jewelry store, Central 
California farm community, with or 
without stock; major franchises; excel- 
lent for owner operator; $10,000 will 
handle accounts and fixtures. Address 
“V., 1394," care J C-K. 





ILLNESS forces owner to sell entire 
established jewelry factory; fully 
equipped for production; molds, waxes, 
casting machines, stamping, polishing 
and rollers; all latest models. Address 
“A., 735,” care J C-K. 





MODERN jewelry store, located Cen- 
tral Ohio; 100% location, desirable 
lease; nationally advertised lines in- 
cluding sterling; opportunity for in- 
dividual or expanding chain. Ad- 


dress “W., 1456,” care J C-K. 





FOR SALE; established jewelry store; 
ideal central Florida location; doing 
cash business; handling finest merchan- 
dise; will sell for inventory, with or 
without fixtures, and rent or lease build- 
ing; retiring from business. Address 
“FE... 1348,” care J C-K. 





FOR SALE; jewelry store; located busy 
industrial city of 35,000 population in 
Eastern Pennsylvania; 380 years same 


main street; 100% location; good lease; 


well balanced 48stock; good reason for 
selling; $26,000 cash. Address “K., 
1325,” eare J C-K. 





FLORIDA store; all leading franchises, 
Gorham, Towle, Wallace, etc. ; avi- 
land, Fostoria, Duncan & Miller; Art- 
Carved; Hamilton, Elgin, Bulova, Lon- 
gines; no finer fixtures available any- 
where: $42,500, complete stock. Address 
“i., 1316,” care J C-K. 


CREDIT jewelry store; 29 years same 
location, southern Michigan City of 
90,000, 75 miles from Detroit; do. 
ing good volume; can be doubled 
with right management; reason for 
selling, other business interests, Ad. 
dress *“‘A., 1397,” care J C-K. 





Se 


JEWELRY store, in central Pennsylvania: 
12 x 30 storeroom and six rooms, steam, 
heated apartment; only $125 month: 
new fixtures and stock, $5400, or fix! 
tures only, $950; don’t know businesc 
is reason for selling; possession at once. 
Address “H., 1321,” care J C-K. . 





ttt LLL 


JEWELRY store; well established over 
20 years; corner, 100% location west 
side New York City; favorable long 
lease at $750 monthly; excellent for 
cash or credit selling; inventory about 
$25,000; owner wishes to retire on ac. 
count of health. Address “N., 1414” 
care J C-K, 











DUE to death; old established, 30 
years, manufacturers, jewelers busi- 
ness; tools, lathe, casting machines, 
rollers, complete plating outfit, 
benches, office furniture, display 
case, etc. Contact, Mrs. Dorothy 
Pratt, 857 W. Wayne St., Lima, 
Ohio. 





——- 


HIGH class jewelry store and watch re- 
pair shop, for sale, in East Coast 
Florida resort town; finest location on 
main street; low overhead; new, clean 
stock, fixtures, equipment, materials 
and tools; $9,000 cash; retiring from 
business for good. Address “B., 1426,” 
care J C-K. 





JEWELRY store; $15,000 includes build- 
ing, fixtures, jewelry stock and watches; 
Hamilton, Elgin, Keepsake franchises; 
jewelry store for 53 years; guaranteed 
income; plate glass front, tile floor, 
modern cases; good living on repairs 
alone; 30 miles from a larger shopping 
center; best location in town. McPher- 
son’s, Newport, Pa. 





FOR SALE; finest jewelry store in the 
largest city on the West Coast of 
Florida; established 10 years; vol- 
ume over $100,000 yearly; clean 
stock, all national brand merchan- 
dise; will sell stock to suit buyer; 
good lease; 100% location; gladly 
furnish all or any information upon 
request; reason for selling, other 
interests, Address “C., 1338,” care 
J C-K. 


ALIA PEN NEO IO TCE A EEE, 


For Sale 


Tools, Equipments 














USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. PF. 
Gallien, 220 W. Fifth St., Los Angeles 
3, Calif. 








SET of tools, materials, two motors, steel 
cabinets, clock materials, engraving 
tools, $200: also double bench, $25. 
S. A. Delavan, Guilford, N. Y. 


in 





NUMBER 300 Jr. Elliott addressograph, 
like new, with 40,000 jewelry and ladys 
apparel name and address plates; orig- 
inal cost $1800; will sacrifice at, 
Contact, House of Milner, 728 Sansom 
St., Philadelphia 6, Penna. 
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FOR SALE—Coniinued 
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——————————— 
RS’ display cards, jewelers’ dia- 
JEWEL nd watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
yelopes with call checks; printed sup- 
plies; visit our salesroom or write for 
samples. Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 2ist St, 
New York 10, N. Y. ALgonquin 4-2174. 
We ship open account, parcel post, or 
express to any part of the United States. 


ee 
Business Opportunities 











——— 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 


Keystone. 








AMBITIOUS, young man, wants to pur- 
chase a well located, old established 
jewelry store. For further particulars, 
Write “F., 1409,” care J C-K. 





WATCHMAKERS ; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905," care J C-K 


| 
| 








CERTIFIED watchmaker’s' concession; 
one of the largest, complete 52 year 
old store; unusual opportunity. C. L. E. 
Jewel & Silver Galleries, Inc., 26 Public 
Square, Wilkes-Barre, Penna. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
7 Blackstone Avenue, Chicago 





AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ reference fur- 
nished ; stocks bought. Herman Schwa- 
dron, 1575 N. W. 36th St., Miami, Fla. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 








VETERAN ; seeking to buy out an old 
established jeweler, who wishes to re- 
tire; good location in town or city up 
to 100,000 population; have $10,000 in 
cash to cover full purchase price, or 
down payment; your reply will be con- 
fidential. Address ‘“‘H., 1408,” care J C-K. 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
Jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 








COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 


AUCTIONEER; 8 _ successful sales 
conducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel, Write, Bob 
Jones, care Robert E. Jones Sales 
Service, 702 E. 185th St., Cleveland, 
Ohio. Tel. Kenmore 1-8683. Na- 


tionally known for 25 years. 





AUCTIONEER V. C. Kelley; just fin- 
ished liquidating five of the old 
Loftis Jewelry Stores; I was selected 
as the man most capable of per- 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock, or will 
pay spot cash for your stock and 
fixtures. Write or wire today, V. 
C. Kelley, 6956 N. Ashland Blvd., 
Chicago 26, IIl. 





WANT to sell out, raise cash, reduce 
stock, etc., we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our method of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





CASH for you immediately; R. A. Zan- 
one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 

















Ave., Memphis, Tenn. Phone 
5-0660. 
JACOBS BROS., Ben and Henry, 


America’s well known jewelry auc- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 401 Jewelers Bldg., 
Boston, Mass.; 324 Irwin Keasler 
Bldg., Dallas, Texas. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 


WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good will and 
lease will sell for cash the same is 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, Il. 








Wanted to Purchase 





WANTED to purchase, diamondscope; 
give best cash price and description. 
P. O. Box 1686, Norfolk, Va. 





JEWELRY store or pawnshop, in or near 
New York City, old established pre- 
ferred; will pay all cash for immediate 
transaction ; correspondence confidential. 
Address “Y., 1396,” care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking stools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





TOURBILLIONS; Patek-Philippe repeat- 
ers thin model; odd watches; music 
watches; mechanical, singing birds; in 
fine condition only. Manna Bros., 1310-A 
Sixth Ave., New York City. 








INTERESTED in purchasing an estab- 
lished cash or credit store in North 
Carolina; no new operation; doing an- 
nual volume of $30,000; will pay cash. 
Address “J., 1324,” care J C-K. 





PRIVATE party, anxious for immediate 
action, wants store in Southeast, doing 
over $50,000 annually; your confidence 
respected. Write or phone, Stephen 

Marx, 64 Maujer St., Valley Stream, 
a! 2 


— 





CASH for your surplus diamonds, 
watches, jewelry, sterling flatware 
and hollowware: any make, any pat- 
tern, any quantity; your price paid 
or no deal; references; citizens 
State Bank or Second National 
Bank. Jack Greene, 402 Scanlan 
Bldg., Houston, Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
reference: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s Dept., K., 108 Beale 
Ave., Memphis, Tenn. 





(Continued on page 246) 
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WANTED TO PURCHASE—Cont. 








SPOT cash for your surplus stock, 
watches, diamonds, jewelry, watch 
movements, old spectacle frames, 
gold and gold filled scrap, highest 
cash prices paid; check by return 
mail; all shipments held pending 
approval of payment; if check is 
unsatisfactory, shipment returned 
express prepaid; references: Hous- 
ton National Bank, Dun & Brad- 
street, Inc., Diamond Jewelry Co., 
M. & M. Bldg., Houston 2, Texas. 
Established 1933. 








Watch Work, etc., for 
the Trade 





WATCH repairing for the trade; expert 
work on chronographs and all makes; 
10 years’ experience; prices reasonable. 
Write,. Emery Soule, Orleans, Mass. 





RELIABLE watch repairing; all sizes 
and makes; guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 
York 7, N. Y. 





ONE week’s service, Watchmaster tim- 
ing; references and price list on re- 
quest. Gerace Jewelers, 4243 Frankford 
Ave., Philadelphia, Pa. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





KNOW your specialist; mail direct; same 
day service; vibrating, staffing, jewel- 
ing. Hairspring Vibrating Co., 406 32nd 
St., Union City, N. J. 





RELIABLE trade watch repairing; rea- 
sonable prices; five to seven days’ ser- 
vice; 25 years’ experience. Paul Schem- 
ee 5613 Catalpa Ave., Brooklyn 27, 





TRADE watch repairs; $2, staffs and 
cleans your watches factory style: $3 
order, includes hands, mainsprings, 
screws, etc. Simmons, Huron St., Lake 
Ronkonkoma, N. Y. 





GUARANTEED watch repairing: prompt 
service for mail orders: Watchmaster 
timed ; reasonable prices. I. Green, 116 
wT St., Room 916, New York. Wo- 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service: rea- 
sonable; price list upon request: mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches: all 
watches timed by the Watchmaster:; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8: watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





EXPERT watch repairing: eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
oT. New York 32, N. Y. Lorraine 





NO miracle or medicine men: but have 
long experience repairing watches to 
keep good time; reference and price list 


furnished. Rocky Mountain Empire 
Watchmakers, 27 Broadway, Denver, 
Colo. 





FINE watch repairing on any make or 
type; work guaranteed; Watchmaster 
timed; 23 years of experience; price 
lists and references gladly submitted. 
kX. Perlowin & Co., 238 Lafayette St., 
Dayton, Ohio. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





EXPERT watch and chronograph repair- 
ing; 20 years’ experience; guaranteed 
one year; one week’s service; price list 
on request; try sample order and be 
convinced. Irving Cohen, 2246 65th St., 
Brooklyn 4, N. Y. 





CURRAN & McKAY watchmakers; trade 
repairs, new accounts. solicited; all 
work guaranteed; hair springs vibrated, 
isicronal errors corrected, electronic tim- 
ing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L., 
N. Y. Phone La 5-2203. 





WE guarantee speedy, inexpensive 
service; all watches, clocks; spe- 
cializing chronographs, automatics, 
calendars; time tested Watchmaster; 
request free self-addressed shipping 
labels; send watches for free esti- 
mate; dial refinishing at actual cost. 
Modern Technical Supply Co., 55 
CK W. 42nd St.. New York 18, 
N. Y. 





FINEST watch repairing with seven 
days, or sooner service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; 
located in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollack’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 





TWENTY-FIVE vears’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane. New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY, on_ gold, silver, or 
platinum; book locket miniatures our 
specialty; Carman Art Co., 15139 Glas- 
tonbury Blvd., Detroit 23, Mich. 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
a Y. Recutting and Repairing Diamond 
Sutter. 





WANTED diamond setting, or any set- 
ting; 35 years’ experience; formerly 
from Chicago; here for health. Niesen 
abn 408 Hopkins Bldg., Bakersfield, 

alif. 


JEWELRY repairing, diamond setting and 
special order work for the trade; all 
work guaranteed; fast service; mail 
orders accepted. A. J. Petrucci, 80-82 
Bowery, New York 13, N. Y. 





! 
i 





SPECIAL orders; diamond Setting, jew 
elry repairs, sizing, watch repairing 
quality workmanship, quick service. 94 
years’ experience. John G. Cronin, Qa) 
Exchange Bldg., Scranton, Penna’ 





a 
PEARLS and beads restrung, knotteg 
woven; rosaries repaired, refinisheq’ 
right prices, prompt service, month}; 
billing; we specialize on mail orders. 
our business is nation-wide. Woodman’: 
55B Eddy St., Providence, R. I. a 
sientiantiiaeeaatc ae 

SILVERWARE replated, repaired like 
new; also gold, copper, brass plat. 
ing; the same high quality that 
made our baby shoe bronzing fg. 
mous; send your next job to The 


Bron-Shoe Co., 262 E. Broad, Co. 


lumbus. Ohio. 











JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 


COLORED STONES; direct importers 
at your service; replacing, recutting, 
repolishing, drilling, diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation, 
Max Stern & Co., Ine., 17 John St.. 
New York. 


STONE encrusting, engraving and drill- 
ing; precious and semi-precious stones 
furnished and cut to fit your rings; 
lodge emblems encrusted and engraved: 
coats of armsS: monograms and initials: 
military insignias; fraternal emblems; 
stone cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braunfeld 
& Mehlman, 108 Fulton St., New York 
City. 














To Let 








STORE, vacant, 100% shopping area of 
Huntington, L. I., directly in front of 
bus stop, 327 New York Ave., main 
thorofare, one store removed from Main 
street, secondary thorofare; 13 x 30 
approximately; no competition. Call 
Longacre 3-0041. 








Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Florida. 





“THE Modern Clock” by Ward Goodrich, 
aids clock repair; new edition, 502 
pages, 173 illustrations, $4.95 postpaid; 
at leading jewelers’ wholesale supply 
houses or order direct from publisher. 
North American, Dept. 101D, 2018 North 
Ave., Chicago 47, Ill. 


CHICAGO Institute of Watchmaking ac- 
credited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet, JC-4, describing 
courses and containing pictures from a 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 
Lake St., Chicago 1. 








ANY watchmaker can repair chronographs 
immediately; prove this fact to your- 
self at no cost to you; write for 10-day 
trial examination of complete chrono- 
graph library—a volume for each chron- 
ograph; up to 22 months to pay if you 
decide to keep the 24 volumes. Esembl- 
O-Graf Research Laboratories, Desk 
J-68, First Floor, Chamber of Com- 
merce Bldg., Pittsburgh 19, Pa. 
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ON WHAT 
CONSTITUTES DRAMA 


Is the drama of a man dying on a 
Korean battleground less shocking 
than a man losing his reputation in a 
New York courtroom? : 

It could seem so when you see 
women postponing their marketing 
and men deserting their desks so they 
can stare at television pictures of the 
Government's recent crime investiga- 
tion—while at the same time they 
drift into a dangerous apathy regard- 
ing that same Government’s prosecu- 
tion of the war with Communism. 

Is the possibility of a nation’s execu- 
tive and judicial system being exposed 
as less than perfect, as important as a 
nation’s loss of leadership in a world, 
where a tyrant is ready to take over? 

Only a few months ago the people of 
this country were collectively scared white 
of the monster that is Moscow. Today 
there are too many who are drifting to the 
individual fear that our national prepared- 
ness program may cost them personally 
something which can be saved if they only 
put off their contribution long enough to 
figure out some way to transfer the cost 
to some contemporary or some group of 
competitors. 

This is a temporary state of mind of 
course, but it seriously hampers the work 
of our fellow citizens to whom we have 
assigned the task of organizing our world- 
wide defense efforts. 

For, the inescapable fact is that in each 
year °51-52 and °53, $50 Billion are 
scheduled to be spent for military-end 
items. 

This is a lot of money. Translated into 
taxes it is a lot of sacrifice. There is 
only one other way to pay it and that is 
with inflation. 

There are some individuals whose so- 
phistry deludes them to the selfish con- 
clusion that if they can get their hands 
on enough 60 cent dollars they wouldn’t 
care if they depreciated to 30 cent ones. 
But they forget that still higher taxes will 
be forced by those who don’t have so 
many dollars and that the rate of de- 
terioration of money is accelerated by de- 
terioration. 

For example, everyone agrees that we 
must carry on with our military prepared- 
ness program as the main part of our 
worldwide contest with the Soviet. Yet 
today we, you and I, the taxpayers. are 
paving through our military procurement 
officers, 365 per cent more for a particular 
type of electric cable than we were paying 
for it in June, 1950. We are paying $1.87 
for a particular cloth that was 82 cents on 
the estimates made up last fall—and everv- 
thing else is up dangerously. 

That is inflation! 
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That is what has eaten up—right in your 
military procurement program—every red 
cent produced by that recent tax bill which 
seemed prodigious, the one that also cost 
us the 10 per cent reduction in excises. 

Those extra taxes you paid went right 
up the chimney of inflation. 

And all the while commercial bank loans 
continue to soar, 42 per cent over 1950, 
and personal credit obligations continue 
high, farm prices spiral upward. Thus, in- 
flation is costing us not only our future 
social security but is forcing us to pay 
twice as much for our present physical 
security as would otherwise be necessary. 

This not only bears no sensible relation 
to good business, but puts us in the posi- 
tion where we can lose our present struggle 
with Russia. 

They don’t want to fight—they won't 
fight unless there is an irresistible chain 
of events which force it. But Stalin could 
ask no more than that we lose the war 
against inflation. 

It is inconceivable that our farmers, our 
industrialists and our labor groups would 
fight an economic civil war, and let Russia 
pick up the chips. 

In this contest with inflation, there is not 
the mass appeal, nor the glamour of a 
Costello, there is not the drama of an 
Ambassador O’Dwyer on the witness stand. 
But if American men and women will 
spend countless hours looking at television 
pictures of these men and recognize the 
significance of the Congressional hearings 
—as they did—then they should be shown 
more clearly the picture of what is taking 
place in Korea now—and what might take 
place in this country ten years from now if 
Stalin should take over in the world be- 
cause we have lost the red corpuscles from 
our economic blood stream through an orgy 
of inflation. 

It is up to every honest citizen to stop 
for a moment and tune that picture in for 
himself. It is his responsibility as a 
mature man or woman to understand the 
part he plays in the moving drama and 
accept his share of sacrifice; temporary 
sacrifices which must be made so the 
people of the world can soon again resume 
their progress toward a better, a freer, a 
happier place in which to live. 

And it is up to every businessman to 
see that unessential projects of Federal, 
state and local governments are curtailed 
and that the operating costs of these gov- 
ernments are pruned to bare necessities 
during the present emergency. Government 
should show the way. 


BUSINESS HAS 
GOT TO BE GOOD 


“Well,” said the manufacturer’, 
representative to the retailer, “[f you : 
didn’t expect to get it, why did you 


order it?” 

He was answering a frantic tele. 
phone query from a_ jeweler who 
wanted to know what he should dy 
with an aisle full of crates of mer. 
chandise which he had ordered ip g 
quantity that he anticipated would be 
cut by the factory. It wasn’t. 

The final suggestion of the manufae. 
turer's representative was “Sell it.” 

—And sell it he'll have to. 

-That’s why business has got to be 
good. 

With inflated inventories and deflated 


bank balances there is no choice left to the 
retail jeweler. 


But it won’t be easy, because there are | 
a lot of other good salesmen in other busi © 


nesses with a surplus of stock. 


Automobiles? You bet. And even plenty 
of 1950 models which the smart boys 7 
figured to hold for the hungry public— | 
which has this year, thus far clammed in 7 


stead of clamored. 
Television sets? 


you don’t have one. 
Tires ?—Furniture ?—A 
You name it. 


New Home?— 


It looks like you may have plenty of 


competition for that consumer dollar. 


You'll have to work hard. That’s why © 


business has got to be good. 


It reminds us of a visit we had one ~ 


time with a salesmanager who cut our it 


terview short with the explanation that he © 
had an appointment to help one of his | 


salesmen buy an automobile. 


“And 


ance in selecting a car?” 


“He’s a good salesman,” said the sales © 
manager, “and he doesn’t want my help. ” 
But he’s going to get it. If I leave it up © 
to him he'll buy a Ford. He can afford — 
that. I have to see he buys a Buick. He 


can’t afford that. The fellow’s our star 
salesman. but he won’t work unless he’s in 


debt.” 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


An over abundance, | 
Just see what they'll offer you for your © 
old set—or how agreeable they'll be if | 


what kind of salesmen,” I im © 
quired, “do you have that need your guid — 
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Made by OSTBY & BARTON CO. O-B Mark of Quality Since 1879 | 
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4 Ostby & Barton Co., 118 Richmond Street, Providence 2, R. I. 


REE DISPLAY! : 2 [ ] Please send me free of charge, your ‘Mother's Day” display, as advertised. | agree to use it only to display 


O HELP OSTBY & BARTON DEALERS —a 
SELL MORE RINGS! , Please send me your ‘Mother's Day” rings as illustrated. (Check and number rings desired:) 
Upper Left 2K2641 Synthetic Birthstone $31.50K | | 
Upper Right 2K7091 Synthetic Birthstones $24K [| 
Center 2K2202 Cultured Pearl $15K [] Store 
Lower Left 2K2732 Real Onyx and Diamond $26K 


Lower Right 25X781 Synthetic Birthstone $14.50K | | 
with Four White Zircons . 


ash in on timely sales with this 
tractive display. Easel-backed, 
ardboard-mounted, velours ring- 
ad. Send now! 
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oin the 1951 Silver Parade, April 12-28 


and increase your sales of Community!) 


Plan now to display the special, full-color, framed reprint of ff 
beautiful, new Community advertisement. Make use of the off 


THE FINEST SILVERPLATE ; | 
hard-selling aids prepared for you by Community to tell your 4 


o 


PATTERNS TO LIVE WITH... PATTERNS TO LOVE tomers, ‘Silver is your most beautiful necessity.” For full infil 
mation, turn right now to Pages 42-43. : 
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